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WEW VIBRATION-FREE BALANCING PRINCIPLE 


The “card table” test proves the superiority of the advanced 
new spring-mounted “floating” mechanism. Exclusive new 
safety-valve prevents vibration or jumping in spin cycle 
Install on any type of floor . . . needs no bolting down! 


OPERATES ON WATER PRESSURE AS LOW AS 10 LBS. 
Iransmission will noiselessly shift and operate on this low pres- 
sure. The only washer with a water-controlled mechanism... 
gearless, fewer parts... most trouble-free washer on the market 


WORLD’S LARGEST AGITATOR 


761 sq in. of washing surface ... more than 5 scrubboards . . . for 
thorough cleaning of worst-soiled clothes . . . yet, the exclusive 
Spiral-Tub Agitator is so gentle that delicate nylons, and all syn- 
thetics are washed with perfect safety. It's made of miracle Fiberglas 
that won't rust or chip and is unaffected by bleaches, blueing, deter- 
gent. Double-wall insulated construction keeps water much hotter. 
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WORLD'S SIMPLEST VISUAL CONTROL PANEL 


Easiest to read, easiest-to-use control known. Starts ... stops... 
anywhere ... any place at the touch of a finger. Assures perfect 
timing of every load. Permits flexible wash cycle selection. 
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ONLY 
15 GALLONS . 
OF SHORTEST 
, HOT WATER giByaia cay CYCLE 


WORLD’S MOST ECONOMICAL WASHER 


In addition to using much less hot water, less detergent and sav- 
ing on electricity, it also saves on fabric wear and servicing costs. 
Only the Apex WASH*‘A*MATIC offers these five big . . . most 
wanted . .. savings. 


ALL-NEW APEX WASH-A-MATIC 


improves on all automatic washing methods 


@ The sensational new Apex 
WASH*A*MATIC is in a class by itself. 
Not only does it improve on all wash- 
ing methods...it has more exclusive 
sales features than any other washer 
... and it’s the world’s most eco- 
nomical washer! It’s years ahead in 
performance and styling—ready now 


to make your selling easier and far 


more profitable. Test it . . . compare 
it...on every count! You'll agree it 
is the world’s finest, most saleable 
washer. It’s the first automatic washer 


to give your customers all the most- 


wanted features. This is your biggest 


opportunity to get washer sales leader- 
ship in your trading area and enjoy 


volume washer sales and profits. 








TO APEX DEALERS: 

We are confident you will find that the new Apex 
WASH*A*MATIC far surpasses anything yet seen in the auto- 
matic washing field. You can be certain that we are planning 
to back up this sensational new product with the most 
powerful promotional campaign ever to support Apex 
appliances. Your distributor can supply details on the 
WASH*A*MATIC sales program for your market. 


Vice President 








APEX HOUR-SAVING APPLIANCES 


THE APEX ELECTRICAL MANUFACTURING COMPANY « CLEVELAND 10, OHIO 
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HERE'S A 
TYPICAL DEALER’S “MIX” 


25 REFRIGERATORS 

19 RANGES 

5 WATER HEATERS 
8 LAUNDROMATS 

4 CLOTHES DRYERS 
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GIVES 5-WAY EDGE TO 
Westinghouse 


MAJOR APPLIANCE 
DEALERS 


1. Best Price 
4. Faster Turnover 


2. More Profit 


3. Inventory Control 


5. Less Product Handling 


Today more than ever, the invisible advantages of the 


Westinghouse Franchise make extra dollars for Westinghouse 


Major Appliance Retailers. 


Take ‘“‘mixed carload’”’ buying. 
Westinghouse Retailers don’t have 
to buy a carload of one product to 
enjoy carload-buying advantages. 
They can mix Westinghouse Re- 
frigerators, Ranges, Laundromats”, 
Clothes Dryers, Dishwashers, 
Waste-Away garbage disposers, 
Water Heaters. Balance inventory 
to speed turnover. Reduce stock 
handling . . . damage in transit 


WESTINGHOUSE ELECTRIC CORPORATION «+ Electric Appliance Division 


... and cut overhead. 

Yes, Westinghouse Full Line. . . 
powerful public preference for 
Westinghouse products . . . Dis- 
tributor help . . . Retailer-minded 
factory policies, add up to: 

The best franchise in the appli- 
ance business . . . tenfold more 
valuable today than 10 years ago 

. and rolling rapidly to still 
brighter tomorrows. 


* Mansfield, Ohio 







































Model 962 


34985 


suggested retail 


~ LOWEST 
PRICED 9 cu. ft. 


AUTOMATIC DEFROST! 


-y 
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Model 932 — 


24995 


suggested retail 











GIBSON LOWEST PRICED 


9 cu. WITH FREEZ'R LOCKER! (ERC CA aed aia 
For MORE Freezer oa'e*: 








No money counts except the money you keep for your- 
self! You keep more when you sell a NEW Gibson elec- 
tric refrigerator, range or freezer because (1) they are 
packed with sales-closing features and priced to move 
fast with minimum selling expense; (2) they are quality- 
built throughout, in the true Gibson 75-year tradition, 
and to serve without service for many a long year. 

Moreover, Diamond Jim Brady, the new Gibson sales- 
producer, is offering big PRIZES—building fine, profit- 
able volume for Gibson dealers who recognize a sales- 
maker when they see one! Call your Gibson distributor 
or write Gibson direct ... TODAY! 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE . MICHIGAN 








LUME SELLER! 


$32995 


suggested retail 


ood Freezer Plan 


DON'T SPILL ONTO IT 


Why Wa it. © GET THE FACTS NOW! © teterticien od ice 


subject to change without notice. 


Copyright 1952 Gibson Refrigerator Co. 


a 2 
, MORE THAN 6,000,000 HOME APPLIANCES PROVED IN USE THROUGHOUT THE WORLD SINCE 1877 
tf SZ. 7 THERE'S A GIBSON ELECTRIC RANGE, REFRIGERATOR, FREEZER FOR EVERY CUSTOMER AT A PRICE FOR EVERY PURSE 
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The East 





By ROBERT W. ARMSTRONG 


Food-Freezer Plans Sweep East 
... Sales Get Spring Fever... 
Dryers Slow Down 


A® YUND the first of April a trade 
observer told this column that the 
food-freezer plans which have created 
a profit bonanza in the West would 
soon be sweeping east. 

Brother, they already have. 

At least six companies are operating 
door-to-door crews on Long Island and 
one of them, established onlv about 
two months before the date of this 
writing, is reported to be selling 25 
or more freezers a week—an average 
of three per canvasser. One appli- 
ance chain which closed several of its 
stores as a result of the slow market is 
concentrating its efforts on food 
freezer sales. 

“Dealers in the Long Island area are 
all talking about the plans,” said one 
distributor spokesman, “‘trving to find 
ways to get into the business.” 


Some Balking in Boston. Despite 
the reported refusal of Boston bankers 
to finance both freezers and food 
together, at this writing one specialty 
house-to-house outfit, in operation just 
a month, was said to be selling 20 or 
more units a week. 

A Beantown distributor was all set 
to go by the first week in April, 
planned to use radio, TV and direct 
mail advertising, had already hired the 
sales manager of the local Electrolux 
branch to train specialty crews for his 
dealers, and was held up only by lack 
of an instructional brochure for sales- 
men. 


All-Out in Philly. Philadelphia was 


one step behind Long Island, one 


ELECTRICAL 


step ahead of Boston as several dis- 
tributors kicked off plans almost 
together. 

One of the first to get going was a 
wholesaler who had tried a similar 
deal nine months ago, and let it drop 
because it was advanced through news- 
paper ads “which were too much for 
the reader to absorb.” The renovated 
plan makes its pitch through radio 
and TV, operates through a limited 
number of dealers who send out men 
to follow up on the leads obtained 
by advertising. Customers get pack- 
aged frozen foods at approximately 23 
percent off, meat at 15 percent, pay 
for their food in six months, the 
freezer in 18. 


Different Approach. A second dis- 
tributor, using plans geared to various 
family sizes, trains dealer personnel, 
relies on newspaper ads to get pros- 
pects for its cooperating dealers. 

Appliance dealers aren’t the only 
businesses to jump into plans in Phila- 
delphia. A food broker, who has 
made tie-ins with two suppliers of 
packaged foods and meats, is making 
the plan available to appliance dealers 
who want it. He employs a telephone 
solicitor who makes a planned presen- 
tation, checks up on family size and 
status, then turns qualified leads over 
to salesmen. 

Washington seems to be all alone 
as an eastern metropolis which has 
started no food-freezer plan. 


Top of the Bottle? Despite the 
frenetic efforts of distributors and 
dealers all over the East to get into 
operation with plans of their own, 
some industry observers were looking 
beyond the immediate prospects of 
quick profits and cream-skimming. 
One such, wise with the experience of 
watching the development of the first 
plans in California, expects that high- 
pressure specialty operations will give 
way eventually to some form of home 
town plans. ‘My feeling is,” he says, 
“that the long range selling of a com- 
bination freezer-food plan will have to 
develop through local retail outlets of 
frozen foods, with the freezer owner 
buying in quantity lots at a discount. 
Such a situation should have developed 
years ago. 


The Big Picture. The slow state of 
business in the East might explain 
some of the eager grasping at the 
golden straw of food-freezer plans, but 
dealers everywhere were reporting 
slight gains in March business and 
expecting further upswings in April. 
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The National Appliance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


A Boston merchant, for example, 
reports that March was better than 
February and he expects a 10 percent 
increase in final April figures. Another 
declares that price cuts in television 
have revived some interest. 

A Buffalo outfit says, “White goods 
and 'T'V sales are considerably behind 
a year ago, but are slightly improved 
over January and February. ‘IV appears 
headed for a seasonal decline. White 
goods are sprucing up, with ranges 
making a good showing.” Another 
merchant in the same area says busi- 
ness is good, particularly on ranges and 
washers. Refrigerators, he says, are 
off, but TV is holding up well. How- 
ever, most Buffalo area merchants find 
TV a slow mover. 


TV Gets Tough. Up until a month 
or so ago dealers around Springfield, 
Mass., were enjoying a small T'V boom. 
Now, says one dealer there, that’s all 
over. Several extensive promotions 
have flopped and now there isn’t even 
much advertising. He says his inven- 
tory is good and he is selling automatic 
washers and could sell dryers if he 
could get them. 


It’s Different in N. Y. Down in 
New York and New Jersey the dryer 
picture seems somewhat different. One 
distributor is reportedly offering spiffs 
and special price deals on both dryers 
and automatic washers and another 
was pushing his brand of dryer with 
a promotion to dealers that offered, 
in proportion to their dryer pur- 
chases, various amounts of cash ear- 
marked for betting on horseraces. 
Dealers who have bought at least three 
dryers in three months will journey 
with the distributor to the Belmont 
Race Track on May 6 to use their 
bonuses in improving the breed. 

Long Island dealers described March 
business as “dead in the first half and 
sporadic in the second.” To many 
of them the spring season looked like 
one that would require high-pressure 
promotional selling. And what many 
of them wanted were promotional 
items with a 20 to 25 percent discount 
that would still return a good profit. 
Some seem surprised at the lag in 
refrigeration sales. One reports that 
he sold 40 automatic washers in March 
as compared with 38 refrigerators. 


Bright Spot. The only favorable re- 
port from several Washington sources 
comes from one distributor who has 
discovered a complete new market 
for portable dishwashers in Capital 
cliff dwellers and who is selling them 


faster than he can replace them. Other 
dealers and wholesalers uniformly 
declare that sales are slow. 


Broken Crystal. Like everywhere 
else in the East, Washington dealers 
report that TV sales are slow and 
supplies plentiful. Early in February 
the top man of one manufacturing 
company predicted a television short- 
age in about two months. 

“He couldn't,” wistfully savs one 
dealer, “have been more wrong.” 


The Midwest 
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By TOM F. BLACKBURN 





Taxes Hurt Sales ... TV Parts 
Troubles . . . Dodging Responsi- 
bilities on Housewares 


ROM Battle Creek, Mich., comes 

a report on the astonishing drop 
in appliance business that took place 
just before the income tax was col- 
lected March 17th. Volume of some 
stores was off 60 percent as compared 
to the previous year. Even on repairs, 
such as replacement of heating ele 
ments on electric ranges, a falling off 
also took place. Service, ordinarily, is 
duck soup and knows no season, but 
this time the public felt it could limp 
along on one or two burners until it 
got hold of some more money. State 
taxes which are collected in Michigan 
ahead of the Federal income tax were 
also blamed for the sales paralysis. 


Legal Catches in TV Service. With 
television service men yowling to high 
heaven about the way they are being 
treated by ‘I'V manufacturers on war- 
ranty parts, it is not generally under- 
stood that manufacturers are hobbled 
by a situation that has legal aspects. 

Service men who work for manufac- 
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— than 60°% of 
all washers sold last 
year were wringer-type 
machines. That’s where 
Duchess sells—with a 
step-up line of 5 models 
to the big Duchess 
semi-automatic. You can 
sell Duchess with price 
and beauty —on direct 


comparison with Duchess’ 


advanced engineering 
and exclusive functional 
features—in volume at 


Duchess’ better discounts. 


Ask your Duchess 
Distributor for complete 
details—NOW! 


MAKE A DATE 


OF YOUR 


0 WASHER 
MARKET 


ARE DUCHESS PROSPECTS 





= WITH THE DUCHESS 


only 4 9% for the be 
pon) 


Dehumidifier 


Duchess’ new portable Dehumidifier 
gives you a price “edge.” Its com- 
pact design, easy portability and 
LIFETIME GUARANTEE sell the Duchess 
Dehumidifier quickly. Removes up 
te 10 quarts of water in 24 hours. 
The market is big and profitable. 
Order now for new summer profits. 


APPLIANCE MANUFACTURING CO., Alliance, Ohio 
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turers know the high incidence of 
breakdowns on television sets in the 
field. Factories set aside from 4 to 5 
groups of replacement parts per 100 
sets produced. These are shipped to 
distributors for use in making good 
on warranties. Now, the legal catch 
is as to just how much a manufacturer 
can dictate to a distributor. Some 
distributors sell these spare parts and 
pocket the money. This, basically, is 
what causes the screaming among some 
service firms. 

At a recent meeting of the Radio 
and ‘I’clevision Manufacturers Associa- 
tion various service organizations were 
given 30 minutes each to tell their 
story and their complaints. It was ad- 
mitted by everybody that television 
service is in a bad way, but the solu- 
tion has not been discovered yet. 
Television service is greatly abused and 
Better Business Bureaus are spending 
more time ironing out ‘I'V difficulties 
than on any other business. 


Electric Housewares Campaign. 
The difficulty of getting big city deal- 
ers to meetings was evidenced by a 
recent discussion at the Chicago Elec- 
tric Association, preparatory to launch 
ing its spring clectric housewares drive, 
something that will put money in the 
dealer’s pocket 

It is a proposition with 25 manu 
facturers and most of Chicago’s dis 
tributors backing it, nationwide pub 
licity, prizes for windows and displays, 
and propositions that promote items. 
Some 75 dealers in Chicago cooper 
ated last vear—out of more than 1,000 
possibles. 

Methods used to contact dealers 

and inspire them to activity were: (1) 
enlist distributor’s men to spread news 
of the drive, giving them each $1 for 
each window they get put in; (2) use 
utility contact men to do the same; 
(3) have all wholesale men contacting 
dealers wear buttons, with a cash pen 
alty if caught without their buttons; 
4) sectionalize by type of account; 
(5) enlist newspaper sales forces in 
spreading mats and _ advertisement 
Copy. 

\ package containing $37.50 in 
equipment for gift wrapping is to be 
available. Mats, streamers, display 
sheets are to be had. An official dis- 
play kit for $3.95 gives the retailer 
39 price tickets, 15 salesmen’s badges, 
three poster blow-ups, counter cards. 


Distributing Difficulties. Electrical 
housewares manufacturers are discour- 
aged at the way their principal outlets 
are behaving. The department stores 
are taking everything they can get in 
the way of discounts and then not de- 
livering. One of Chicago’s largest 
stores has virtually all of its electric 
housewares clerks (144) on manufac- 
turers’ payrolls, and is now demanding 
that they wait on all trade. When an 
appliance goes on the fritz, they tell 
the customer, “Mail it in to the manu- 
facturer,”” thus ducking all responsibil- 
itv for service 


APPLIANCE-RADIO-TV PICTURE 
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From the standpoint of efficiency in 
moving merchandise, one manufac- 
turer rates the following outlets: 


1. House to house operators. 
2. Jewelry stores. 

3. Club plan operators. 

4. Appliance dealers. 

5. Department stores. 

6. Hardware stores. 


In a way he sees the discount house 
something like the supermarket gro- 
cery store—an outfit that cuts out 
demonstrations, service, salesmanship 
and delivers the appliance at lowest 
cost to the customer willing to go to a 
little inconvenience to make a saving. 

In view of the way other retail out- 
lets are failing to do the job they are 
paid to do, this manufacturer wonders 
if the discount house may not be on 
the right track. 


Electric Housewares Give Volume. 
From Dallas, reported by F. J. Martin 
of the Dallas Power & Light Co., 
comes the final 1951 report on sales 
of electric housewares, proving that 
they offer a substantial business. Sold 
were 75,754 portable fans; 21,807 
residential evaporative cooling systems; 
5,749 cookers and roasters; 6,068 
grills, hot plates and table stoves; 
15,141 percolators and coffee makers; 
11,459 toasters; 5,584 waffle bakers; 
4,272 miscellaneous table cookery ap 
pliances; 7,157 electric blankets and 
comforters; 3,837 heating pads; 24, 
793 irons; 3,064 miscellaneous heating 
devices; 18,952 clocks; 11,354 mixers 
and beaters; +,941 electric shavers 


The Great Lakes 








By FRANK A. MUTH 





Outside Selling Clicks... . 
Laundry Equipment Hot... . 
General Upswing Expected 


I’ the end of the first quarter, the 
two most frequent complaints 

of Great Lakes merchants were: the 
department stores can’t get traffic to 
the store, and the independent dealer 
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to stop traffic 


to clinch sales 
and to peak 


your 52 profits 





THE ONLY ROOM AIR CONDITIONER GIVING 
YOU ALL THESE GREAT SALES ADVANTAGES 


Weathir-Dial The amazing new Weath’r-Dial 

is an engineering miracle that has made 
MITCHELL the only revolutionary, new 
product in air conditioning on the mar- 
ket today! 
The Weath’r-Dial is a single control knob 
that automatically adjusts to five individ- 
ual levels of cooling, dehumidifying, 
ventilation and exhaust. 


only MITCHELL has the Arid-Dryer for 


extra dehumidification control. 


only MITCHELL has the Four-Direction- 


Air Grills allowing air delivery tailored 
to every installation. 


“THE WORLD’S FINEST 


ROOM AIR CONDITIONER’’ 
SEVEN MODELS TO CHOOSE FROM-~ 


FOUR DIFFERENT CAPACITIES > 








only MITCHELL has the Sound Muffler 


permitting the lowest operating sound 
level of any unit on the market. 


only MITCHELL i; s. easily installed . . . 


and has such an enviable record of 
trouble free service. 














MITCHELL MFG. CO., DEPT. EM-35 

2525 Clybourn Ave., Chicago 14, Ill. 

Gentlemen: 

Yes, | am interested in a MITCHELL Room Air Con- 
ditioning Dealer Franchise. Rush me complete de- 
tails today. 


Name 
Address 














MAIL THIS COUPON TODAY FOR FULL DETAILS ®L°” Zone State 
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THE COMPLETE LINE 
FEATURE-PACKED FOR SALES! 


Interior light 








Signal light recessed in counter- 
smartly styled into balanced lid! 
nameplate! 





Handy, specially 
designed storage 
baskets! 





Dutch“ Freezer 
Plates —an exclu- 
sive Steinhorst 
feature! 




















































16 Cu. Ft. Model... 
alse available in 12 
and 20 Cu. Ft. sizes! 


rue Not Kepecid FREEZER 


ON THE MARKET TODAY! 
Respect well earned! The Steinhorst Freezer stands out 










as the most sales-styled, dependable and efficient freezer made! 
Exclusively Steinhorst — Dutch” Freezer Plates hold the 
cold like a Dutch Oven holds heat . . . a real security feature 







in case of prolonged power failure! The 1952 complete 





Steinhorst line has power-packed sales appeal — 





; P ne 
the Steinhorst franchise promises you a prosperous future! _ “tb 


THE OLDEST NAME SFI 
IN FREEZERS 


The Steinhorst name has been recognized for famed products 
since 1908 . . . and was the only freezer displayed 
at the 1939 New York World’s Fair! Write Dept. EM-5 
now for complete details on the Steinhorst line! 


_ EMIL STEINHORST and SONS, Inc. 
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can’t close the sale when traffic is in 
the store. 

Department store sales are off about 
26 percent, and as one distributor put 
it, “We could give them all merchan- 
dise free and they still wouldn’t take 
hig 


No Easy Orders. In the Cleveland, 
Columbus, and Pittsburgh areas, 
prospects are using the old line, “I'll 
call you later. I want to think it over.” 
One dealer told his Cleveland dis- 
tributor, “It’s almost impossible to 
put the clincher on a sale. I just can’t 
get the sale down in black and white.”’ 

The usual excuses are that advertis- 
ing is not pulling very well, income 
tax took deep bites out of the cus- 
tomers’ savings, and price cutting 
problems are arising. ‘These don’t 
seem to be widespread enough, how- 
ever, to be the real crux of the slump 
period. At the end of the quarter, 
sales had definitely taken a turn for 
the better. January was off, so was 
February, but by the first part of 
March, sales were improving. 


Outside Selling Helps. Pittsburgh 
has faced the serious cutback of sales 
with hard and fast outside calls. One 
of Liberty Avenue’s distributors says 
the dealers.who are using outside men 
are coming up with sales. People can- 
not be high pressured into buying, 
but salesmen can at least give their 
pitch when they call at private homes. 
Traffic in downtown and some metro- 
politan areas is down. In fact, one 


dealer said, “You almost have the 
feeling that you’re out in western 
range land, with nobody around.” 


People who have refused to go to the 
dealer and spend the money they've 
been saving are more susceptible to 
outside selling. 

One sales promotion manager has 
planned a number of promotions to 
encourage good traffic, but most of it 
is on replacement TV sales. Some 
people seem to be waiting until Pitts 
burgh gets another television station, 
hence, those still without sets are not 
buving. 

Laundry equipment, especially dry- 
ers seem to be the hottest item in the 
white goods lines, with refrigerators 
(combination) a close second. These 
are the only two appliances showing 
a marked increase in consumer de- 
mand. Availability of dryers is. still 
limited, and the problem is to get 
them. 


Spotlight on Air Conditioning. Du- 
quesne Light & Power Company has 
incorporated dehumidifiers and room 
air conditioners into their annual pro- 
gram of spotlighting one appliance 
through their advertising and promo- 
tional emphasis each month. Adver- 
tising in Pittsburgh metropolitan and 
community newspapers begins in May. 
As the residential sales manager, R. W. 
Heller, put it, “We are not neglecting 
the other appliances—refrigerators, 
ranges, freezers—that still need a lot 
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of pushing, but we've set July as the 
month for room air conditioners, and 
we'll supplement other months with 
some advertising on these items.” 


2000 Water Heaters. Dealers in the 
Scottsdale, Connellsville, and Browns- 
ville, Pennsylvania area are getting 
more sales as a result of a move made 
in Fayette County by the John Gal- 
breath Realty Company (also part 
owner of the Pittsburgh Pirates) last 
summer. Galbreath started putting 
water heaters in each of the miner’s 
homes in 14 little mining towns (pop. 
from 50 to 200) to improve the value 
of the homes. Each miner is per- 
mitted to have first chance to buy the 
home after the improvement. With 
the water heaters (many of them 52 
gallon tanks) most of the families are 
becoming interested in automatic 
laundry equipment. A total of 2000 
homes will have water heaters, but 
only about 600 have been installed so 
far. (March.) 

Ranges have also been installed in 
some of the homes. West Penn Power 
Co. estimates that there will be at 
least 64 million killowatt hours in- 
crease just as a result of the water 
heater installation. Business still may 
not be good in some areas of western 
Pennsylvania, but this reporter has 
heard many claims that the worst is 
over. “The only way things can go 
now is for the better,” one retailer 
points out. “We are, of course, en- 
tering into our best season, but still 
some dealers are heavy on inventory.” 


Optimism in Taftland. That same 
fecling is reflected in most of north- 
em Ohio. One official from Westing- 
house stated that most of the big 
dealers have too much money tied up 
in inventory, but they can handle the 
load better than the smaller dealers. 
\ distributor who has sold only 100 
television sets since the first of the 
vear fecls that television sales are not 
good. Most of the dealers in Cleve- 
land still have sets left over from 1951, 
and verv fancy offers are being made 
to get rid of them. 


Sales off on All Goods. A_Pitts- 
burgh distributor listed comparison 
sales for the same periods of 1951 
and 1952. Here is the wav unit sales 


looked: 

1951 1952 
Drvers 473 388 
Freezers 429 252 
Dishwashers 116-133 
Refrigerators 2366 1343 
Com. Refrigerators 721 990 
Television 7632 5650 
Ranges 761 429 
Water Heaters 152 109 
New models have helped some 


Westinghouse dealers to bring a sharp 
increase in sales. Released only about 
a month ago, refrigerators seem to be 
the item that is drawing back traffic 
and producing sales. Inside Cleve- 
land sales are pretty good, but in the 
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quality . . . with thrilling depdl 


and clean, sharp contrasts. Hallic erg 





new picture with sparkling, unpre 
dented clearness gives you maximum 
viewing enjoyment. It’s the result) 
of the most modern circuit design iff 
television . . . the result of MODEL 1027C 
Hallicrafters world-famed F 
precision engineering. | 
Hallicrafters ... Priced As Low 


As $219.95 INCLUDING Federal § 
Excise Tax and One Year 


Parts Warranty. Prices Slightly 
Higher West and South. | 
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FULL-COLOR 
NATIONAL ADVERTISING 


will help sell the hottest 
“Cold-Line” in the nation in’52 


| ° ae 
Manitowoc sv:7%%¢ 


ihe ae 










Watch for this 
“Treasure-Island” ad 
in the May and June issues of 


MANITOWOC EQUIPMENT WORKS 
Manitowoc, Wisconsin 
Gentlemen: 

Please rush me all the details on your line of Sub-Zero freezers 
NAME 
TITLE 
COMPANY 
ADDRESS 
CITY. STATE 


DISTRIBUTOR DEALER - M-5 


Manitowoc Equipment Works 
| thy fot | TO BRING HOMEMAKERS 


SO MUCH FREEZER CAPACITY IN SO LITTLE FLOOR SPACE! 
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small towns along the shores of Lake 
Erie more sales are needed to bring up 
the overall picture. 

One dealer in Huntington, West 
Virginia, told this writer a few weeks 
ago that many dealers are offering 
$100 for trade-ins on refrigerators, re- 
gardless of its condition, to bring cus- 
tomers into the store. 


Some Know-how, Please. The sales- 
manager of a name brand distributor 
in Toledo said sales were not good, 
but certainly the situation is not hope- 
less. It isn’t like a year ago, they've 
found it is necessary to promote every- 
thing in all directions at the same 
time. ‘What we need here is better 
training . . . and I don’t mean with 
just the dealer!” he said. “It has to 
be with the consumer. ‘That’s the 
only way to sell now, and we are really 
back to selling.” 


Drive-in Parking. ‘he last few days 
of March and the first week in April 
brought the traditional “showers” of 
spring . . . and with that a chance for 
Cleveland’s newest appliance store 
to test the backbone of their opera- 
tion: “You can drive right into this 
store . . . ” Inside parking for over 
800 cars offers downtown shoppers a 
chance to look at appliances without a 
parking problem. ‘he policy origi- 
nated by Carl Breitenback, Merchan- 
dise Mart, enables customers to drive 
into the rear of the store, where an 
attendant takes charge of the automo 
biles and ushers the customers into a 
large room filled with furniture and 
appliances. Formerly the building 
had been a B. F’. Goodrich auto service 
center. In fact, there are four stories 
of “parking lot” space for the down- 
town store’s customers—and for free! 


The South 





By AMASA B. WINDHAM 





Tax Moans... Money without 
Misrepresentation ... TV Sets 
Records . . . Refrigerators Slow 


AS April made its appearance, south- 
ern appliances dealers took stock 
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of business during the first quarter of 
1952 and found it running slightly 
behind the same quarter in the past 
two years. By practically unanimous 
consent, the income tax was designated 
the villain in the picture. March was 
conceded to be the slowest month 
since last October. 

“We sized up the situation from 
the reports of our outside salesmen,” 
declared one veteran dealer in Char- 
lotte. “Almost every prospect thev 
talked to during March mentioned the 
heavy income tax he had to pay. Sales- 
men found the going pretty tough 
during all but the last week of that 
month.” 

Old stand-bys such as automatic 
and conventional washers reflected the 
difficulty which salesmen faced. These 
items suffered a big drop in sales, pur- 
chasing being deferred until after the 
Revenue Department was satisfied. 
But all of the dealers and wholesalers 
contacted agreed that business had 
resumed its normal tempo by April | 
and that further slumps were not in 
prospect. 

Retailers in almost every section of 
the South had pretty clean records. 
There was a minimum of price cut- 
ting, misleading advertising and un- 
derhand selling. It seems that, barring 
the March dip, there is business 
enough for everyone without resort- 
ing to bluff, bull and ballyhoo. The 
major gripe of the wholesalers, heard 
on almost every hand, is that they just 
can’t get their dealers to go out and 
sell. ‘To the wholesaler, this seems to 
be the only drawback to the best busi- 
ness year in history. 


Retailers Have Gripes. On the 
other hand, distributors in several 
areas came in for some panning dur- 
ing the month. Reports from certain 
sections of Mississippi were to the ef- 
fect that several distributors, at least 
during the slump period, were selling 
out the back door. This is the first 
time such a thing has happened in 
the Magnolia State and there was talk 
by retailers of organizing to combat 
the practice. One other charge was 
still on the books against the whole- 
saler. In the Jacksonville, Fla., area, 
wholesalers were still undercutting 
their dealers by selling directly to con- 
tractors and builders at heavily re- 
duced prices, even in small building 
projects. Here’s a situation which 
manufacturers probably could do 
something about. 

On individual appliances, the sale 
of dishwashers was notable during the 
first quarter. More and more dealers 
are realizing, apparently, that this is 
destined to be one of the year’s hot- 
test items and are selling accordingly. 
Dishwashers are now moving into the 
rural sections just as clothes washers 
began to do four or five years ago, and 
even dealers in the smallest towns are 
stocking them and hoping there won’t 
be any shortages. Also coming up fast 
is the sale of disposal units. ‘The man- 
power situation is a big factor in the 








Biggest picture buy per dollar! 
“oO pope 


Now priced to out-value other leading 
makes of MAHOGANY BIG-SCREEN TV 


7 new low G-E prices on these 
great 20-inch G-E Black-Daylite TV 
models . . . all in genuine mahogany 
veneers ... give you a powerful selling 
advantage! You can prove to your cus- 
tomers—with an actual cost-per-square- 
inch showdown—these are the biggest 
big-screen values in history! 


For example: — G-E consolette Model 
20T2 delivers for $1.25 per sq. inch of 


picture compared with $1.34, $1.40 and 
$1.53 for other leading makes of table 
models. And in consoles, G-E Model 
20C105 is $1.40 per sq. inch as against 
$1.44, $1.58 and $1.86 for other lead- 
ing brands. And as a final clincher— 
back of these dollar for dollar value ad- 
vantages—is the name General Electric, 
the quality name of the industry. 


General Electric Co., Receiver Dept., Syracuse, N. Y. 





NOW ONLY 


$26935 


Complete consolette in genuine 
mahogany veneer. No extra 
table to buy. Outstanding 20- 
inch picture. Model 20T2. 


x * 


NOW ONLY 


$29 939 


Modern console richly styled in 
genuine mahogany veneer. 20- 
inch Black-Daylite picture. Con- 
cealed, swivel casters for finger- 
tip turning. Model 20C105. 





Legs come packed with 
set—no extra charge! 


BIG G-E SALES CLINCHERS! 


@ Fine furniture styling— genuine mahog- 
any veneered cabinetry 


@ Big G-E Dynapower speaker 

@ Ultra High Frequency plug-in 
@ Two RF stages 

@ Gruen Synchronizing Circuit 

@ G-E constant level of brightness 


@ General Electric—the quality name of 
the industry 


@ Great G-E Inter-Carrier Chassis assures 
Automatic Sound 

@ G-E Reserve Power for long-distance 
reception 

@ G-E Uniform Field Scanning System 


Model 20C105 
CALL YOUR G-E TV DISTRIBUTOR TODAY 


* Now includes one year Posey warranty on picture tube and 
90 days on parts; excludes Federal Excise Tax. Prices subject 
to change without notice. Slightly higher West and South. 
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THE BELDEN LINE 


To You, Belden’s Golden 
Anniversary Means 
—product performance 
that can come only 
from a “know-how” 
that has grown 
through actual serv- 
ice since the early 
days of the electri- 
cal industry. 

—an ability to co- 
operate in pio- 
neering new 
wires to meet or 
anticipate in- 
dustry’s grow- 

ing needs. 
In the years 
that follow 
This Belden 
Program Is 
—TO BE 
CONTINUED 


GIVES YOU 


SAFETY 


APPEARANCE 
SATISFACTION 
PROFITS 


This all-rubber portable extension 





cord is an example of the plus values 
built into Belden electrical cords. 
They are manufactured to standards 
that far surpass the minimum require- 
ments set up by Underwriters’ Labo- 
ratories. They give you a plus in 
protection against fire or personal 
injury, a plus in appearance, and a 
plus in sales and profits. Ask your 
Belden Jobber. 


Belden Manufacturing Company 
4663 W.Van Buren Street 
Chicago 44, Illinois 


belden 
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upsurge, servants and hired help be- 
coming scarcer all the time. 

he sale of electric ranges continues 
to be described as from “good” to 
“very good” in almost all sections. 
The movement of ranges secms to be 
dependent solely on the efforts of the 
dealer. At this time last year, range 
sales were in the doldrums but as 
summer approached, two or three ag 
gressive utilities did something about 


| the situation by staging smart promo- 


tional campaigns, dealers found out 
that all prospects needed was some 
solid selling, and the pick-up was 
quick. By the end of the year, electric 
ranges were again on the move and 
the momentum has carried over. Satu 
ration still is not high and the market 
is open. This should be a good year 
for ranges if the output of manufac- 
turers suffers no crimp 


Housewares Are Steady. Electric 
housewares seem to be enjoying re 
markably steady sales for this season 
of the vear. A dealer in Houston offers 
the explanation that “the magazines 
are making people gadget-conscious”, 
which is certainly okay by the dealer 
Lighting fixtures are getting hard to 
replace, particularly the elaborate 
chandelier tvpes. Shortage of brass is 
blamed 

Che television picture is fine. This 
was the one appliance which even the 
income tax people couldn’t stop. Sales 
in March were as high as thev have 
been in the past six months and deal 
crs evervwhere were enjoying the sky 
ride. Almost every type of set and 
modcl were in demand by the buving 
public with little or no slackening in 
sight. Dealers in Miami, Atlanta, 
Richmond, Birmingham, Memphis, 
New Orleans and Dallas all predicted 
that the baseball season will provide 
nother hypo to TV sales, and were 
getting ready to cash in on it. ‘Televi 
sion trade-ins are rising daily 

The boom in television is reflected 
in numerous new TV shop openings 
During the month two new shops 
opened their doors in Louisville, at 
least two more were reported from At 
lanta, two from Houston and the last 
week of March saw the opening of a 


| big shop in Birmingham which adver 


tised itself as “the largest exclusive 
television store in Alabama.” On the 
other hand, if there have been any 
I'V merchants closing up shop, this 
column hasn't been told about them 

Radio wasn’t doing too badly cither, 
according to the dealers’ reports. ‘There 
was a slight slump in sales during 
March, but, as in television, baseball 
is expected to spur buying consider- 


| ably. Only a real depression can cause 


the radio market to hit the = skids 
again, dealers feel. Right along with 
radio and television, there seems to be 
a rising market in tape recorders and 
record players. The former item is 
doing particularly well in many sec 
tions where it hasn't been pushed be 
fore, and promises to find even better 
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ing machines 


In the automotive field Briggs & S is the rec 
and world’s largest producer of locks, keys and related equipment. 





| BRIGGS & STRATTON 
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Preferred power on cement surfacing and concrete work- 
the world’s most widely used single- 
cylinder gasoline engine on tools, machines, appliances 

used by the construction industry, railroads, 


fields, other industries and on 
farms and farm homes 


@:. know you have the right power when 
the power is Briggs & Stratton — the 
accepted leader in single cylinder, 4- 
cycle, air-cooled gasoline engines. 


Briggs & Stratton Corporation, 


Milwaukee 1, Wisconsin, U.S.A. 
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reception as it becomes more widely 
known. Some dealers were even ex- 
periencing trouble in getting enough 
of these machines to satisfy the de- 
mand. 


Refrigerators Not So Good. The 
saddest story of the month was in re- 
frigerators. Introduction of new models 
helped hold sales up to some extent 
but there wasn’t much to shout about. 
Ihe trade-in market is going to have 
to spurt considerably if dealers are to 
make any sort of splash in refrigerator 
sales in the next few months. As it is, 
nine out of ten advertisements in the 
new spapers down here offer up to 
$100 trade-in for almost any kind of 
battered or used refrigerator. 

Ihe dealers are reporting other 
woes. Rent charges are still out of 
sight, good salesmen still can’t be 
obtained for love nor money, and 
competition is still fierce. In addition, 
rain, tornadoes and bad weather have 
added their plagues to the business 
picture, and the hurricane season is 
just around the corner. 

Still, say the dealers, spring is here 
and that helps a lot. An almost certain 
increase is in prospect in the sale of 
home freezers, air conditioners and 
ventilation equipment, and this can 
cover a multitude of other things. 


The Far West 








By CLOTILDE G. TAYLOR 
SEE RT, 


Freezer Plans . . . Discount 
Selling . . . TV Fringe... 
Built-In Appliances 


ORMAL seasonal variations mark 

the appliance picture on the West 
Coast. There is a flurry in home freez- 
ers in the Los Angeles area as the re- 
sult of the much-publicized food- 
freezer operations. Started by legiti- 
mate interests on a relatively small 
scale, the food plan apparently at- 
tracted sharp-practice operators who 
were guilty of misleading advertising 
by announcing special cuts at prices 
which actually involved purchase of 
an entire beef, of misrepresenting the 
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initial price of the freezer involved, of 
exaggerating the savings possible 
through quantity purchases, and ot 
other undesirable practices. Better 
Business Bureau investigators, the 
OPS, Pure Food authorities and the 
industry itself have now moved in to 
clean up the situation. Contention of 
the recently formed Association of 
food-freezer dealers is that most of the 
120 or more firms operating with 
food plans are doing so on a per 
fectly legitimate basis and that this 
vast majority itself can best clean up 
any who are on the wrong path. Sev- 
eral leading banks are doing much 
to better the situation by refusing to 
handle paper on freezers sold through 
musrepresentation. 


More Freezers Sold. Certain it is, 
at any rate, that the promotions, le- 
gitimate or otherwise, have served to 
awake public interest in freezers as a 
means of combating the high cost of 
living, that more and more distribu- 
tors are outlining sound food pro- 
grams for their dealers, and that lead- 
ing retailers throughout this area are 
taking up food tie-ins, as a result of 
which volume sales of freezers have 
soared. Most plans involve field sell- 
ing of the food program. At least one 
of the downtown department stores 
has been trying out a store promotion 
which relies solely on advertising for 
its appeal. To what extent public in- 
terest can be converted into sales 
without house to house contacts is 
not yet entirely clear. Those operating 
with field crews claim that they have 
been responsible for about 85 percent 
of all freezer sales in the area. 


Expansion East. Rapidly the food- 
freezer sales plans are spreading 
through the western states from their 
birthplaces, So. Calif. and Arizona. 
Now well established in the San Fran- 
cisco-Oakland Bay Area, they are 
bringing to freezer distributors there 
a bonanza in carload orders. To com- 
pete with the food-freezer plans op- 
erated by non-dealer concerns, prac- 
tically every distributor has set up a 
plan for his franchised dealers, ar- 
ranging with frozen food distributors 
and meat packing houses for home de- 
livery of quantity lots. Dealers in out- 
lying areas beyond the living zones of 
their distributors are resenting the 
local success of salesmen from the 
non-dealer food plans, and are just be- 
ginning to show initiative in starting 
“home town food plans” in conjunc- 
tion with a local locker plant, food 
distributor, or supermarket. 

At least two food-freezer plans op- 
erating through retail appliance deal- 
ers are now functioning in the Seattle 
area, and in the Portland, Ore., area. 
Salt Lake City is coming into the pic- 
ture, with both non-dealer plans and 
plans sponsored by distributors through 
their dealers. In the Central Valley 
of California, considered by many to 
be a potential gold mine for such food 
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SEE HOW 
COLOR In 
THE POST wit 


BUILD SALES 
IN YOUR STORE 


This year, all Inland Ice Tray advertise- 
ments in the Saturday Evening Post 

will appear in full colors! One of these 
advertisements is shown at the right... 


another on the next page. 


And these Inland Ice Tray advertisements 
show the Ice Trays themselves in the 
new colors that have proven their 

great selling power! 


These advertisements will reach millions 
of readers ... among them, YOUR best 
customers and prospects in YOUR 
community. All through the best refrig- 
erator sales months, they'll produce 
quick, easy sales of Inland Ice Trays as 
replacements for outmoded, inconvenient 
trays ... and help enormously with the 
sale of refrigerators equipped with 


Inland colored trays. 


Be sure that your new refrigerators are 
equipped with Inland “Magic Touch” 


Ice Cube Trays in color! 


See another full-color Inland advertise- 
ment on the next page. It will also ap- 
pear in the Post. 


—_ 
Life? Tite? 
for ice cubes instandly ! 


Your refrigerator can supply the bright, cheerful colors now so 


popular in the kitchen. The new Inland “Magic Touch” Ice Trays 
now come in blue or gold as well as aluminum. Get them 
... for your present refrigerator or new one! 


You'll be free of all ice cube delay and inconvenience. Just slip 
an Inland Tray from the refrigerator, lift the lever and tilt the grid. 
There, supported by the grid, will be a whole trayful of big, 
sparkling ice cubes, free and dry! 

Don’t wait! If you have battered, outmoded trays, replace 

them today with modern Inland Trays. And order them in your 
new refrigerator of course, Just ask, you'll get them! 


W/Z Why 


ICE CUBE TRAYS 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 
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Life? Tile! 
or ice cubes instandly ! 


Let your refrigerator bring new delight to your kitchen. Get 








the new Inland “Magie Touch” Ice Trays in charming colors, blue 
or gold! For your present refrigerator ... or your new one! 


And such marvelous ice cube convenience. An easy lift of the 
lever, a tilt of the grid... and there you are! Big, sparkling 

ice cubes, free and dry, supported by the grid, ready for the glasses. 
Lift out one, two, a dozen. The rest will be instantly ready the 
next time, So fast, so easy ! 


Replace dull, dingy, outmoded trays with these entrancingly 
colorful modern ones . . . for kitchen beauty plus a new kind of 


ice cube convenience. And ask for Inland Trays in your neu 
refrigerator. You can have them! 
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ICE CUBE TRAYS 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 











USE THE 


COLORS in 


INLAND TRAYS 
TO HELP 

YOU MAKE 
MORE SALES! 


You can duplicate, in your own store, 
the demonstration shown in the adver- 
tisement at the left. It appears in the 
Saturday Evening Post. . . in full 
colors, as are all Inland Ice Tray POST 


advertisements this year. 


You'll find that the lustrous, appealing 
blue or gold in which Inland Trays are 
now finished has a powerful selling effect 
with all women today ... for women 


demand color, especially in the kitchen! 


And the colors in Inland Trays are 
proven sales helps. Introduced only a 
year ago, they helped sell Inland Trays as 
replacements for old, battered trays ... 
and helped sell new refrigerators 


equipped with them. 


Make the ‘‘Lift! Tilt!’ Demonstration 
Use ice-filled Inland Trays in your sales room. 
Slip one from a refrigerator, lift the “Magic 
Touch” lever, tilt the grid . . . and show the 
prospect, in less than a minute, the complete 
convenience of the Inland “Magic Touch” 


idea. It’s a dramatic demonstration! 


Be sure your new refrigerators come 
equipped with Inland “Magic Touch” 
Trays in color! 


ae 
ae 














freezer plans, little headway has been 
made by either the dealer or non- 
dealer sponsored plans, but another 
month may change that picture 
rapidly. 

Most industry observers here visual- 
ize the food-freezer plans jumping the 
Rockies within a few weeks, then 
working toward a full size boom in 
the Midwest and East by fall. Basis 
for assumption is the stream of letters 
and queries from freezer manufac- 
turers to west coast distributors and 
representatives asking for details on 
how to set up food-freezer plans. Rea- 
son for the manufacturers’ queries is 


_ understood when it is realized that 


they have received in one telegram 
from a distributor orders for more 
freezers than the same distributor sold 
in two months of early 1951. 


Discount Selling Prevalent. Dis 
count selling in all lines is still prev- 
alent in Los Angeles. In spite of 
many attempts to cut down such com 
petition, most dealers now seem to be 
meeting it by cutting prices them- 
selves. Result is a fair volume of sales, 
without too much profit. February 
and March were reported relatively 
slow months in television in the south- 
em California territory, but compare 
not unfavorably with last year. Sets 
with 17-in. tubes still make up about 
43 percent of sales, the rest being in 
the 19-in. or over classification. Pre- 
dictions are for a good market ahead. 
A large replacement business plus 
public interest in political programs in 
an election year is expected to build 
sales. It is pointed out that 55 per- 
cent of all sets now owned in that area 
are 15-in. or smaller in size, while cur- 
rent demand is all for larger screens. 


Fringe Areas Important. TV sales 
are becoming increasingly important 
in fringe areas. In Salt Lake, although 
the final opening of the mountain sta- 
tion which will extend the area of 
coverage has been postponed until 
fall, there is quite a move to extend 
sales into outlying sections about Og- 
den not now enjoying usable signal re- 
ception. Denver is preparing for the 
eventual release of the freeze. One 
distributor who made a spring show- 
ing of radio and TV is said to have 
sold about as much television equip- 
ment as radio to dealers in Wyoming, 
western Nebraska and Colorado in 
areas which are now entirely without 
reception. 


Interest in Cabinets. The public on 
the Pacific Coast is showing increas- 
ing interest in furniture styling, as 
well as in better reception and larger 
screens. Dealer buying at the winter 
markets suggests a trend toward maple 
and provincial styling. This firm is 
effectively utilizing a system of build- 
ing up a stock of component parts, 
rather than completed sets, assem- 
bling the finished product as it is or- 
dered. As many items are interchange- 
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able, this gives greater flexibility with 
smaller inventory. 


Housewares Promotions. ‘he ap- 
proaching electrical housewares promo- 
tions of May and June find dstributors’ 
stocks in good shape. Dealers in this 
area for the most part have been keep- 
ing their inventories in these categories 
relatively short, depending on their 
jobbers for prompt deliveries as needed. 
California’s March Ist inventory tax 
is, of course, partly to blame for re- 
luctance to build stock, but beyond 
that a general cautious buying attitude 
seems to be prevalent. A constructive 
small appliance clinic sponsored by the 
San Diego Bureau of Home Appliances 
has provided a series of meetings for 
electric houseware dealers at which 
experts provided by distributors and 
manufacturers have suggested ways of 
improving business. 


Discounts in Seattle. Scattle deal- 
crs are concerned over a survey which 
shows that about half the appliances 
sold initially to owners of the 40,000 
homes which have been built in that 
area since the war were handled 
through the contractor, usually at a 
discount. The appliance retailers feel 
that this has spoiled the market for 
them for about 10 years to come. 
They have appointed a committee 
to study the situation. 


Built-in Appliances. Manufacturers’ 
interest in built-in ovens, recently 
extended to include gas as well as 
electric ranges, now takes in electric 
refrigerators. One Los Angeles firm 
has come out with a built-in box 
which can be simply installed where 
wall space is available. The sealed 
motor unit is accessible through a 
front panel for servicing. Ventilation 
is provided by use of the fan motor 
utilizing space below the floor. 


No Alibis. E] Paso reports that ap- 
pliance sales were relatively slow 
during the first months of the year. 
The dealer-contact department of the 
utility suggests excuses which are not 
reasons, providing an answer in each 
case: High Taxes have not slowed 
sales of cars, jewelry, liquor. Reg. W 
is taken in stride by the automobile 
and furniture dealers. Korean War 
buying slack has been taken up by 
now. Price of electricity is actually 
less than in 1940, while that of every- 
thing else is higher. Uncertain times 
are chronic within memory of pres- 
ent-day buyers. Lack of money is 
belied by bank savings. Discount 
dealers can be met by selling service 
and value. Saturation bugaboo is off- 
set by large replacement market and 
new homes. Waiting for prices to go 
down is useless because when defla- 
tion sets in, it is the wages which go 
down first. Salesmen can be obtained 
and trained, and, says this bulletin, 
they are probably the dealer’s only 
effective answer to the problem. End 
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who needs what you have for sale! 






DODGE REPORTS service takes this ‘‘first sales step"’ 
for many thousands of the leading firms and salesmen 
who have a stake in new construction. IT CAN FOR YOU. 


Dodge field men report when the people who 
buy or specify want to talk business with you. 
It is the job of Dodge field men to spend their 
tell you time combing your market to find out what 

who to sell building is coming up—being planned—who will 
need electrical appliances and equipment—who 
will do the buying. This timely and vital informa- 
tion is mailed to Dodge users every day. 


DODGE 
REPORTS 


when_to sell 





Dodge users save time and money. They need not beat the 
bushes and chase down rumors about new building. A few 
minutes each day with Dodge Reports provide more such 
opportunities for doing business than you can get in any 
other way . . . point out more new prospects coming into 
the market . . . show up more opportunities for profitable 
contacts among the people you already know. 


This money making service can be had in most 
local areas for less than the cost of four round trip 
Me RGE bus fares or 2) gallons of gas per day. 


Find out now how Dodge Reports can help you... 
get this new book, the result of 60 years of service 
to construction men. It tells you how others use 
Dodge Reports to locate prospects. The book will 
be sent without obligation, send for it now. 


Write today. Dept. EM-5. 


DODGE 
REPORTS | 


119 W, 40th St., New York 18, N. Y. 
Timely, accurate, comprehensive construction news service 
THE FIRST STEP IN EVERY SALE 





5.4. 
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BUILD A BIGGER 
ON POWERFUL GE 





AMERICA’S BIGGEST MAGAZINES 
PRESELL G-E TUBES! 


@ 35,000,000 people read G-E full-page 
tube ads. 35,000,000 TV owners and en- 
thusiasts see proof month after month that 
General Electric tubes are superior! 


@ Every message emphatically directs these 
owners to you—the serviceman with the 
General Electric tube sign. The ads tell 


why patronizing your shop means brighter, 
sharper, more lifelike television pictures 
in the home. 


@ Take advantage of the big local market 
that G-E tube advertising creates for you! 
Make real money by selling G-E tubes to 
a presold television public! 
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BUSINESS 
UFE"AND ‘POST 








TO WORK FOR YOU! 








— MINUTE of every hour, people who have read G-E tube adver- 
tising pass your shop. They want to know where to go for service. 
Use these colorful gummed streamers to tell them you install G-E tubes! 


21" WIDE, the streamer is just the right size for your door or window. 
Blow-ups of LIFE-POST ads, supplied from time to time, can be mounted 
beneath. For counter giveaway, or for display where space is limited, 
actual-size ad reprints are available to you regularly. 


YOUR G-E TUBE DISTRIBUTOR will be glad to supply you with streamers and 
reprints. See, phone, or write him today! Get all the tube and service 
business “Up to 100% brighter!” will bring to your door! Tube Depart- 
ment, General Electric Company, Schenectady 5, New York. 


GENERAL @ ELECTRIC 
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LUBRICATED 


for LIFE! 


NO SERVICING + NO CALL BACKS 
EASY TO INSTALL 


GOLD “Si 
* 


ATTIC F 


RESIDENTIAL - COMMERCIA 


SAME FAN FOR EITHER VERTICAL 
OR HORIZONTAL INSTALLATION 


@ NO OILING. Silent Breeze “Gold Seal” fans 
and motors are ball-bearing throughout, lubri- 





cated for life! 


@ CERTIFIED RATINGS. Air deliveries conform 


ECONOMIC_CURRENTS 





L - INDUSTRIAL 





The Business Outlook 


By McGraw-Hill Dept. of Economics 


Despite the wave of jitters which 
recently afflicted the New York busi- 
ness community, we think business as 
a whole will carry on through the 
vear at a high level, with fewer rather 
than more soggy spots than have 
characterized these opening months of 
the year. 

I'he soggy spots have resulted previ 
uusly from (1) the lethargy of indus- 
tries producing sott goods and con 
sumer durables in pulling out of a 
slump in sales and production, and 
2) unemployment in some cities 
where retooling for military produ 
tion and the taking over of scarce 
materials for the same purpose have 
reduced civilian production without, 
is vet, much military pick-up 

Chose who are nervous about the 
business outlook fear that the recent 
stretchout in military production 
combined with the seeming lassitude 
of consumer industries and the fact 
that we are somewhere near the peak 
if capital expenditures—will leave the 
economy with no forward momentum, 
ind soft spots will get softer 


So far as the vear 1952 is concerned,’ 


tretching out the defense program 
cems to mean that the annual rate 
f defense expenditures will only go 
up about $15 billion, instead of $2 
billion as originally contemplated 
[hat means an annual rate of defens 
pending of about $58 billion at th 
end of this vear, instead of about $63 
billion. But that’s still an increase of 
wer $40 billion a vear since the attack 
on South Korea, or an increase much 
bigger than the entire income of Great 
Britain in 1951. 


CONSUMER OUTLOOK—GOOD 


We anticipate (indeed see a few 
signs of it) that both the soft goods 


industries and the consumer durable 
goods industries will be picking up 
over the months ahead. Coupled with 
rising defense expenditures and the 
continuation of high level capital ex 
penditures by business, sueh revivals 
would produce a high level of busi 
ness pretty much all along the line 

lor example, the auto industry and 
many electric appliance makers will 
be able to boost production in the 
months ahead with the extra supplies 
of metal which have tuned up. And 
ven rayon textiles, among the soggiest 
£ commodities, are expected by trade 
circles to move faster from now on 

The one catch in this happy near 
term outlook is that judging by the 
present temper of labor relations in 
key industries, the next few months 
could well produce a serious wave of 
strikes. 


—BUT NOT INFLATIONARY 


While we do not share the alarm 
about an imminent business letdown, 
neither do we go along with those 
(mostly clustered in Washington) 
who, operating at the other end of 
the line, think the proper thing to 
worry about is another surge of price 
inflation before the vear is out. 

Things are so poised that an inter 
national blow-up this spring which 
looked like a prelude to war could 
touch off another wave of inflation 
Iven after the March cleaning, con 
umers will be extremely well equip 
ped financially to stage a big buvers’ 


rusil 
But in the absence of such a 
blow-up, the prospect that most con 
imers goods will continue in good 
ind even increasing supply secms to 
us likely to hold down any formidable 
inflationa novement. End 


with U. S. Dept. of Commerce Commercial 
Standard CS178-51. 





@ MOST UNIVERSAL FAN on market. No ac- 
cessories needed for any type installation. 
Models for every job. Sizes 24” to 48”. 


@ SILENT, TROUBLE-FREE. Deep venturi, four 
large, die-formed blades, move more air with 


lower RPM. 










REDUCE YOUR INVENTORY 
Write for New 1952 
INVENTORY REDUCING PLAN 

Increase Your Profits 
with SILENT BREEZE 








HOLCOMB & HOKE MEG. CO. Inc. 





“\F IT WEREN’T FOR TELEVISION, MR. DE ROD, 
| JUST WOULDN’T KNOW HOW TO ENTERTAIN YOU.” 


1545 E. VAN BUREN STREET 


INDIANAPOLIS INDIANA 
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WHY is the Easy line “busy”? Because Easy is the ove line of washers that’s 
“wired” to both women’s wants and their pocketbooks. 


EASY HAS the most exciting consumer resu/t story: a week’s wash done 


cleaner in less than one hour! 
EASY HAS the features that give you the best selling-showmanship 
demonstration in the washer business: 3-minute Automatic Spin-rinse, 
exclusive Spiralator Washing Action, suds-saving Swing Faucet. 





EASY HAS the most logical price range in the business. An Easy step-up 
from the Model 101 Wringer to the new Automatic-featured 


Model 516 Spindrier. 
MOST IMPORTANT, Easy gives you fui profit on every model —all the 
extra dollars you need for aggressive, successful promotion. 

YES, the Easy line is your Profit Line for 1952! Easy Washing Machine 


Corporation, Syracuse 1, New York. 


Brand-new Model 524 Spindrier Brand-new Model 522 Spindrier The best in Wringers! Model 101 
has two Swing Faucets, has deluxe features,is priced is only wringer with Spiral- 
Spiralator Action, Power- to sell fast! ator Washing Action! 
Flush Rinse! 


SAAR, 
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ECONOMY 
MODEL 


om | 5’ 


MODEL cs-15 


HIGH IN QuALiTY .-- LOW IN PRICE 


This outstanding Chill Chest Valve will build freezer sales 
volume for you in your ared- is “Economy Model” built 
by Revco is assurance of high quality. 1t’s low priced to meet 
demand of the price-conscious customer. Don’t delay --- get 
started now selling more Chill Chest Freezers in *§2. 


0d S gual 


CHILL CHEST Deluxe Models 


For Fast, quick freezing and safe food storage - - - 
Controlled Temperatures ero to 20° below Zero - - - 
for ractical beauty—the nationally advertised line 
of Chill Chest Freezers offer you big advantages that 
will pay ° in increased freezer sales for you in 
52. Your Chill Chest Distributor is ready NOW to 
help you doa “bang-UP” local level merchandising 
job. Act Now --- Write for name of Distributor near 
you. 


ee “3 MINIATURE” CHILL CHEST FREEZER 
i DEMONSTRATION KIT 
) ve tap you tel nd al.» Tis SE Ch 
ing demonstration kit is through Chill 
Chest Distributors- A Miniature Chill 
tains complete freezer sales story! 





MAY, 


1952 
—ELEC 
TRICAL MERCHA 
: NDISIN 
G 





Ai Al Tr | Tr | rT | 
CU. FT. 15. FT. D 3: FT. 


Deluxe Model FF82 Deluxe Model FF152 Deluxe Model FF232 














* Yes, Get the Facts... Learn the amazing inside story of Chill Chest Freezers! 
Ask your Chill Chest Distributor for the ‘‘2-Minute’’ Demonstration Kit . . . It tells, sells, 
convinces. This new ‘“‘Miniature’’ Chill Chest Kit is an outstanding Merchandiser that will 
make ‘52 your most profitable freezer sales year. For practical beauty, outstanding per- 
formance, economical operation, dependability—Don’t settle for less than the best—Sell 
Chill Chest! The food freezer that invites comparison! 


Join the fast growing family of Independent Chill Chest Dealers, all over 
America, who are breaking freezer sales records with, the Chill Chest Line. 





WRITE TODAY TO: REVCO, INC. DEERFIELD, MICHIGAN 
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“First of all, I have an Electric Range at home. After we 
had it awhile my wife could show me tricks I didn’t 
know any range could do—demonstration ideas that 
would make any woman want an Electric Range—and 
brother, I’ve really used those ideas!”’ 


“Another thing—I have an Electric 
Range hooked up right here on the floor 
—so I can show ’em why it’s cool, fast, 


nothing like letting prospects see with 
their own eyes what an Electric Range 
can do. It sells itself!” 





“‘And when the sale is made, I don’t drop it like a 
hot potato. I always call back at least once to 
make a demonstration in the customer’s own 
home. If I can, I always bring along the home 
economist from the electric light and power 
company. That way I not only keep the customer 
sold—but get new prospects, because she talks 
Electric Range cooking to her friends.” 





“I'd like to be able to tell my experience to 
every electric appliance dealer. My records 
will show that if you do these three things, 
you’re bound to sell more Electric Ranges!” 


ne mo SELL BLEC TRIG RANGES 


ELECTRIC RANGE SECTION 
National Electrical Manufacturers Association 155 East 44th Street, New York 17, N. Y- 


ADMIRAL + COOLERATOR + CROSLEY ¢ DEEPFREEZE + FRIGIDAIRE + GENERAL ELECTRIC 
GIBSON + HOTPOINT + KELVINATOR ¢« MONARCH + NORGE + PHILCO + WESTINGHOUSE 





“Tlow do yousell 
electric ranges?” 


When we asked that question of Mr. J. Ellis Briggs of Kingston, 


clean, and completely automatic. There’s om 








N. Y. he said: “Come on over here and Ill show you!” 








4 ¥ rd “4 


Sle 
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new! 


Pedestal DYNAFAN 
MP 525 HV 


Adjustable from 64” 
to 84";-Moves 3850 


cubic feet per minute. S psi . 1 ° 
New wind-tunnel pluck Yow profits. oul of QWv 
_. tested blades with 


» power and capacity 
for large area. 


‘tdeal for restourants, 
stores, factories, 
churches, schools and 
large homes. 20° 
weighted base. 


i. designing these sensational Dynafans, 
Mimar Products, Inc., included every feature the customer 
wanted for complete comfort control in his home. 
Dynafans feature high velocity, which means moving roomfuls 
of air in minutes. And Dynafans produce perfect ventilation 
wherever it is needed—from cellar to attic. 
They are completely versatile—one Dynafan can cool hot spots 
—warm cold areas—draw in fresh air—exhaust stale air. All Dynafans 
are completely portable, require no installation, are usable 
in every season, harmonize with any interior decoration. 
There is a Dynafan to fit every customer’s need—air volumes 
moved range from 2500 to 3850 cubic feet per minute. 
Finally, all Dynafans carry a 5-year guarantee. 


MIMARVEL 
Hair Dryer 
Tiltoble, portable. 
Smoll space Heater. 
Dryer. Also Cools. 

tely Versatile. 


Compile 
WW” x 9%" x 5%" 


See these sensational Dynafans 
in action, try them yourself...contact 
Mimar for all details. 
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DYNAFAN 
MP S25 HV 
able. Quiet. 2212” 
High, 132" deep, 21" 
wide. Useful from 


. STARFLECTOR 
Combination 
FAN-HEATER 

MP 300 
Versatile—Cools, 
Heots—Ventilates. 
16" High—8” Deep— 
144%" Wide. Year- 
around use. 
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Blackstone 





IRONERS COMPLETE 
PORTABLE & CONSOLE LAUNDRY UNIT 


DRYERS 
GAS & ELECTRIC 


AUTOMATIC 
WASHERS 


WRINGER 
WASHERS 


IN AMERICA 
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MOST SERVICE-FREE HOME 


THE 
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Get rid of these “slaves” 
...and you get rid of 


service problems / 


Solenoids are the ‘“‘slave’”’ mechanisms that do the work 

“ordered” by an electrical timer. They are supposed to open 

and close water valves or drains or control the sequences. 

All automatic washers, except Blackstone, have these electrical gadgets. 


When water and electrical circuits mix, there’s trouble. Solenoids— 
and some automatics employ as many as 3—have long been 

the bug-a-boo of automatic washers. A main cause of bothersome, 
costly service calls. 


That’s why Blackstone does not use solenoids. Instead, accomplishes 
every operating change by 100% mechanical movement of precision- 
tooled steel parts. Blackstone uses a positive mechanically-operated 





control switch...a positive mechanically-operated water-mixing 
valve...a positive mechanical method of opening and closing its drain. 





As a result Blackstone dealers have the most service-free washers 
in the industry. Blackstone dealers, spared time-consuming 
trouble calls, use their efforts se/ling—not servicing—America’s 
most profitable automatic. No wonder... 


There has always been a waiting list for Blackstone 


We have never been able to build enough Blackstone Automatics to supply the 
demand. Our national advertising headlines this fact today. 


However, material restrictions permitting, expanded facilities will vastly change 
this picture. And hand-in-hand with increased production, will come the greatest 
sales and advertising program in Blackstone history. 


Blackstone 


The oldest manufacturer of home laundry appliances 
BLACKSTONE CORPORATION, JAMESTOWN, NEW YORK 
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Facts 
YOU'LL WANT To KNOW 


asour NEW 
CBS-HYTRON 
Cylindricals 


— e a why CES-HYTRON cyvtimpericat? 
see | Toeimunate refiectes giare* How’ Simple as ABC: A Imagine a cylinder: slice 
if : ; ous a € of @ cylindrical tube 






the face piat 





A curved horizontal t 1: falling on this surface at an 
— <—Fy angse irom avove is refiectec at the same angie ...downward. Tilting the tube 
& > ~ Cirects giare Gowmnwarc even more, away trom the viewer's eves 








wy CBS-HYTRON smieLtpep Lens? 


StueiGec sens in the electron gun, greater depth of fieid anc better 
Cuevec Just af When you Stop down tne diaphrapr oO 2 iarge 






















3.5) t0 a smal aperture (f 16). Distortion caused by imter- 
activ external elec ; heide used to focus and accelerate the electron 
Lew avoided. Foct ® easitr, jess critical. Slight changes im voltages 
anc currer i se Gr 











Eve ce how 2 shirt laundered witt ing appears whiter? With the CBS- 

} bDiue-white screen, whites appear whiter. blacks, blacker Picture defi- 

~~ ’ s, o = es of +> Pyle > 
10D 16 crisper. In fringe areas, the expanded grey scale of the blue-white 

No wonder CBS-H & origina! 

-coming the standard preferred by consumers 





These are just 2 few reasons why it's 
smart todemand CBS-Hytron...orig- 
imal studio-matched rectangulars. 
Try the new CBS-Hytron cylindricals 
yourself. Discover for yourself why 
¥ out of 10 leading set manufacturers 
pick CBS-Hytron 


MAIN OFFICE. SALEM MASSACHUSETTS 
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Promote these brands .. . pre-sold in 
Ladies’ Home Journal, 
they'll ring up profits for you. 





American Beauty Electric Iron 
Arvin Automatic Toaster 
Arvin Electric Irons Arvin Lectric Cook 
Caloric Gas Ranges 
Coolerator Ranges, Refrigerators and Freezers 
Coolerator Refrigerators 
Deepfreeze Refrigerators DeVilbiss Vap 
Dormeyer Appliances Dulane Fryryte 
Easy Spindrier 
Electresteem Vaporizer, Portab 
Electresteem Baby Bottle 
Electresteem Baby Bottle gt 
Eureka Cleaners 
Farberware AutomaticiPe 
Farberware Stainless. 
Federal Vogue Enamel 
Federal Vogue Roas! 
Firestone Home App 
Fletcher's Can-Well Cj 
Fletcher's Roastwell Roastin 
Frigidaire Automatic lronerg- 
Frigidaire Automatic Washers 
Frigidaire Electric Range... Frigidaire 
Frigidaire Washers, Dryers and Electric lroners 
G-E Automatic Toaster G-E Automatic W s 
G-E Light Bulbs i 
G-E Refrigerator-Food fveecer Combination 
G-E Refrigerators G-E 
Gibson Refrigerators 
Hamilton Beach Mixer and Mixette 


Hardwic 



























































Kitchen 
Witchenid 





they SHOP 27 the Journal 
they BUY 2n your store! 


Women—your most important customers—make the Journal 





Philco Retrig 
Presto Cooke: 





their number one magazine . . . they buy more copies of 
Ladies’ Home Journal than any other magazine in the world! 


Revere Ware oy 
Rival Steam- 
and Can-0- 


Seth Thomas CI 
Shetiand Poli 

Sunbeam Coffe 
your store recognized as headquarters for Journal-advertised products. Sunbeam Mix 
Tappan Gas Ra 
Universal Coffee 


Verplex Lamps afi@ St i 

Viking Sewing ~ Vora 

Wear-Ever Alumi se Ma 
LADIES’ HO Wear-Ever Alumi offee P 

Wear-Ever Alumin 

Wear-Ever Alumin 

Wear-Ever Coffee Maker and 


Here’s why—Journal editorial and advertising pages are a two-way street 
where women window-shop—get in the mood to buy the products you carry. 


For profit’s sake, never underestimate the importance of making 


Sauce Pan Set mA TBR 
Westclox Electric Alarm Clocks 
Westinghouse Iron Westing 
Westinghouse Light Bulbs 
Westinghouse Roaster-Oven 
Whirlpool Automatic Washer 





Whirlpool Automatic Washer & D 
: p ; White Sewing Machine 
ion Se -s g Pw § ) ’ 
Nearly half —47.2%—or 72,012 women shoppers interviewed in egieettitten | 
642 retail stores of all kinds, say they read Ladies’ Home Journal. Zenith Radio-Phonograph 


Zenith Radio-Phonograph, Porta 
and Radios 2 





ELECTRICAL MERCHANDISING—MAY, 1952 PAGE 31 














"Tm back with Domestic 
100% ...and I’m making 


more money! 








Kenneth E. Smith, 

Owner, 

Akron Sewing Machine Co. 

Akron, Ohio y ’ . i 
“When we were asked about so-called ‘no attachment’ machines and low-priced 


makes,” says Ken Smith, “I took on a ‘price’ line and added some foreign-made 


machines. What a mistake that was! Keeping these machines in adjustment cost 
me money, both in service, time and parts bills. 've never had those troubles with 
and I’m making more money than ever! 





Domestic. So I'm back with Domestic 100% .. . 
and he knows what he’s talking about! He 


Ken Smith is a sewing machine specialist . . . 
that the Domestic 


knows that Domestic is the finest sewing machine available to dealers today . . . 





line is quality merchandise that can be sold at a profit and requires little service. 


For information on the Domestic Franchise in your market, see your Domestic Distributor 
* or write Domestic Sewing Machine Co., Inc., Cleveland 1, Ohio. 


fe xasied with Domestic -heres why: 


Paki no service 
f problem 
The foolproof, precision 


mechanism of the Domestic 
eliminates “out-of- time” 





; Big ticket item 
Domestics with good markup 


YD d 
ae stay sol A high list and wide 
P profit margin mean that 


Domestic quality and each sale of a Domestic 





simplicity of operation puts a lot of $$$ d l 
l mean customer satisfaction > in the fill 3 } adjustment calls. You can, 
. and many “user referral” sales. * e virtually, sell it and forgetit. 





Local promotions 


, 7 7 } 
| 2% Sh ial neiaialents top consumer acceptance from that Sel] £ # 





Doms wes 
LMA tional ad >, 
a wok 1 ‘quick turnover Caras . ‘ i Domestic supplies its / | ) ' 
t ; . q Soo, dealers with plenty \) | i 
- Of all the sewing machines # : , of local morchondie- / ——. hn 
A few styles and models give available to dealers, Domestic f ing helps... including bag \~ aad ws ie: 


you a representative stock, permit = is tops in public acceptance. ae 


quick turnover. 
4. 5 


at a 
9 (YMLALIC 
SEWMACHI at E ; 
DOMESTIC SEWING MACHINE CO.. INC. «+ CLEVELAND 1. OHIO 


6 special promotions 
ai’ that really “sell”. ee oe 
ro 4® eae 
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For selectivity . . . unexcelled stability . . . and trouble-free 
performance, you just can’t beat the TARZIAN TUNER. 


Certainly, the Tuner improves the receiver, and the sensible, 
but simple, application to UHF is making the Tarzian Tuner more 


popular than ever. 


Technical, descriptive terms such as “low oscillation radiation” 
..+ ‘good matching”... “good input balance” . . . “uniform 
vernier range on low and high channels” may not mean much 


to the average buyer of a TV set, but it all adds up to 





IMPROVED OVERALL PERFORMANCE 
OF THE SET HE BUYS 


SARKES TARZIAN, Inc., Tuner Division, Bloomington, Ind. 


Tarzian Tuners and Tarzian Picture 
Tubes are available for the grow- 
ing replacement market. Write for 
complete information. 


Air 
Tuners Trimmers 


STATIONS WITS (5000 WATTS) AND 
_OWNED AND OPERATED BY SARKES TARZIAN 
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WE DON'T NEED 
AN AD MANAGER ! 
THESE UNITS ARE 
SO HOT THEY SELL 

THEMSELVES ! 











| fedders | 


A GREAT NAME IN COMFORT 


ROOM AIR CONDITIONER 





a ee 


fedders 


ROOM AIR CONDITIONER 


34 











says: FRANK MITCHELL 


Fedders Sales Manager 


HOLD IT BOYS! Why argue when you're both right? 
Again this year Fedders great new line of Room Air Con- 
ditioners are second to none in terms of design, engineer- 
ing and performance. Units are available in !4 ton, 4% ton, 
34 ton, | ton and 14 ton capacities. Both the window and 
console models come in a variety of cabinet finishes rang- 
ing from smart Hawaiian Tan to Blond Avodire and in- 
cluding natural wood and ivory. The new 1952 Electric 
Dehumidifier has already captured the enthusiasm of the 
nation’s leading distributors and dealers. 


PROMOTION IS TOPS! Fedders offers an unbeliev- 
ably wide range of booklets, brochures, signs, streamers 
and other point-of-sale helps. But in addition, this year 
Fedders dealers are using the most effective selling tool 
ever devised to move room air conditioners ... THE NEw 
FEDDERS DEMONSTRATION CENTER! Occupying a space 
only 30’’x 57” this selling center provides an organized place 
to sell . . . and an organized story to tell. It dramatically 


USE THIS NEW 
DEMONSTRATION CENTER 
AND WATCH THE 
PROFITS ROLL IN! 
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WE DON'T NEED 
A SALES MANAGER ! 
OUR ADS ARE SO 
HOT EVERYBODY 
WANTS TO BUY ! 





























says: BOB CASSATT 
Fedders Ad Manager 












& RARE EE SE Bey 


presents the entire Fedders story . . . cues the salesman when he’s 





making his pitch . . . or functions as an automatic salesman when 






the prospect is unattended. 






ADVERTISING! Fedders continues its dominant advertising with 
17 ads in the Saturday Evening Post plus ads in Life, Better Homes & 
Gardens and 14 other national magazines. In addition, Yogi Berra and 
Phil Rizzuto plus beautiful Ann Sothern will be selling Fedders in 


Television Spot Campaigns in major markets starting in May. 















MARKET! In just three years this spectacular 
room air conditioner business has zoomed to where 


it racked up almost $100,000,000 in sales during A REAL PROFIT SLEEPER, this new electric 
dehumidifier will make you forget the 






1951... more than such established appliances as 






; lish } 1 food ij | uni term “summer slump”, Get details (Streamlined, compact, only 15” 
ironers, dishwashers and food waste disposal units. from your Fedders distributor now! wide, 2254” high, 1314" deep) 





No problem of high saturation. No trade-in prob- 






lems . . . every sale is a full profit deal. And the 
Electric Dehumidifier is proving to be a real profit VV Gee oe eC OR UE Zen. mm mgeoloy-e &. 


sleeper! 






* 
FEDDERS-QUIGAN CORPORATION 
Dept. EM-5, Buffalo 7, New York 
C) Please rush me full details on how (] The New Fedders Dehumidifier 
I can cash in on your Room Air looks like a good bet for me. How 
Conditioner program. do I get in on the act? 













fedders 
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A GREAT NAME 
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SOLD! 


Your Best Rural Customers. Advertising 
in Country Gentleman sells the better-income, 
bigger-buying rural families in your own 
trading area. It is the best-read magazine in 
2,300,000 rural homes throughout America. 


SOLD! 


Customers Other Magazines Miss. Non-farm 
magazines fail to reach Country Gentleman 
readers . . . 2 out of 3 women do not read 
any leading women’s magazine—4 out of 5 
men do not read any leading weekly magazine. 











= tA 
Rural America’s Best Salesman! 
PROOF THAT ADS IN COUNTRY GENTLEMAN SELL GOODS FOR YOU: 


A nationwide survey shows that men and women heads of Country Gentleman homes— 


1. READ THE ADVERTISING in Country Gentleman in 96.2% of homes 
2. GET BUYING IDEAS from the advertising in 3 out of 4 homes 
? 





COUNTRY GENTLEMAN now includes COUNTRY LIVING, the first magazine- 
within-a-magazine devoted to better living for every member of the rural family. 








SAY: “COUNTRY engedecaey? 
san COA ea a et tuna CSTOMEE” 
ogns PLACE MORE ADVERTISING IN COUNTRY — t 

THAN IN ANY OTHER FARM MAGAZINE ! © youn Ty 
GENTLEMAN THAN | : entleman 
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For EASY installation...and EASY selling... 


Toatn up with (22 fans for 52! 

















Install with Only a Screwdriver! 


Adjustable mounting panels of 18” and 22” R & M Window 
Fans fit any window up to 39” wide. Electrically reversible. 
Flip of a switch forces air in or out. Two speeds on both 
intake and exhaust. Four blades, direct-connected. Quiet. 
18” size has 2500 CFM delivery; 22” size, 3400. Ivory 
enamel with silver-finish grille. Guaranteed five years. 18” 
size, $59.95; 22” model, $79.95*, retail. 


A Traffic 
Stopper! 


An attractive display for 
counter, table or window. 
Two sturdy supports 
fasten to fan’s adjustable 
panels. Fanoperates with 
display in place. Overall 
size with fan: 30” high, 
27” to 36” wide. Ask your 
distributor or write us for 
details on how to get this 
sales-making display. 














u7yp), NEW TV FiLMs 


hi 
° 


kare}, 
- > FEATURING 


Li, 


J 


YOUR STORE 
AVAILABLE ON BOTH 


TYPES OF FANS. WRITE 
FOR DETAILS, NOW. 


- 
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No Special Construction, 


No “Extras’’ to Buy! 


R & M “Package” Attic Fans are complete home-cooling 
systems. There’s no trap-door, grille, or suction box needed! 
Ideal for low attics and all standard hallways. Rubber- 
mounted, sound-insulated. Change air once every minute 
in average house. Factory-lubricated, sealed ball bearings. 
Baked enamel (off-white) on shutter and trim. Four sizes 
with air deliveries from 4750 to 9500 CFM. Including 
ceiling shutter, from $154.93*, retail. 


Big 


Displays Attic Fans as dy 
are actually installed in cus- 
tomer’s home. Of kiln-dried 
lumber, beautifully finished 
in two shades of blue lac- 
quer. Will last for years. 
Easy to assemble. Complete 
with extension cord and all 
necessary hardware. Size 
43” x 47”. Overall height 
8'-5” with fan. Check your 
distributor or write us ‘for 
details on how to get this 
hard-working display. 





*Prices subject to change without notice. 


, ROBBINS & MYERS 


Lens for 1952. 


Robbins & Myers, Inc., Fan Division 
387 So. Front St., M his 2, T 


P 

































A TYPICAL INSTALLATION is shown above. 
Notice warm air outlet (grill at top of panel) 
is located high, so furniture can be arranged 
and used immediately in front of the furnace. 


New Oil Burning Forced Air 


Dual Wall Furnace 

A LOW COST CENTRAL HEATING PLANT, 
adaptable for houses with slab floors or low founda- 
tions, the new Kresky oil-burning wall furnace incor- 
porates several revolutionary improvements over any 
previous furnace of this type—the most important of 
which are outlined below: 

CONTINUOUS AIR CIRCULATION is accom- 
plished by means of a high volume fan, and a vari- 
able speed automatic control. With this combination, 
a large volume flow of air at low temperature rise is 
maintained, eliminating drafts, hot zones and cold 
floors. 


WARM AIR, BUT COOL we, = 
PANELS. Here, at last, is Eai= 
a wall furnace with panels q 


you can touch anywhere emmy O 


This is true because of a 
Kresky engineering devel- 











without getting burned. 


opment: such a large volume 





of air passes through the 
furnace that panels never 
get hot. 

YOUR USABLE FLOOR 
SPACE INCREASED. The 
unit itself takes up no space 
in the room, and the 18” 
wall depth it requires is suf- 
ficient for extra book cases, 
storage or broom closets. 


HEAT FLOW DIREC. 
TION is sure and posi- 
tive. A micrometer con- 
trol deflector allows 
complete direction of 
heat to either side of the 
wall. With all the 57,500 
B.T.U. output thus di- 
rected, the coldest rooms 
can be brought up to 
comfort in five minutes, 


INSTALLATION OF THIS FURNACE NEED 


NOT BE MADE UNTIL HOUSE IS COMPLETED. 
No money is tied up. Just a simple framing job and 
provision for fuel and electric lines are required. Unit 
slips into place and can be in operation in an hour’s 


time. 


KRESKY MFG. CO., INC. 


2nd and H Streets, Petaluma, California 


Send me complete facts and figures on Kresky Oil Heating Equipment. 


Also name of nearest Kresky distributor. 


WAME. ccccccccecsvcccccscccoce CRE necvdevtcesoes . 

i. rrr rrrerrrrrrrrrr rr rer Terr rrerrrrrrrererer ee 

CHEV . cc ccccccccccccscccccecccccccecs 2 eee 
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APPLIANCE DEALERS SELLING KRESKY 
EQUIPMENT CASH IN ONCE MORE ON 
KRESKY LEADERSHIP. 


In business today, there’s no substitute for 
constant improvements in the products you 
sell. Since 1910 Kresky has led the way in the 
oil-heating field, and demonstrates its leader- 
ship once again with this great new dual 
wall furnace. 


WHAT ABOUT YOU AND THIS BIG 
AVENUE FOR EXTRA SALES? 


Appliance dealers are making sales where 
they never made them before . . . in the basic 
home heating field. They don’t have to be 
plumbers, furnace men or heating engineers 
to make these sales .. . for Kresky floor and 
wall furnaces are as compact and easy to in- 
stall as an automatic washing machine, and 
there are no major service headaches to worry 
about afterwards. They’re a natural unit to 
sell for any appliance dealer with an average 
service department. 


ONE OUT OF EVERY FOUR OIL FLOOR 
FURNACES SOLD IS A KRESKY... 


Get YOUR share... just attach the 
coupon to your letterhead for full information 
about Kresky sales-opportunities. Limited 
number of territories open for qualified dis- 
tributors. 


a ee ee ee eee an ee ee ee ee ee ee eee 


552-EM 


ACT NOW! 


MAIL THIS COUPON TODAY 








Kresky Dealers Out 
Front Again! 








Flat 
Floor 
Furnace 





THE 


Dual 
Register 
Floor 
Furnace 





MOST 


Wall 
Furnace 


COM 


Fireplace 
Furnace 


Li 


Basement 
Central 
Heating 
Furnace 


Forced 
Air 
Highboy 
Furnace 


Storage 
Water 
Heater 


Auxiliary 
Water 
Heater 





PLETE 








HEATING 





EQUIPMENT 


Conversion 
Burners 












MAY, 1952—ELECTRICAL MERCHANDISING 































































































































































Every way you look 
af it there’s extra 
profit for you with 


anh ¥ROSTOFOLD 


Nationally advertised! Recommended by leading home 
economists and freezer manufacturers! Preferred by mil- 
lions of consumers! Pre-lined Frostofold Frozen Food Con- 
tainers are so easy to use... so efficient . . . they make 
your freezer demonstrations sparkle, and speed your freez- 
er sales! They give you profitable repeat business, too... 
boost store traffic . . . set you up as an authority on food 
freezing. 

In addition to Pre-lined Containers, the Frostofold line 
includes Polyethylene Wrap, Pt. & Ot. Bags, Poultry Bags 
and Stockinette to provide complete materials for proper 
packaging of all foods for home freezing. Display Frosto- 
fold .. . demonstrate with Frostofold .. . for more and faster 
sales and extra profits! Order now through leading ap- 
pliance distributors, or direct from . . 






6 
a 
Vay, AVIAN ae , 
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Home Packaging Frozen Foods 


Aig ki 


THE INTERSTATE FOLDING BOX COMPANY * MIDDLETOWN, OHIO 






: ates 
FROSTOFOLD 


FROZEN FOOD CONTAINER 




















Sait Cantal 








Only Fr ‘$ are pre- 
lined with moisture-proof bag for 
jiffy set up, easy filling, efficient 
heat-sealing! 






























Both Pt. and Qt. sizes are packed flat in 50’s or 25's 
Special filling funnels furnished . . . Rectangular shape 
saves space . . . “Look-see”’ window and top labeling make 
identification easy! These exclusive features make Frostofold 
Containers easier to use and freezers easier to sell! 
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Soltis Radio & Appliance Store, 2647 W. 5lst St., now undergoing an $85,000 
by Klarich Construction Co. 


— 
- 
- ~ | 





He borrowed $300 to start — 
now he’s spending $85,000 to 


make room for his customers! 


Fifteen years ago, Johnny Soltis took a close 


look at his own neighborhood and saw the 


makings of his future. Here’s his blueprint 


for success in the appliance business... 


WW AT HAPPENS when an expert in appliance 
construction is also a student of human 
nature? For the answer, drop in at 2647 West 
5ist Street, on Chicago's southwest side, where 
Johnny Soltis is busy directing an $85,000 ex- 
pansion program in his appliance store. 

Johnny, who opened for business in 1937 on 
$300 of borrowed money, has in fifteen years 
built one of Chicago’s most spectacularly suc- 
cessful retail appliance operations—largely on 
initiative, simple everyday neighborliness and 
productive advertising. 

You don’t learn Johnny’s brand of salesman- 
ship from textbooks. His background was 
mostly on the technical side of the appliance 
business prior to 1937. He started learning the 
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electrical business as an office boy and worked 
his way up with the Edison General Electric 
Company to a job as junior purchasing agent. 

As soon as he felt that he had mastered the 
principles of appliance construction and re- 
pair, Johnny was ready to go into business for 
himself. The risk involved in starting out on 
borrowed money might have caused some young 
men to think better of the venture, but as it 
worked out, Johnny had good reason to be 
optimistic. 


Grass looked greener at home 


“Some people think you have to leave home to 
be successful,” he says. “I always figured that 
if I couldn't make good in my own neighbor- 


(Advertisement) 
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Johnny Soltis 


hood, I couldn’t do it anywhere. 

“If there’s any one thing that has helped me 
most, I'd say it is knowing how my prospects 
think. I’m in a neighborhood where most of the 
people are Bohemian, and having lived here all 
my life, I know how they like to be treated. 

“They are loyal customers once you have 
their confidence. From a purely commercial 
viewpoint, that makes them excellent appliance 
prospects. But the rub is—you don’t do busi- 
ness with these people if your viewpoint is 
purely commercial. 

“About fifty per cent of the people in the 
area speak foreign languages. Most of them 
have been pushed around at one time or another 
and, as a result, they are more cautious about 
spending their money than the average appli- 
ance prospect.” 


Customer confidence 

“We get some of their trade simply because 
everyone who sells in our store can talk with 
the people in their own language. We get a lot 
more because we go out of our way to build the 
customer’s confidence in us. 

“The little things count. Like the time when 
our fast action in replacing a scratched radio 
cabinet led directly to sales of not one, but 
several more radios and appliances. 

“Believe me, every cent I ever spent to make 
a customer happy has come back with interest. 
Nothing gets new customers like an old cus- 
tomer’s recommendation. And while that’s 
especially true in a foreign neighborhood where 
the people are inclined to be clannish, it’s a 
powerful sales-getter wherever people buy 
and sell.” 

Although Johnny sells some merchandise on 
credit, he reports that about 98 per cent of his 
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sales are for cash. The reason for this, he has 
found, is that rather than buy on the install- 
ment plan, most of his customers prefer to do 
without an appliance or television set until they 
have saved up enough to pay the full price. 

It might seem that Johnny could increase his 
sales volume by pushing time-payment sales, 
but as he says, “That's out of my line. People 
come to me for appliances and service—not for 
advice on how to handle their money.” 


How fo close sales on first try 


The knowledge that most of the prospects who 
walk into the store are ready to buy helps the 
three salesmen at Soltis Radio close a high 
percentage of sales at the first visit. 

A carefully planned sales technique helps 
make this possible. According to Johnny, it 
usually goes something like this: ““We first try 
to make the prospect feel at ease. That can be 
accomplished by a friendly greeting instead of 
an ‘all business’ approach. We let the prospect 
open the conversation about our merchandise. 

“In the case of a husband and wife, we give 
them complete information on the item they 
are interested in, and when all of their questions 
are answered, we leave them alone for a few 
minutes. 

“This gives them an opportunity to talk it 
over between themselves. Nobody likes to dis- 
cuss personal matters such as finances before a 
third party. And if they don’t get a chance to 
come to a private agreement in the store, they 
usually will ask for time to think it over at home. 

“Maybe both husband and wife are sold, but 
they don’t like to make any commitments until 
they get the other’s opinion. When you make it 
necessary for them to go home to decide, you 
give the competition another crack at them.” 


From flat irons to furniture 

Johnny's low-pressure, high-efficiency sales- 
manship and his rule that “‘every prospect gets 
the same treatment, whether his purchase 
amounts to one dollar or a thousand” have 
helped produce some startling changes in the 
store on 5lst Street. 

The day the store opened, it contained one 
15-foot showcase, three flat irons and a large 
supply of streamers and appliance literature. 
Johnny's repair shop and living quarters were 
in the rear of the store. But only a year later, 
the business had outgrown a one-man operation 
and Johnny’s brother Bill joined him. 

From that humble beginning, Soltis Radio 
has grown so rapidly and prosperously that 
today, Johnny is investing $85,000 in remodel- 
ing and expansion. 

The new store will provide two and one-half 
times as much floor space. Plans are to add 
furniture to the present full line of appliances 
and electronics. Thus, Johnny says, he will be 
able to take advantage of the reputation he 
has built up among thousands of regular cus- 
tomers by providing them with a complete 
home furnishings service. 


Advertising barrage 


How does promotion fit into Johnny’s success 
story? ‘I agree with the fellow who said 
advertising should be the artillery barrage that 
flattens customer resistance and paves the way 
for the salesman,” he says. “Advertising gets 
people started our way. Being two miles away 
from the nearest big-traffic shopping district, we 
have been specially dependent on advertising.” 

The bulk of Johnny’s advertising expenditure 
is placed in newspapers because he finds that 
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newspapers produce his best results at lowest 
cost. Part of this expenditure buys ads in local 
foreign language newspapers. 

In addition, he has for several years been 
among the most frequent participants in Selec- 
tive Area campaigns in the Chicago Tribune. 

Under the Tribune’s Selective Area advertis- 
ing plan, Johnny cooperates with manufacturers 
and distributors of his merchandise along with 
other dealers located outside his immediate 
trading area in buying large-space advertising 
in the Tribune’s southwest neighborhood 
section. 

In this way, Johnny on Sundays reaches more 
than 211,000 families living in his own trading 
area at costs as low as one per cent of regular 
Tribune rates. Unlike ordinary cooperative 
advertising, the Selective Area ads in which 
Johnny participates list only one fifth of the 
names of all the cooperating dealers. 


32 big-space ads in 6 months 

So economical and effective has Selective Area 
advertising been for Soltis Radio that the store 
often is featured in two or more full page ads in 
a single issue of the Sunday Tribune. 

In the last six-month period for which records 
are available, 32 Tribune ads were on Soltis’ 
schedule. These included three participations 
with Admiral, three with Deepfreeze, four with 
Easy, 13 with General Electric, seven with 
Hotpoint and two with Servel. 

“Our Tribune Selective Area advertising does 
a terrific job for us,” Johnny reports. “One very 
distinct result is the increased size of our trad- 
ing area. We now do a lot of business with 


_% 


Bill (left) and Johnny Soltis look over two of their Selective Area ads which appeared in the same issue of the Chicago Sunday Tribune's 















suburban customers. Most of it can be traced 
directly to the Tribune. 

“Of all the advertising we have ever used, | 
can say very sincerely that Tribune Selective 
Area campaigns give us the most for our 
advertising dollar.” 


* * * 
VANUFACTURERS: Your advertising pro- 


duces more sales for you when it stimulates your 
dealers’ enthusiasm for your line. 

When you build your Chicago promotion 
around the Tribune’s unique Selective Area 
advertising plan, your line gets greater support 
from the dealer because he has a personal stake in 
the success of your sales drive. Under the Selective 
Area plan, you give the dealer the kind of adver- 
lising he understands and _ prefers—advertising 
that produces increased traffic and sales he can 
see in his own store. 

He gets virtually the full benefit of large-space, 
relail-store-lype copy over his own name in the 
newspaper he recognizes as Chicago’s No. 1 sales 
producer. His cost is as low as one per cent of 
regular card rates. And yet the entire program is 
integrated and directed by the factory. 

The investment of dealers, distributors and 
manufacturers in the plan already totals more than 
$2,000,000 in the appliance field alone—strong 
evidence that it produces the desired results. 

Dozens of case histories offer conclusive proof 
of the ability of Selective Area advertising to 
deliver increased sales in the Chicago market. To 
build your sales volume and strengthen your dealer 
organization here, ask a Chicago Tribune adver- 
tising sales representative to bring you full details. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Advertising Sales Representatives: 


New York City Detroit 
E. P. Struhsacker W. E. Bates 
220 E. 42nd St. 


Chicago 
A. W. Dreier 
1333 Tribune Tower 


Penobscot Bldg. 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(Advertisement) 


1952 






PAGE 41 

















A CONTINUING SOURCE—No matter whether weapons 
for war or appliances for peacetime living are rolling 
off the production lines—dealers know they can count 
on Commerciat Creprr for financing as usual! 


COMMERCIAL 
CREDIT PLAN 
FINANCING LOANS 


INSURANCE, A GODSEND IN TIME OF NEED — Many grateful customers and dealers 
have expressed their praise of the complete insurance protection offered with 
Commerciat Crepit Pian. Every appliance sold under this plan is automatically 
covered by Property Insurance, which protects the customer in event of damage 
to or loss of the merchandise as outlined in the policy. Life Insurance Coverage 


cancels the unpaid balance in case of purchaser's death. 
wets 


A LOCAL SERVICE —Commerciat Crepit’s hundreds of 
offices throughout the United States and Canada offer 
dealers a truly local financing service, with the added 
advantage of bringing to the local scene the breadth 
FH and vision gained through nationwide facilities. You 
More appliance dealers use 7 J oo es 
deal with one reliable source only. You benefit by 
* * ° ° CommerciaL Creprt’s years of financing experiences 
Commercial Credit financing in handling all details . . . eliminate possibility of lost 
sales due to delays or outside influences. 


than any other national plan 


Wholesale Financing 





Fast Credit Approval 

Life Insurance Protection 
Property Insurance Protection 
Automatic Sales Follow-up 
Tested Collection Service 
Builds Customer Good Will 
Nationwide Facilities 


e@oeecoocsdco © 


P Move SALES 
Mee POFITS 
Move Misten 


CUSTOMERS 


COMMERCIAL CREOrT 
CORPORATION 


Your distributor will be glad to give you a copy of this 
interesting booklet that analyzes the appliance market 
—gives eight reasons why CommerciaL Crepit PLAN 


: can help you build a sound, profitable business through 
re 4 . 


increasing time sales. Ask him for a copy today. 


BETTER USE OF WORKING CAPITAL—CommerciaL Crepir PLan offers dealers everything 
they need — from wholesale financing of floor stock down to the retail sale to the customer 


involving credit investigation, property and life insurance, collection, adjustment and COMMERCIAL CREDIT 


prospect follow-up. This plan enables dealers to free working capital for use elsewhere in 
their business CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
- + Capital and Surplus over $125,000,000 . . . offices — 
in principal cities of the United States and Caneda. 
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e You Go To Lunch... 


BOUT 
HEATERS! 


Time —11:55 a.m.— and if your favorite lunchroom 
is anything like ours, in about five minutes it will 
be a madhouse — everyone in town trying to eat 
at the same time. To beat the rush, and get good 
service, you've got to order early. 


This year, the same rule applies when it comes to 
stocking Hearth-Glo Gas Room Heaters. Shortages, 
restrictions, and vital government work are cutting 
into our production. On top of that, the rugged 
construction, smoother performance, and moderate 
prices of Hearth-Glo Heaters are making them more 
popular than ever before. 


Chances are, we won't be able to handle the flood 
of Hearth-Glo orders that will come in later in the 
season. But, we don’t want anyone to “go hungry,” 
so our suggestion is that you order early and avoid 
disappointment. 


| Wé're»not trying to “scare” you—but these are 
“the facts. AS for as Hearth-Glo is concerned, the 
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where vented heaters 
are required. 


¢ ¢ ee 


JACKES-EVANS MFG. CO. « St. Louis 15, Missouri 


Makers of the famous “ST. LOUIS BLUE’? Tempered Steel STOVE PIPE 
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YOU MERELY GUIDE THE NEW ‘4 


Its Automatic Action Does The Cleaning! 





What You Should Know 
about 
Vacuum Cleaners 







Only 6” High... 
Goes Under Low Furniture 









Long Flexible Nylon 
“Disturbulator” Bristles Sweep 
> reas Away All Surface Litter 


4 





Double "Disturbulator”’ 
Design Gives Powerful 
Shaking Action 


P : yy Aeety 











Pure Nylon Bristles Last for 
Years ... Do Not Absorb Mois- 
ture... Never Get Soft 
or Flabby 














Action of Short Nylon 
“Disturbulator” Bristles 
Gets All Embedded Dirt 







- 
“4 
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Embedded Dirt 
Must be Disturbed 


Vacuum cleaning is pretty much like 
washing dirty clothes. Regardless of 
how much air or soap and water, 
embedded dirt must be disturbed, 
dislodged and loosened either by 

) vigorous arm action or some easy 
mechanical means. 


Scraping Cleaner Nozzle on Rug 
Like Old Fashioned Washboard 


The nozzle on a tank or canister type 
cleaner fills the same purpose as the 
ribs on a common washboard. Both 
require vigorous arm action with 
pressure to disturb, dislodge and 
loosen embedded dirt. Poor arm 
action results in poor cleansing. 


CUTS CLEANING TIME 


Once over...once back and 
rugs or carpets are clean. Try it 
in comparison with any other type 
of cleaner. Only the Eureka Auto- 
matic gets the dirt this fast! 


PROTECTS HEALTH 


Eureka’s automatic action takes 
the hard work out of rug and 
carpet cleaning. Even women suf- 
fering from arthritis or rheuma- 
tism find the Eureka Automatic 
Cleaner easy to use. 


PROTECTS RUGS 


The Eureka Automatic actually 
removes a shovelful of dirt from 
supposedly clean rugs in most 
homes in just 10 short minutes! | 
This is the hidden dirt that ordi- 
nary Cleaners never get. 

















Automatic Vacuum Cleaning 
is Like Automatic Washing 


In both the avtomatic washer and 
the . rele 





leaner, 

dirt is disturbed, dislodged, and 
loosened by mechanical means in 
the presence of rushing, flushing air, 
or rushing, flushing water. The more 
disturbance, the faster the cleansing. 


The Eureka 

is Different 
Eureka's exclusive and scientifically 
designed "Dirt Disturbulator” instant- 
ly disturbs, dislodges, and loosens 
even the most deeply embedded dirt, 
ond air at hurricane speed flushes it 
away. You merely guide this won- 
der cleaner and let its automatic 
action do the cleaning. 








No More of This! 


NOTHING TO ASSEMBLE... 
NOTHING TO CARRY! 
The Eureka Automatic needs only to be 


plugged in. Rolls everywhere easily on 
wide wheels. 


No More of This! 


ONCE OVER GETS 

ALL SURFACE LITTER! 

Even stubborn lint, threads, or dog 
hairs are picked up instantly by Eureka’s 
automatic cleaning action. 


No More of This! 


NO TIRESOME ARM ACTION... 

NO HEAVY PUSHING! 

Eureka Cleaning is automatic cleaning. 
You merely guide this wonder cleaner 
slowly ...let its automatic action do 


CLEANING TOOLS 


For above-the-floor cleaning! 


Can be quickly 
connected to the 
Eureka Automatic 
Cleaner (S-250-A) 
without detaching 
the belt or taking 
the cleaner apart. 


A wonderful new 
type of metal con- 
vertor connects 
directly with the 
fan case through 
an opening in the 
front of the cleaner. 
The cleaner can 
then be pulled by 


the hose like any. 


tank cleaner. 


Complete set of 
cleaning tools and 
handy case for both 
carrying and stor- 
ing tools. 


“THROW-AWAY”" PAPER DUST BAG 
ASSEMBLY IS AVAILABLE FOR 
EUREKA AUTOMATIC 


The Eureka Automatic 
S-250-A is equipped 
with a standard cloth 
. However, a spe- 
cial throw-away 
paper dust bag 
assembly is avail- 

able for those 
who prefer it. 


EUREKA AUTOMATIC QUICKLY 
CONVERTS INTO POWER-DRIVEN 
FLOOR POLISHER 


Merely insert the spe- 
cial waxer-polisher 


brush in place of the 
Dirt Disturbulator. 
Use a good paste 
wax and polish bare | 
floors and linoleum 
to a high profes- 
sional lustre. 


EUREKA 
New Kado Clenuer 








PproovuctTs 


Eureka Division 


Eureka Williams: 





Corporation € 
Bloomington, Iilinois 


: 
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When you sell a KitchenAid Automatic Home Dishwasher, you haven’t 
just gairied a customer . . . you’ve added an effective sales force. How 
do we know? Our user cards prove it! Nearly half of all KitchenAid 
users see one in home operation before purchasing. 





The “word-of-mouth” advertising... the actual selling that KitchenAid 
users do with their friends . . . is effective proof of KitchenAid product 
superiority . . . and a big asset to your selling efforts. They’re eager to 
demonstrate the outstanding performance features of KitchenAid... 
front opening door, independently sliding racks . . . adjustable, two- | 
position upper rack (patents pending) . . . exclusive Hobart revolving 
wash and rinse action . . . circulated electric hot air drying . . . the 
plate warmer feature . . . that assure such sparkling clean results. 


For a sales force that grows and grows, sell KitchenAid and watch 
your customers work for you. 


KitchenAid Home Dishwasher Division of 
The Hobart Manufacturing Co., Troy, Ohio. 


KitchenAid 


The Finest Made... by 





World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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You just grasp 
by the handle 








Model 2052 
Portable... Reversible 
i oMd-1aitl Ma eliilellitelilels 


Window Fan 








Simple to Lift 


vem topo & — The Big Profit Line 


No fuss, no muss, no bother. 


Model 2052 
lift it 


simply, easily from the ad 


justable metal expanders 
(which come with the Fan 





. all packed in a single 





carton). 


Model 2 


s 


99” 
a quare, 


), U ith 20” blades, 


3 speeds. It we 


ghs 25 lbs. 


There... 


Reverse Position 


Turned around, slipped 
easily on the expander... 


and Model 2052 will ex- 





haust stale stagnant air 


from 3 to 5 average size 





rooms. Your customers will 


marvel at its ease of use 
and wonderful efficiency. 


Model 20 


eo 


moves 2500 


c.f.m. at high speed. It’s 


, 
super-quiet 


Hub of blade 


is mounted in rubber! 


it’s 






¢ simple, easy to use 






' ¢ for sash-type windows 


* complete with expanders 






WIHT 





















































\ "1 ~ Talk about sales and profits . .. you'll do better with 
| iid, Mi, ® the LAU line because you’ve got MORE in quality and 
| nh i ‘mn performance and MORE in Beauty too, All LAU Window 
: Fans are color-matched 2-tone green baked enamel .. . 

e iii 3 and identical in styling—with finger-proof guards front 
ri III! 1 and rear. Windows may be opened and closed freely with- 













'WMuntidiiiiftt out touching the fans, 


‘AHH 





It’s a Portable! Carry it 


&) anywhere in the Home 


Model 2052 does a BIG job of cooling anywhere ... 
in a window ... on the floor . . . on a table or ledge. 
So easy to carry for use all over the house or office. 
Think of the tremendous appeal this fine new fan has! 


n 


and LAU has two other sizes . . . Models 1252 and 
1652, Portable Window Fans . . . each with distinctive 
features . . . matching in color and styling. Plus 24” 
and 30” 2-speed Reversible Window Fans! A size to 
meet every need. See the full line. 











4 ii] 
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THE LAU BLOWER COMPANY 
2005 Home Ave., Dayton 7, Ohio 










ienathe, 


ti ' , See Your Jobber today! See the complete 
as | ort LAU advertising literature and handsome new 
displays ... now available for You! 

















A MESSAGE TO AMERICAN 


INDUSTRY © ONE OF A_ SERIES 


Where you will find 
THE REAL REVOLUTION 


"lf we keep in mind the values of 
opportunity, competition, democracy, 
productivity, then it is our capitalist 
society which is the truly revolutionary 
one — the only society which offers true 
hope to the masses for release from the 
long nightmares of tyranny. It is we, 
not the Marxists with their reactionary 
ideas of the good dictator, who have the 
truly constructive, the truly revolution- 
ary ideal.” 

— from “Capitalism” by David McCord Wright. 


If we can only win recognition of this truth, 
we shall win the struggle of free men against 
communism. This editorial discusses some of 
the hurdles that must be cleared. 

To win the needed recognition that “our 
capitalistic society...is the truly revolution- 
ary one,’ we must keep pounding away both 
abroad and at home. That is because the 
communists simultaneously attack us on an 
international front and try to undermine us 
from within. 

The present drive to rearm ourselves and 
our allies is crucial to our self-protection on 
the international front. We must be prepared 
to meet the armed force of aggressive com- 
munism with armed force if we are to secure 
our physical freedom. 


Arms are not enough 


But to re-establish parity in arms is only 
half of the battle. In the last analysis it is 
not the more important half. To be effective, 
our arms must be backed by loyalty of men 


to our ideals. So, both abroad and at home, 
we must win men to the faith that we do have 
“the truly constructive, the truly revolution- 
ary ideal.” 

On the international front, the effort to 
win adherence to such faith in our capitalist 
society meets tough going. That arises from 
the fact that in some of the countries that are 
allied with us in the fight against communism, 
capitalist society has offered to its people no 
such ideal. In varying degrees “the values of 
opportunity, competition, democracy, pro- 
ductivity” —those key aspects of American 
capitalism—are either absent or subordinated 
in their economic life. Indeed, the Wall Street 
Journal recently remarked that “to the 
European, capitalism has become synony- 
mous with cartels—and with the disregard 
cartels foster for the consumer, the worker 
and the over-all well-being of the nation’s 
economy.” 


No Simple Solution 


Nonetheless, many European labor and 
governmental leaders sincerely believe that 
cartels are essential to their economic salva- 
tion. They believe that without such restric- 
tions in congested European markets there 
would be intolerable cut-throat competition 
and instability of employment. Thus, when 
we point out that the cartel capitalism so 
prevalent in Europe lacks the constructive 
qualities of competitive American capitalism, 
we may offend European leaders whose 
wholehearted cooperation we need in the 
fight against communism. 
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But, if we soft-pedal that contrast, we 
sacrifice the opportunity to win understand- 
ing and loyalty from millions of Europeans 
who have had no chance to learn that capi- 
talism can be the constructive and liberaliz- 
ing force that it is in the United States. In- 
deed, when many of these millions embrace 
socialism it is not because they love it. They 
are rather desperately seeking a tolerable 
middle course between what they consider 
the hateful extremes of communism and the 
undesirable aspects of capitalism as they un- 
derstand it. 


New name not the answer 


We know that there is no easy way to 
handle the problems created by such mis- 
understanding of American capitalism. 
Neither do we share the belief that much of 
the difficulty would be overcome if we were 
to call American capitalism by some other 
name. By doing that, the argument runs, we 
shall relieve it from the unpleasant conno- 
tations that are attached to the word capital- 
ism in some other parts of the world. But, 
after all, if we are to give up all the terms that 
have come to mean something else in other 
parts of the world, we must begin by ditching 
the term “democracy” which, in the official 
jargon of the Kremlin, seems to mean what 
we call dictatorship. 

In spite of the difficulties, however, we 
must stick to this job of exporting the truth 
that our capitalist system does offer oppor- 
tunity, competition and democracy. We must 
let the rest of the world see that it means a 
continuous drive for increased productivity, 
and the search for profits by increasing sales 
and consumption, not by trying to sell less 
for more. 


Export alone not enough 


The spreading of truth about American 
capitalism will not be effective if it is merely 
directed abroad. Unless it is carried on at 


home also, it will lack the driving faith that is 
essential to any convincing export of this 
type. Nor will export alone come to grips with 
the communist attack on our country from 
within—an attack that gets too much help 
from loyal Americans who short-sightedly re- 
pudiate the basic principles of our institu- 
tions in their efforts to reform some of their 
deficiencies. For success both at home and 
abroad, we must have right here at home a 
much more militant recognition that it is in 
fact our capitalist society which offers “the 
truly constructive, the truly revolutionary 
ideal.” 

Here at home, too, this raises difficult com- 
plications. Businessmen who are among the 
leaders and principal practitioners of capi- 
talism, have generally been catalogued as 
conservatives. Hence, many people must 
stretch their imaginations a bit to see that 
businessmen are leaders of a development 
which has so greatly and so rapidly improved 
the lot of free men in America that it is truly 
revolutionary. 

These difficulties of definition, however, 
are relatively superficial aspects of the prob- 
lem of seeing our capitalist society clearly. 
The basic facts are that: 


American capitalism is leading free 
men to an ever higher material standard 
of living while respecting their spiritual, 
social and political freedom. 

Communism is leading its people back 
into a life of servile regimentation under 
dictatorship. 


American capitalism advances to high 
ground never before attained by free men. 
Communism retreats to ground that men 
with an appetite for freedom throughout the 
ages have sought to escape. If we can estab- 
lish this truth firmly, around the world, we 
shall no longer need to worry about com- 
munism. It will be hopelessly sunk. 


McGraw-Hill Publishing Company, Inc. 
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$” Guaranteed by 
Good Housekeeping 


Ly, \ 
or As ADVERTISED wer’ 


AVL! 
DON’T KEEP YOUR CUSTOMERS IN THE DARK! 


Why blow your fuse on a long selling spiel when all 
customers really want to know is—“‘/s this product 
dependable?” 

When you point out that an item is guaranteed by 
GOOD HOUSEKEEPING, the lights go on in a hurry! 


Customers know a product must be good in order to 


earn the Guaranty Seal. 

Check the current issue of GOOD HOUSEKEEPING. 
Note the many fine brands advertised therein that you 
stock regularly. For live wire sales results, plug into 
that connection by promoting products backed by the 


Guaranty Seal. 


GOOD MOUSBRERPIMG sis cons 


Dee THE HOMEMAKERS’ BUREAU OF STANDARDS 9,971,000 
39 ay 57th Street at 8th Avenue, New York 19, N.Y. readership 
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QUAKER “BLO-THRU” GAS HEATERS THE QUAKER CHALLENGERS THE QUAKER “LITTLE GIANT” 
(Models 550-565) (Models 3013-3010-3008) (Model 3308) 
Provides the finest heat distribution and The Only Heaters In The Moderate Does o "big" heating job in a small 
greatest economy of any gas heater Price Class With So Many Exclu- space. Ideal for camp, cottage or 
made. Available with automotic heat sive Advantages! remote room. 


me: THE QUAKER 3210-M (Manuva!) 
circulator. 


NOW... 


Producing more dollar volume for dealers 
thon any other heater on the market today! 
THE INDUSTRY’S MOST COMPLETE 
SPACE HEATER LINE BY 


QUAKER FIRESIDE GAS HEATERS 
(Models 3428A-3350A) 


Fei TOC aA AP AP ABN hk ARS A 


QUAKER PORTABLE KEROSENE HEATER 
(Model 11A) 


NEW! Single burner, portable kerosene 


y : ° GAS heater. Needs no chimney. Baked enamel 
The Fest Name tn Of “Heaters Se 


ANNOUNCING .. . the most complete line of 

heaters ever offered . . . FEATURING the greatest 

values in QUAKER'’s 64 years of heating leader- 

ship . . . BACKED BY the most unusual heater pro- 

motion ever staged . . . RUN AT THE LOCAL LEVEL 

ER FIRESIDE GAS HEATERS where you get direct, immediate benefits. Get the 

(Models 3558A-3456A) facts! Contact your distributor or mail the coupon 
below TODAY! 


QUAKER MANUFACTURING COMPANY 


223 WEST ERIE STREET . CHICAGO, ILLINOIS 





QUAKER TWIN KEROSENE HEATER 
(Model 12A) 
NEW! Needs no chimney. Twin-burner 
portable kerosene heoter. Efficient, eco- 
nomical, low priced. 


QUAKER OlL 
FLOOR FURNACE 
; (Model 270) 
QUAKER FIRESIDE GAS HEATERS mere Available with 
(Models 3808 A-3650A) ' roer-seving We 
chanical draft to 
: help lick tough 
SIX NEW MODELS! Fully vented. Heating chimney problems. 
units are porcelain enameled inside and 
out for lifetime service. Porcelained outer QUAKER FIRESIDE UNVENTEDS QUAKER VENTED GAS CIRCULATOR 
casings. Radiant fronts. One-piece welded (Models 4120A-4220A (Model 5200A) 
construction. Aut tic controls optional 4300A) NEW! An excellent heat circulator. 
Capacities range from 35,000 BTU input NEW! Choice of three sizes for Efficient in operation. Both inner unit 
to 80,000 BTU input smaller heating needs. Efficient and outer casing porcelain enameled. 


MAIL THIS COUPON TODAY 


QUAKER MANUFACTURING COMPANY 
223 W. Erie + Chicago, Ill. 


Please have my distributor contact me. | want the facts about QUAKER's 


new line and details of their ti 1 1952 p Li | program. 








AUTOMATIC HEAT CIRCULATOR QUAKER MECHANICAL DRAFT QUAKER THERMOSTATIC 

Requires no attention! Turns on CONTROL 

when heoter is warm .. . turns off 
when heater cools down. 


Gives fuel savings impossible to 
get any other way. Supplies air Available on most QUAKER 
to the burner mechanically. heaters. Provides convenient 
wall thermostat heater 
operation. 
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These models sell fast! 





COOLERATOR’s Top 3 


New Refrigerators 


with Perfected Automatic Defrost 


















































Model RTA-119 


2-in-1 freezer-refrigerator 
Perfected Automatic Defrost 
11 cubic feet 

When today’s customer shops for a refrigerator she wants the 
one that gives her the most for her money. These 3 new Cooler- 
ators give her the most wanted features— perfected automatic 
defrost and big full-width freezer chests. And that’s not all! 
They're jam-packed with every other selling feature imaginable 
—extra shelves in the door, Butter Savers, Meat Drawers, spacious 
handsome-looking Crisp-O-Lators, adjustable shelves, plenty of 


main storage capacity, and gleaming good looks inside and out! 


























Model RDA-117 


Big capacity—custom features 
Perfected Automatic Defrost 
11.1 cubic feet 


























Model RDA-98 


Custom features—budget price 
Perfected Automatic Defrost 
9.8 cubic feet 


Yes, feature for feature, Coolerator leads the field in refriger- 
ators to meet the needs of the three great markets . . . 
1, Customers who need space-saving models on a budget. 
2. Families who want giant capacity at low cost. 
3. Those who insist on the best in new custom features. 
With seven brand new models, Coolerator blankets the market 
completely. See your Coolerator distributor for details or write to 
THE COOLERATOR COMPANY, Duluth |, Minnesota. 





Watch for FULL PAGE COLOR ADS 
in MAY and JUNE in 
Saturday Evening Post 
Ladies’ Home Journal 
Good Housekeeping 


McCall’s Magazine 
Successful Farming 
Better Homes and Gardens 


Sunset 
Household 
Farm Journal 








NOW ON DISPLAY IN SUITE 11-107, MERCHANDISE MART, CHICAGO 
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How to Sell 


FREEZERS 


Electrical 
Merchandising 





With a Food Plan 


Here, for the first time, is a complete roundup of all the know-how necessary to take 


yOTHING so fantastic has 
N struck this appliance business 
in many years as the food- 
freezer buying wave now rising out 
of the far West. This ingenious con- 
ception for selling home freezers in 
volume is advancing audaciously and 
inexorably across the nation to cap- 
ture and to challenge the imaginations 
of farsighted salesmen everywhere. 

The success of the food plan is 
without parallel in the appliance in- 
dustry. It can be stated without reser- 
vation that fortunes, big and small, 
are now within easy grasp of men 
who have the know-how to organize 
and train specialty salesmen. 

This is the appliance dealer’s big 
chance to cash in. Even though he 
may not be the first in his community 
to offer a food-freezer purchase plan, 
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Financing 


a sound basis for his organization will 
assure him a selling bonanza unlike 
anything experienced since the advent 
of the electric washing machine. 


Why It Works 


The fundamental reason why food- 
freezer selling plans are taking the 
country by storm can be expressed 
very simply. The average consumer 
is concerned about the high cost of 
eating and will eagerly lend an ear 
to anybody offering a remedy. ‘That, 
in a nutshell, is the answer. And 
when the food source can display 
proved, substantial reductions in re- 
tail prices and higher average quality 
of products, there can only be two 
reasons why the customer does not 
buy. Either she already owns a 
freezer, or she does not have the down 






1952 


Arrangements for food 


Organizing and running a sales staff 
Getting and closing prospects 


Sales promotion and advertising 


advantage of the most sensationally successful sales idea in freezer history, including: 


A coridensation of the new book, ‘The Food-Freezer Plan” — By ROBERT HARNISH and DAVID N. REID 


payment for your deal. The market 
is practically unlimited. National satu- 
ration figures on freezers have reached 
8 percent (ELECTRICAL MERCHANDIS- 
inc’s figure is 9.3 percent), but the 
metropolitan areas are far under this 
figure. Many a budget-conscious house- 
wife has expressed a desire for a 
freezer and would be willing to buy 
one. The fact that she can readily 
produce the down payment for a 
freezer, however, does not necessarily 
mean that she can afford another 
$200 or $300 to fill it with food and 
what good to anybody is an empty 
freezer? 

The food-freezer plan answers all 
objections heretofore encountered in 
home freezer merchandising. The 
customer receives both the freezer and 
six months, supply of food on a con- 













venient payment plan. She saves from 
20 percent to 30 percent not only on 
the original food purchase, but also on 
repeat orders she is privileged to sub- 
mit for life, all at similar savings. 

As an added feature the food sup- 
plier is prepared to deliver in mini- 
mum quantities direct to the door at 
no extra charge. Although the con- 
venience offered by this proposition 
alone makes it attractive, the budget 
minded customer can be shown where 
her food savings alone create for her 
the possibility of receiving a home 
freezer absolutely free. 

Never before has there been an 
offering to the public in which part 
of the household expense money can 
be conveniently diverted to the pur- 
chase of an appliance and at the same 

(Continued on next page) 
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HOW TO ORGANIZE «4 
SELLING PLAN 
Contract with Fond Seurce 


apnceng Pipes 
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“Good” or “Choice” grade beef, fully 
aged. 

Make sure your food source is 
amply supplied with refrigerated truck 
ing facilities to handle a large volume 
delivery business. His rapid growth 
will surprise him, and he should be 
ready for rapid expansion as soon as 
the necessity arises. As a result, you 
should be concerned over the finan- 
cial condition of the food operater of 
your choice. 

Assist your food man in developing 
order forms for not only the original 
purchase, but for re-ordering after the 
original food supply is depleted. 

It is further suggested that the 
names and addresses of all freezer 
users now listed on the dealer’s records 
be turned over to the food supplier, 
thereby providing him with an im- 
mediate source of business volume. 

Agree upon a method of selling 
food assortments according to the cus- 
tomer’s choice. It is suggested that a 
half-of-beef be automatically included 
with the freezer sizes above 17 cu. ft., 
and a quarter-of-beef with the size 
bracket between 12 and 16 cu. ft. 
This will constitute about 65 percent 
of the food purchase price. The cus- 
tomer can then make a ¢hoice of fro- 
zen fruits, vegetables, pork, veal, fish, 
poultry, ice cream and specialty items 
to complete the other 35 percent. 

Here are the suggested amounts of 
food, including meat, in dollar value 
which could be sold with the various 
size freezers: 

17 to 23 cu. ft. 
12 to 16 cu. ft. 200.00 
Under 12 cu. ft. 150.00 

Each month the food source should 
circularize all customer participants in 
the food plan with an order blank 
showing the following information: 

Type of Food 

Weight per Package 

Average Store Selling Price ( Net 
always recommended ) 

Extended Dollar Value 

Food Plan Customer Price 

Number of Packages Wanted 


$250.00 


Arrange Bank Fi 





distributor and 


Normally your 
manufacturer’s representative whose 
freezer brand you carry will arrange 
terms available to you by the local 
bank. In a every instance you 


will be asked to sign guarantee papers 
for both the food and freezer. This 
stipulation, however, is not too objec- 
tionable inasmuch as you are using 
the food as the prime tool to sell the 
freezer. The food merchant, on the 
other hand, makes a very short profit 
as compared to the margin you earn 
on a freezer sale. Ordinarily, he is in 
no position financially to guarantee 
the food portion of the contract. 
Quite frequently, however, it has been 
done. If you, as an appliance dealer, 
can obtain such an agreement from 
your food supplier, we say, “More 
power to you”. Sometimes it is pos- 
sible to obtain an agreement from the 
bank where the bank itself is the sole 
guarantor of the food paper. 

More than likely, the bank will also 
request a 5 percent holdback on each 
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contract until a reserve fund has been 
accumulated to an amount equalling 
10 percent of the outstanding paper. 
Interest charges to the customer 
usually will run from 6 percent to 8 
percent depending upon the usury 
laws of your particular state. 

All experience shows that these con- 
tracts are very secure. It stands to 
reason that once a customer has eaten 
all the food on her original purchase, 
and the freezer is empty, she is avoid- 
ing the purpose of that freezer by not 
refilling it. An example of how safe 
this paper really is can be demon- 
strated by the results in California. 
Out of thousands of food-freezer deals 
already consummated, there have been 
an infinitesimal number of repos- 
sessions. 

However, if the bank is still reluc- 
tant to loan money on the food por- 
tion of the contract, regardless of your 
own financial position and ability to 
stand behind the paper, suggest that 
another 1 percent or 14 percent be 
added to both food and freezer con 
tracts. This money will be left to ac- 
cumulate in a reserve fund until it 
reaches an amount equal to 10 per- 
cent of the outstanding food paper. 
Therein will lie protection for both 
you and the val against defaulting 
food contracts. 

Another successful Bank of America 
innovation is the Sponsored Non-Re 
course Plan for retail appliance con- 
tracts and now being used by most of 
the food-plan operators. 

The Non-Recourse Plan was origi- 
nated in 1938 to allow the small 
dealer to compete with large organ- 
izations, such as department stores 
who could afford to handle their own 
paper. In order to effectively con- 
summate this special type of retail 
contract, the dealer, the bank, the 
distributor and the manufacturer must 
all accept certain responsibilities: 


Dealer 


Terms upon which contract may be 
accepted are 15 percent down and 18 
months to pay. (Regulation W) 

Agrees to sell new merchandise at 
not over factory suggested list. 

In case of default, the dealer is ob- 
ligated to repossess, offering his own 
transportation facilities for the pur- 
pose. 

Must agree to offer standard serv- 
icing facilities to all merchandise sold. 


Bank 


Will offer collection service. 

Will insure the merchandise for the 
amount of the unpaid balance; for all 
contingencies except for the life of the 
purchaser. 

In case of default, collection efforts 
will begin at the 5-day overdue period; 


stepping up efforts at 10 days, again. 


at 15 days, with a demand for full 
settlement or repossession at the end 
of 30 days. 
Distributor 


In case of repossession, he buys 
(Continued on next page) 
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What About These Food-Freezer Plans? 


A recent report to the Editor of ELECTRICAL MERCHANDISING about 
the reactions of distributors to food-freezer plans said, ‘They are keyed 
up about them, act as if they were smoking reefers when they talk about 
them. And, of course, with reason, as it is the biggest thing that has ever 
hit the industry in its sales results.’ 


The wonder is that it didn't hit sooner: 


@ In 1944 Willard L. Morrison, the inventor of Deepfreeze, advo- 
cated ‘‘getting away from small retail packages to wholesale buying 
that permits a family to enjoy real economies in its use of frozen food." 
(EM, May, 1944, Quantity Buying Will Turn the Trick for Home Freez- 
ers.) But the prevailing sales philosophy in the following years seemed 
to be to talk economy without making it possible. 


@ In June of 1949 Rich's Appliance Store sold $16,000 worth 
of freezers in little Mar Vista, Calif., more than five times any previous 
total monthly store volume. Owner John Rich attributed his success 
to frozen food clubs. ‘We create a need for a freezer,"' he said, 
“by selling frozen food—at wholesale."’ (EM, Nov., 1949—Sell Frozen 
Food First, Then Freezer Sells Itself.) 


@ In its January, 1950, Freezer Market Study, ELECTRICAL 
MERCHANDISING said, ‘*. . . the opportunity to save by buying in 
quantity is pretty much limited to rural consumers. Tangible food sav- 
ings at the point of purchase by making food available at low cost 
would be the surest and most effective way of selling freezer pros- 
pects on the economies of ownership." 


But it wasn't until this year that the idea really caught fire. And, inevi- 
tably, some people got burned. Not all the business men who followed 
in the footsteps of Rich promoted plans as fundamentally sound or as 
honest. There have been reports of abuses — excessive quotations of 
freezer prices, exorbitant delivery charges, misleading advertising, and 
other unethical practices which forced the Office of Price Stabilization 
and Better Business Bureaus to take remedial action. 


Already the plans have spread all the way across the country. The lure 
of quick profits, the opportunity for list-price sales and the promise of 
big volume have all had a powerful effect on merchants who have been 
struggling with cut-price competition and a low level of consumer demand. 


Not all of these incipient programs will be successful. Some of them 
will be inadequately financed. Some will be too hastily organized, falling 
down on the vital essentials of a skilled, well-trained sales force, an 
adequate and responsible source of foods and freezers, well-timed and 
intelligent sales promotion, through methods for prospect-finding and 
using the user. 


Heretofore, dealers organizing food plans have had to rely on hearsay 
and their own experience and judgment to determine what to do and 
how to do it. In recognition of this, two veterans of food plan merchandis- 
ing have put their knowledge together in book form. In it, the authors— 
Robert Harnish, Pacific coast district manager for the Deepfreeze Ap- 
pliance Division of Motor Products Corp., and David N. Reid, sales 
representative for the Frank Edwards Co., appliance distributors in San 
Francisco — have compiled and discussed all the factors they thought 
essential to planning, organizing and running a successful food-freezer 
plan. Both Harnish and Reid are veterans in the appliance business 
and both have first-hand knowledge of merchandising freezers through 
food plans. Harnish has been with Deepfreeze for five years and prior 
to that operated his own retail business and worked as a dealer contact 
man for Puget Sound Power & Light Co. He has been in close touch with 
the current food plan bonanza in California and prior to that with similar 
plans when they were operated locally in Arizona. Reid has had 22 years 
experience as an appliance salesman, dealer contact man and division 
sales manager for Pacific Gas & Electric. Currently he is specializing in 
setting up food-freezer plans for Deepfreeze dealers in northern Cali- 
fornia. In their business capacities they have had ample opportunity to 
pre-test the principles contained in their book. 


Their book has been privately published and is available at $2.50 
a copy from: Harnish and Reid, Room 463, Western Merchandise Mart, 
1355 Market St., San Francisco 3, Calif. It is, in the opinion of the 
editors of ELECTRICAL MERCHANDISING, the sanest and most thorough 
approach to ‘the hottest thing to hit the business since television.'’ The 
article on these pages is a condensed version of this book, ‘The Food 
Freezer Plan," 
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HOW TO SELL FREEZERS WITH A FOOD PLAN (continued) 


merchandise back at 50 percent of 
list price; or if sold under list price, 
50 percent of actual selling price. 
After six months, he will pay 40 per- 
cent; after 12 months, 30 percent. 

Usual practice is for dealer to hold 
the merchandise on his floor, reim- 
bursing distributor for his repurchase 
cost plus handling charges. Rarely 
does it ever get shipped back to the 
distributor. 

If and when merchandise is resold, 
the same financing plan may be ap 
plied 


Manufacturer 


Underwrites balance owing on con 
tract, over and above the distributor 
percentage, to be paid out of a re- 
serve fund held by the Bank in the 
name of the factory. Example: 


Amount of Contract $300.00 

Amount paid in 50.00 

Balance owing on Contract 250.00 
In case of default 

Repurchase price by distributor $150.00 

(2 of original contract price) ——— 

Taken from manufacturer's reserve. $100.00 


HOW TO OPERATE A PLAN 


Let us now assume your company 
has laid the groundwork, has fulfilled 
basic requirements, and you are now 
ready to dispatch your men into the 
field to enjoy the bonanza which is 
coming to you. 


Hiring Salesmen 


It was mentioned earlier on these 
pages that the personnel who sell the 
tood-freezer plan should be specialists 
ind not be required to divert their 
ittentions to the.sales -of-other prod- 
ucts. We also recommend the use of 
experienced house-to-house men. In 
no instance in over 100 plans studied 
have we ever observed a successful 
food plan operation in an appliance 
store where the normal complement 
of sales personnel absorbed the entire 
job without hiring specialty help. 

Even the large department and 
home furnishings stores have turned 
to the principle of specialty sales, as 
attested to by this classified ad 


SALESMEN 
NATIONAL FOOD-FREEZER 
PLAN 


Experienced Fuller Brush, books, mag- 
azines, roofing, vacuum cleaners, etc., 
can make first-class connection with 
old established company in Bay area 
and Peninsula. , , 
High commissions with guarantee. 
No canvassing—leads furnished. 

Wonderful opportunity for promotion 
to district manager in 60 days. Com- 
pensation discussed at personal inter- 
view. Call National Department 
Stores. 

LO 64100 for appointment 

Sales Supervision 
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In order to maintain control and 
measure results of this activity, it is 
recommended that an orderly method 
be established by which salesmen will 
account daily for: 

1. Number of calls made: (a) by 
telephone (b) in person. 

2. Prospects developed. 

3. Prospects closed. 

+. Direct mail pieces prepared. 

5. All other functional information. 

Supervision is a major factor in the 
successful operation of this program. 
Actual, personal supervision, on a 
continuous basis, is essential. This 
does not mean that the crew manager 
must spend all of his time with the 
salesmen, but he should arrange to 
accompany them on a few calls each 
week. Don’t assume that after the 
first week or two the salesman has 
learned all he needs to know. He 
should receive all the bulletins and 
sales literature that come through, 
and you should see to it that he studies 
such material. 


Prospect System 


Salesmen work better and produce 
more when they feel that the boss 
knows what is going on. There is no 
substitute for a good prospect system 
to check on salesmen’s activities. We 
recommend something along this line: 


1. A prospect form should be de- 
signed in duplicate showing. 
a. Prospect’s name. 
b. Address. 
c. Telephone number. 
d. Prospect for Freezer Model 
No.: 
Sold or not sold. 
If not sold—why? 
Space should be provided 
on _ reverse -side - for - sales- 
man’s status report and 
date of each call. 


2. One copy goes to the salesman, 
the other copy to office file. 


3. Once each week dealer and sales- 
man should take time out to check 
prospect file. Salesman will give an 
accounting of each prospect in the 
dealer’s office file. The dealer will 
question the salesman for various 
points and he should record on reverse 
side of office copy status as reported by 
the salesman so that both copies of 
the prospect’s card carry the same 
status report. 

Another great advantage of the 
dealer’s prospect file is in case the 
salesman leaves the dealer's employ, 
there is a record on file of all pros- 
pects ready to turn over to a new sales- 
man. 


4. The dealer should turn existing 
prospects over to the salesman at the 
time he goes to work. 


5. Prospects developed by salesman 
in the field, but later sold by another, 
should be credited to salesman who 
developed prospect, provided he has 
the name recorded and there is evi- 
dence that salesman made last call on 


prospect within thirty days of sale. 
Otherwise credit should go to sales- 
man who took the order. 


User Survey Procedure 


Food freezer plans can attribute 
their terrific success and rapid growth 
to the principle of “radiation”. By 
this we mean that every satisfied pur- 
chaser is most certainly going to tell 
her friends about the wonderful deal 
she made. 

Here is the best source for obtaining 
future prospects. Once your salesmen 
have sold a half-dozen or more instal- 
lations, they should keep busy from 
then on calling back on those custom- 
ers in an effort to learn who among 
her acquaintances has expressed a de- 
sire to participate in this wonderful 
plan. ‘This principle of selling by 
“radiation” definitely works, and you 
must insist upon call-backs by your 
salesmen even at the threat of holding 
back commissions until such return 
calls are completed. 

If your food source is agreeable, 
prospects can be developed from those 
of your customers who had already 
purchased freezers when no food plan 
was being offered. By calling back on 
these people and offering them mem- 
bership in your food club with all its 
accompanying privileges, many more 
sources of radiation can be established. 


Method of Sales Promotion 


Canvassing: Oftentimes the threat 
of being asked to canvass will discour- 
age the prospective salesman from 
coming to work for you. Nevertheless, 
it is still the fastest possible means of 
building volume. Once your sales 
crew has been in the field for several 
months, cold canvass calls might not 
be necessary because of the many 
other ways available for securing 
prospective names. Still, an experi- 
enced house-to-house man will never 
rely-entirely upon his manager’s ability 
to secure for him an unending list of 
names upon whom to call. Try to 
convince your salesman that you have 
a proposition to offer which can hardly 
be handled any other way, and once 
you explain that past experience on 
these plans has definitely proven high 
customer acceptance even on the first 
call, his resistance to convassing 
should not be too serious a problem. 


Radio: Spot announcements spaced 
periodically throughout the daylight 
hours should be aimed directly at the 
housewife. The copy material should 
minimize anything to do with the 
mechanics, size and price of the indi- 
vidual freezer involved. ‘Talk about 
the high cost of eating, the huge sav- 
ings available by using your plan, the 
high quality of foods available, and 
the phone number to call in order to 
obtain more information. 


Television: As in radio, television 
should be produced to attract the eye 
and ear of the budget minded house- 
wife. Include a shot of about $250.00 
worth of food in wrappings placed in 
a heap in front of a home freezer. 
Stress the fact that the freezer is actu- 
ally a bonus to members of your food 
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club, which comes to them by con- 
tinued participation in food purchases 
at 20 to 30 percent discount. 


Newspaper: There is not much 
history to rely upon for experience in 
extolling a food plan through the 
medium of newspaper advertising. It 
has been done in certain communities, 
but it is questionable whether the re- 
sults obtained warrant the cost. Ex- 
cept, perhaps, for the introductory ad, 
we recommend only small daily ads 
with but a few lines suggesting that 
the reader contact you, the dealer, for 
more information on how to partici- 
pate in a food club which guarantees 
20 to 30 percent savings on all perish- 
able food purchases. 


Direct Mail: Direct mail advertis- 
ing is one of the most effective ways 
to develop prospects. Direct mail to 
selected home owners or to anyone of 
approved credit rating is used today 
more than ever before by all types of 
businesses. 

Dealers should make it mandatory 
that salesmen mail not less than 1,000 
pieces of mail monthly. This can be 
done easily by furnishing a list to a 
home typist who, for $5.00 a thous- 
and, will address mailing pieces at no 
cost to the salesman in either time or 
money. A return of at least 3 percent 
can be expected provided the names 
are carefully selected. The mailing 
piece need not be addressed to any in- 
dividual but to “Occupant” of a speci- 
fic address. This insures 100 percent 
delivery. 

When mailing to rural route box 
holders, it is only necessary to check 
with postmaster for number of people 
on route and the “route numbers”. 
Mailing pieces are rubber stamped: 
Example: Rural Route Box Holder— 
Route 3—Seattle, Washington. Each 
box. holder-will receive one. The re- 
turn post card will cost the dealer two 


cents. The salesman will follow 
through. Statistics indicate sales of 
50 percent from returned cards. 


Another benefit of direct mail will be 
the increase in floor traffic by people 
who wish to see for themselves. 


Sales Training 


There is a selling job to do on home 
freezers and the salesman who is quali- 
fied to do that selling job must know 
the answers, especially about foods, 
selection, preparation for freezing, 
wrapping, etc. 

He must have an organized selling 
plan. He must have not only a 
knowledge of his product but he must 
be able to show Mrs. Homemaker and 
her husband that the need for savings 
a home freezer makes possible is 
greater than the need for anything else 
they contemplate buying. Husbands 
have definite ideas about how their 
earnings should be allocated. 

The training of dealer salesmen will 
be a continuous program. Distributor 
and factory representatives will con- 
duct training sessions at the dealer's 
place of business along the following 
lines: 

Fundamentals of salesmanship. 

(Continued on page 148) 
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Your 
Salesmen 


Should File 
THIS 
CAR REPORT 


Because car operating costs have 
jumped and allowances haven't always 
kept pace, many salesmen today are 
dissatisfied and, sometimes, avoiding 
distant, sales-producing calls. 
system of payment should be based on 


actual records of expenses 


GOOD salesman is hard to 

come by these days. Sales direc- 

tors have found that one reason 
why salesmen quit their jobs is dis- 
satisfaction with the allowances given 
them for the use of their own cars on 
company business. One way for a 
dealer to by-pass these gripes is to fur- 
nish the salesmen with cars, but this 
requires a substantial investment that 
many retailers cannot afford to make. 

During the past year some revealing 
studies were made on the subject of 
car allowances to salesmen. Analyzing 
the research figures we find that dur- 
ing the past two years the allowances 
paid salesmen for the use of their cars 
on company business have increased 
5 percent. During the same period the 
cost of operating company-owned cars 
showed a 6 percent increase. But the 
cost per mile of company cars is still 
one cent under the average per-mile 
allowance paid salesmen. In other 
words, if a management wished to fol- 
low these rese: arch figures it would 
pay its salesmen one cent a mile more 
than the cost per mile recorded for its 
own cars. 

This would be satisfactory if the 
company cars were comparatively the 
same as those operated by its sales- 
men or if all the salesmen’s cars were 
of like kind. But salesmen working 
for the same management usualiy own 
cars that differ in more ways than one. 


A fair 


A salesman with a big car will run up 
bigger operating bills than a salesman 
with a small car, an older car will cost 
more to run than a new car. So, the 
best way to keep down gripes from the 
salesmen on car allowances is to have 
each one make out an expense report 
as shown here. 


Source of Irritation? 


The research figures we analyzed 
disclose that less den 10 percent of 
eastern dealers pay actual car expenses 
to their salesmen. This may be the 
source of considerable irritation to out- 
side salesmen, it may have a depressing 
effect on the volume of business they 
bring in, and so, the dealer will do 
well to find out whether his method 
of compensating salesmen for the use 
of their cars needs overhauling for the 
good of his business. The studies 
show that 40 percent of the dealers 
pay no car allowances; the remaining 
60 percent show the following break- 
down: 

25 percent pay a flat rate per mile 

65 percent pay a flat rate per week 

or day 
10 percent pay actual operating ex- 
penses 

Ninety percent of those paying car 
allowances pay a flat rate of one kind 
or another and, were the rate adequate 
to cover actual operating costs, it 
would make no difference whether the 
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Operating expense ........ te 


Total expense to date. ....$ 


“Figured from beginning of the year. ee 


dealer paid one way or the other. But 
the reports showed that in more than 
half the cases the dealers were paying 
approximately the same flat rate they 
paid ten years ago. Everyone knows 
that car expenses, the same as other 
business costs, have jumped consid- 
erably in the past decade. So, the 
dealer paying a flat rate had better 
check it with the report form shown 
here. Have his salesmen fill in the 
figures. If he finds he is short-chang- 
ing his salesmen on car expenses, for 
the good of his business, he should 
increase them. A dealer needs the 
goodwill of his salesmen as much as 
he needs the goodwill of his customers. 


Flat Rate Not Always Fair 


Then too, the trouble with a flat 
mileage rate, even when it is based on 
current car operating costs, is that it is 
sometimes too low for some salesmen, 
whereas, others make a profit on every 
miles they operate. Car operating ex- 
penses, like overhead expenses in gen- 
eral, are of two different types, fixed 
and variable. Fixed expenses, such as 
depreciation and insurance, are about 
the same whether a car is driven one 
mile or 1,000 miles. A flat rate per 
mile assumes that car costs vary in 
direct proportion to the mileage. But 
there are great variations in what it 
costs per mile to run different cars and 
the dealer who pays a flat rate to all 
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salesmen should have them keep de- 
tailed records to make sure his flat rate 
is equitable to all. Sometimes the 
mileage allowance is the same for all 
territories. At other times it varies 
with the territory, which is considered 
more fair because some territories, par- 
ticularly mountainous sections, are 
rougher on cars than others and op- 
erating costs are higher. 

Where actual operating expenses 
are paid, the forms are kept in a loose- 
leaf binder and checked from time to 
time to note excessive expense items 
or unwarranted general increases in 
operating costs. The salesman fills out 
the report and sales directors contend 
that, in the long run, the car expenses 
reported by the salesmen are no 
greater than an equitable flat rate and 
the former has the advantage of mak- 
ing salesmen feel that they are being 
paid in full for territorial coverage and 
not sharing the boss’s burden. Every 
salesman who uses his own car some- 
times wouders if he is getting a square 
deal from the boss. It pays to mini- 
mize any doubt in his mind. 

Incidentally, the filling out of a 
“Salesman’s Car Expense Report” 
gives each salesman an accurate pic- 
ture of his car expenses. It tells him 
when a motor needs overhauling or 
tuning up, calls attention to the need 
for preventive maintenance that keeps 

(Continued on page 98) 
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Ahead of the Season 


with AIR CONDITIONERS 


EARLY IN FEBRUARY Charles Gerhard startled shivering visitors to his Glenside, Pa tore with 
an air conditioner display just inside his front door, startled neighboring dealers even more with 
a Vacation Club plan which actually sold units before the beginning of the regular cooling season 


Just about the time people 
get their Christmas bills | 
paid, Charles Gerhard of 
Glenside, Pa., starts selling 
them air conditioners on 
a “vacation club” layaway 


plan that has moved 83 


vee VACATION 
s 


units since mid-February 


By 
ROBERT W. ARMSTRONG 


HEN Charles Gerhard adver- 

tised air conditioners as Christ- 

mas presents, some of his re- 
tailing neighbors inferred that the 
pressures of the last few years had 
been too much for him 

But he sold some. 

When he started advertising them 
in February of this year on a $2-a-week 
layaway plan, another merchant put 
his doubts into words: “I don’t know 
what’s happened to Charlie. He seems 
to have gone nutty on some of these 
promotions.” 

But Gerhard hit the jackpot 

On the sixth and seventh of March, 
when the temperature in Glenside, 
Pa., registered 29 degrees, Gerhard 
salesmen sold 20 units and on March 
13 advertising manager Thomas S. 
Birkbeck wrote this magazine that 
“We have received coupons every day 
since February 18 and have already 
received over 100. I do not believe I 
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CONSUMERS in the Philadelphia area were startled to find in their February 18 
newspapers a Gerhard advertisement offering air conditioners on a $2-a-week 


layaway plan 


Return coupon promised more information. 





Vacation 


Plan Rushes 


SALESMEN FOUND that $2 a week for 17 weeks was a strong lure enabling them 
close many sales and collect the first $2 on the first call, even though summer 


was far awa 


have ever seen leads as hot as these 

I'd venture to predict that we of 
Gerhard’s will sell more air condition 
ers in the cold months than some 
dealers or combinations of dealers will 
sell in the hot months. One of our 
salesmen sold five units in one day 
I'he others are the most enthusiastic 
bunch you ever saw. One, Ed Balten 
berger, says sales are as casy as 
ing fish in a barrel.’ 

By the end of March, Birkbeck could 
show good reasons for his opti 
Sales had jumped to 40 units 
1 the 


were, 


hoot 


ptim 
By Ma 
total had risen to $3 and there 
iccording to Gerhard, plent: 


more to come. 


Change for the Better 


Gerhard’s success with pre-season 
sales is the result of a plan which was 
conceived in the late summer of 1951 
when, like many other dealers, he was 


hurt by unseasonably cold weather. 


ELECTRICAL MERCHANDISING—MAY, 





Customers were given coupon payment books 


When other dealers started heavy ad 
vertising campaigns offering units at 
substantial price reductions he jumped 
on the bandwagon with ads of his 
own. When he still couldn’t sell any 
air conditioners he got mad. ‘““Then,” 
he says, “I started looking for a way to 
sell the product—not the price. Last 
July we came up with the beginnings 
of the present plan when we ran ad- 
vertising offering a five year vacation 
from the weather.” 
By February of 1952 Gerhard’s 
heme had matured into the present 
Vacation Club. The mechanics of it 
simple: On February 18 he ran 
the first ad in a series offering mem- 
bership in his vacation club for $2 a 
week. The copy stipulated that mem 
bers would receive delivery of a one- 
third ton Fedders room air conditioner 
“the last week in May before the hot 
weather strikes,” would be protected 
against any price rises or merchandise 


1952 


OVER 100 COUPONS were returned to owner Charles Gerhard right) and ad 
manager Thomas Birkbeck (center) before the end of February. Those that came 
from within Gerhard trading area were passed out to salesmen for followup 


the Season... 





CALLBACK ofter installation, which is made when payments reach total of down 


payment, gives salesmen a chance to get leads for new sales. 


Remainder of his 


customer’s payments will be made on regular finance plan 


shortages. “To join,” said the ad, “you 
pay the small amount of $2 a week for 
only 17 weeks’—enough to make up 
the required down payment. Return 
coupons in the ads offered a 12-page 
booklet on Fedders room air condi- 
tioners. 


Response Heavy and Steady 


Between the time the first ad ap 
peared and the end of the month 
about 100 coupons had been returned 
and six conditioners had already been 
sold. Respondents were called on by 
Gerhard’s five salesmen just as fast as 
they could get around to them. Those 
people who lived outside Gerhard’s 
marketing area—and plenty of them 
did—got the literature. Salesmen 
quickly discovered that about half of 
the purchasers did not want to be 
bothered filling out payment coupons 
and sending in $2 every week for 17 
weeks as if they were making mortgage 


payments on a house. These people 
made the full down payment and con- 
tracted for delivery at various times be- 
fore the start of hot weather. It 
quickly developed, too, that some pros- 
pects wanted or needed units bigger 
than the one-third ton model offered 
in the ad and the pattern since has 
been that sales have split almost 
equally between small conditioners 
and three quarter ton units. 

Not all of the followup calls result 
in sales, of course. “You don’t alway: 
get the order on the first call,” Ger 
hard explains. “Even though the pros 
pect has sent in the coupon, he hasn’t 
thought about an actual purchase very 
much, Air conditioning is still new 
and strange to most people and they 
want to find out about it. But the ads 
and the salesman’s call plant a seed 
and when you've planted a seed you 
have to wait for it to grow.”’ 

(Continued on page 152) 
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How Lisenby Finds His Prospects and Sells His Market 


fie a 


NEGROES hove proved to be good customers for Lisenby, providing both original 
and repeat sales. Old fashioned stoves like this are common in area 


Even refrigerators take a back 
seat to ranges in Ozark, Ala., 
where dealer C. A. Lisenby uses 
cooking schools, advertising, 
service, and a perfected sales 
story to sell 250 units a year 


By A. B. WINDHAM 
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SALESMAN R. W. Lisenby follows the wires to a new prospect’s home, intro- 
duces himself to the housewife and launches right into a pitch on ranges 





NEW USERS of electricity in the Ozark, Ala., area are regularly given to 
Lisenby by the Alabama Power Co. He supplements them from his own files 


RANGES 


[ ipo nowadays is the 
dealer whose best selling item 
is the electric range, but C. A. 
Lisenby, of Ozark, Ala., is one dealer 
who claims the distinction. 

Lisenby’s modern appliance store 
is located in a thriving section of 
south Alabama, in the county seat of 
a prosperous county, and close to one 
of the nation’s big Army camps. He 
has exploited all of these factors in 
his successful program of selling elec 
tric ranges. His five salesmen spread 
out through the countryside, contact 
ing new power line customers, calling 
on owners of new homes, well-heeled 
farmers, Army wives and rural home- 
makers. Last year, they sold more 
than $237,000 worth of appliances, 
among which were some 250 L & I 
electric ranges. Admittedly, that’s ex- 
cellent selling in a rural county with 
less than 30,000 population. 

The Lisenby range selling story be- 
gan about six years ago when the 
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dealer and his brother, R. W. Lisenbv, 
the company’s sales manager, sized up 
the average rural kitchen in their scll- 
ing area. The old fashioned 
stove was still pretty popular then and 
despite the advent of more and more 
power line extensons, remained a fa\ 
orite with farm wives. The Lisenbvs 
decided they could break down this 
iuddiction to the wood burner 


W od 


Selling Plans First 


“To do this, we knew we had to 
have some pretty solid arguments,’ 
dealer Lisenby recalls. ““We not only 
would have to make the point of an 
improvement in cooking, we would 
have to prove to hard-headed and 
thrifty farmers that an electric rang¢ 
saved time, money and work. We be- 
gan by making arrangements with the 
Alabama Power Co. to get a list of all 
new power customers on new lines as 
they went up. Thus armed with a sup- 
ply of prospects, we made sure that 
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BREAKING DOWN the housewife’s illogical but very real attachment to her 


wood stove, Lisenby points out the cost of wood, the labor involved 





OPENING of nearby army camp has provided Lisenby with reservoir of pros- 
pects for small electric ranges and he caters to this special trade. 


Are Their Best Seller 


we personally knew the electric range 
and what it would do. We studied it 
and cooked on it. We taught our- 
selves how to make biscuits and we 
weren't satisfied until we could cook 
a biscuit as good as a country house- 
wife’s. 

“The opening shot in our range 
sales plan was to stage a cooking 
school, and in order to get as large an 
attendance as possible, we dropped 
pamphlets from an airplane all over 
the county. We offered a range, sev- 
eral mixers, toasters and other articles 
as attendance prizes. We got our dis- 
tributors, Air Engineers, Inc., of Birm- 
ingham, to send us representatives 
to help out. We got help from the 
home economists of the Alabama 
Power Co. The promotion worked 
fine and the net result was that we 
packed rural housewives into our cook- 
ing school. 

“With the prospects obtained 
through the school and from the list 


of new power users furnished us by 
the power company, we set out in a 
determined campaign to scll L & H 
ranges all over the county. We had 
made up our minds that the wood- 
burning cook stove, as far as our sell- 
ing area was concerned, was doomed. 
“So we developed an answer for 
every objection, a half dozen sure fire 
ways of showing the prospect where 
she would be considerably better off 
with an electric range, and a sales ap- 
peal which was pretty certain to strike 
a responsive chord in almost any 
woman who cooked her own meals. 
One Point After Another 
“These arguments were varied. 
Virst, we sold the time and money 
saving angle. We cited the cost of 
getting wood in and the growing 
scarcity of necessary help for the farm 
wife in this operation. We sold the 
heat angle—how the hottest place on 
the farm was in the kitchen on baking 
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DEALER C. A. LISENBY on range’s future: ‘‘We'’ve got the potential buyers, 
hundreds of rural housewives who will eventually turn to electric cooking.’’ 


day. We sold the space idea, the 
prospect of doing away with all flues, 
chimneys or pipes, the idea of creating 
considerably more space in the 
kitchen, because an electric range re- 
quires only one-third of the room used 
by a wood stove. 


Cleanliness Is Stressed 


“We sold the cleanliness story—no 
dirty hands from wood or coal, no 
ashes to be taken out, no areas to 
scrape, no soot in the oven. We sold 
the life of the range, the toughness 
of its porcelain, its sturdy construc- 
tion, the absence of legs to be broken 
off, of pipes to rust. We sold the 
safety feature—no flames to be 
watched, no red hot pipes, no burned 
fingers from handling kindling, no 
glowing embers to be put out. And to 
housewives who were sick of staring 
at old fashioned wood burners, we 
sold its style and appearance. 

“Two or three years ago, we stopped 





and examined the effects of all these 
selling tactics and found they were 
paying off very well indeed. Our sale 
of electric ranges had climbed to the 
point where we were selling three or 
four a week. We were, of course, sell- 
ing plenty of refrigerators too, but 
saturation was heavier and the de- 
mand had decreased considerably. But 
in ranges we knew we could hit a 
higher sales volume if we kept at it 
and we decided to make them our best 
seller. 

“We thereupon redoubled our 
efforts, training.other salesmen to take 
the field with the electric range story. 
The cooking school was made an an- 
nual affair. We made it a point to be 
right on the spot when new power 
customers received their first ‘juice’. 
We put on special displays and traffic 
pullers on Saturdays when people for 
miles around came into town to buy 
their weekly supplies. We began to 

(Continued on page 146) 
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DOOR PRIZES, one of attendance inducements, were passed out at program’s close 
Au 
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When the Joseph Bumby Hardware Co. pre- 


sented its new refrigerator models to Or- 


lando, Florida, consumers, it made a big 


fuss about them—with a theater, entertain- 


ment, prizes and refreshments—and sold 


31 refrigerators in six days 


ENTERTAINERS were one of attractions that brought overflow crowds to theater. Sales plugs were kept to a minimum before the unveiling of the refrigerators 


jience was also invited to visit nearest Bumby store for more prizes 


HEN Mrs. Llousewife walked 

through Orlando, Fla., she 

became aware that something 
new in refrigerator models was coming 
out, that they promised to be some- 
thing pretty special, and that she was 
invited to be an honored guest at 
colorful and entertaining ceremonies 
attending their introduction. 

She had been the target of a lot of 

timely promotion. Her newspaper 
had told her through its ads, her radio 
had informed her at regular intervals, 
her mail had brought constant re- 
minders, and large signs at strategic 
places continually refreshed her mem 
OTy. 
Back of all this appeal to the house- 
wife were two men, the oper iting 
heads of the Joseph Bumby Hardware 
Co., one of Kelvinator’s largest mid- 
Florida dealers. Stanley Bumby, head 
of the firm, savs: 

“Simply took a leaf from the dis- 
tributor’s book. Every year, when the 
new models come out, wholesalers 


hold what they call an unveiling of 
the mew products. These meetings are 
open only to dealers and their sales 
men and usually they are pretty big 
affairs, with lighted theatrical stages, 
entertainment, free dinners or refresh- 
ments and all the rest of the trim- 
mings, worked up in such a manner as 
to make a profound impression on the 
udience.” 


Buying Public Considered 


Bumby and his sales manager, Pat 
rick DeHaven, figured that if the pub- 
lice were let in on such a big presenta 
tion of the new models, their appetite 
for buying could be whetted to th« 
point where more refrigerators could 
be sold than ever before. 

“So we worked out a program for 
profit,” explains DeHaven, ‘which 
was broken down into four parts 
planning, promotion, _ presentation 
ind pay-off. The key step, of course, 
would be the presentation. Hereto- 
fore, we had gone along as most other 
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UNVEILING of new models was high point of Bumby performance. Sales manager 
DeHaven described all the features of new. refrigerators 


IN-STORE ADS arranged by Stanley Bumby and Patrick DeHaven told customers 


of Bumby Hardware 


dealers do with the orthodox presenta- 
tion of new appliance models. That 
is, we would simply decorate our show: 
rooms, splash big signs on the front 
windows, advertise it in the papers 
and wait for people to wander in to 
inspect the new line.” 

rhe planning stage which launched 
the Bumby program for profit called 
for some heavy thinking. Both Bumby 
and DeHaven spent long hours at dis- 
tributor meetings and on the store 
floor, studying the new models, pick- 
ing up new selling points and prepar- 
ing salesmen for the big presentation. 

An unusual campaign of advertis- 
ing, designed to arouse the interest of 
Mrs. Housewife about the new models 
and to make her look forward with 
inticipation to their unveiling, was 
mapped out. In these ads, the Kel- 
vinator feature of self-defrosting and 
the absence of electric heating ele- 
ments were stressed. DeHaven, one 
of the few singing sales managers in 
the appliance business, has a fine bari- 
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about the firm’s new-line show at theater 


tone voice, and he went on the radio 
with a, 15-minute singing program 
every day, plugging the upcoming 
presentation continually. 

“Our plan of showing the new 
models was the result of a lot of think- 
ing,” DeHaven continues. “The 
kind of presentation we had in mind 
was too big to be staged in the store. 
We rented the Vogue Theater, a 
popular motion picture house in one 
of Orlando’s best suburban shopping 
centers, and for the next two weeks 
our advertising promised the buying 
public a free show of major propor- 
tions. It was to be a real two hours of 
entertainment with acts by the best 
local talent available, door prizes, an 
informal question and answer period 
and a showing of the new line of re- 
frigerators.”’ 


The Show Goes On 


With the promotional phase well 
under way, the company heads pol- 
ished up plans for the showing. As a 
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POTENTIAL CUSTOMERS flocked into nearby Bumby store on way home from 


theater where the company presented its show and new refrigerators 


r 
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SALESMEN took over in store to answer prospects’ questions, sold 31 new retrigera 
tors in first six days following the stage presentation. 


result, when it went on, the two local 
radio stations had representatives on 
hand to tape-record interviews at the 
door, and newspaper reporters and 
photographers added a touch of glam- 
our to the event by covering it com- 
pletely. Refreshments—plenty of 
orange juice and crisp cookies—were 
served in the lobby. Balloons were 
given to all children attending with 
their parents. Ten salesmen were on 
hand to act as ushers and to answer 
questions from those attending. 

Sales plugs were purposely kept to 
a minimum, the acts were well spaced 
and chosen for guaranteed entertain- 
ment and the show built up to a 
climax, the unveiling of the new re- 
frigerators. A drawing for free prizes 
—mixers, toasters and coffee makers— 
further rewarded the spectators. 

“We never lost sight of the fact 
that it would be the pay-off which 
would tell whether the other three 
points in our program for profit were 
successful or not,” declares DeHaven 


“One block away from the theater, at 
one of our three stores, refreshments 
were on hand also and we invited 
every one in the theater to go by the 
store, receive additional favors, and 
examine the new refrigerator line for 
themselves. At both this store and the 
theater, our audience registered their 
names, addresses and other general in- 
formation on index cards. It was 
these cards which were to provide us 
with sales prospects, of course, and 
which would prove the effectiveness 
of the promotion.” 


In Six Days—Payott 


Just how well does such a promo- 
tion pay off? In the first six days fol- 
lowing the big presentation, Bumby’s 
records bear out the proof of the 
pudding. His salesmen sold a total of 
31 new Kelvinator 1952 refrigerators, 
the company placed an order for an- 
other carload, and the prospect list 
was nowhere near exhausted. 
(Continued at bottom of page 152) 
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WASHER GAL 


ON THE GO 


























SERVICE’ EMERGENCY ot R. J. Bullard’s, Bessemer City, N. C., brings Miss 
Howell on a flying visit to explain how to get the machine operating 
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WHERE SHE'LL GO is outlined by Mary Howell to bosses Bob York, merchandising manager; Car! Williams, Bendix manager; and Larry Williams, sales manager. 






When they need sales training, a diplomat, 


a service expert, or just a plain group dem- 


onstration, 400 dealers in the Carolinas yell 


for Mary Howell of Southern Appliances, Inc. 


DAY in the life of Miss Mary 

Howell, home service represent- 

ative of Southern Appliances, 
Inc., of Charlotte, is a day filled with 
conferences, demonstrations, selling, 
and trouble shooting. 

Miss Howell, a pert 30, gained her 
experience by actually working in 
various appliance stores. She began 
learning all about appliances—and 
particularly washing machines—back 
in her home town of Todd, N. C., 
while still in her "teens. She spent long 
hours on the floor of dealers’ shops, 
selling, demonstrating, convincing cus- 
tomers they could save time, money, 
health and disposition with an elec- 
tric washing machine. She knocked 
on doors, rang doorbells and called on 
rural housewives after new power lines 
had gone up. She learned all about 
washers from top to bottom, who buys 
them and what makes them buy. 

The experience has paid off. To 
day, she not only knows as much 
about washers as any woman in the 
business, she also knows the secrets 
of selling, the troubles of the average 
dealer, the principles of distribution, 
and how to repair a washing machine. 

Her position as home economist re- 
quires her to undertake almost any 
task from instructing dealers’ salesmen 
to investigating complaints. She trav- 
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els all over North and South Carolina, 
driving her car from town to town, 
city to city and dealer to dealer. For 
this, she is paid a straight salary, ex- 
penses and a bonus. While she knows 
plenty about refrigerators, ranges and 
other appliances, her activity is limited 
to Bendix automatic washing machines 
exclusively. 

Carl Williams, Bendix department 
manager of Southern Appliances, Inc., 
believes Miss Howell is perfect proof 
that it pays a distributor to add a 
home economist to the staff. Says 
Williams: “Why, there isn’t a Bendix 
dealer in the Carolinas who doesn’t 
swear by her. Wherever she goes, you 
can see the sales graph going up in 
her wake. Our dealers are now getting 
first class help in demonstration, in- 
struction and selling tips from an ex- 
pert in the washing machine business 

and I wish we had a dozen more 
like her!” 

A Bendix retailer has but to send 
out a call and Miss Howell responds 
instantly. The call may be for a group 
demonstration, a sales meeting, a 
washer clinic, assistance in selling from 
the floor or to smooth over a com- 
plaint, but whatever it is, she can and 
does handle all of them. 

For a glimpse of Miss Howell in ac- 
tion, follow the pictures. 
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SHE SOLVES a complaint from a housewife with a personal visit which keeps SHE SPENDS plenty of time training dealers’ wives like Mrs. J. C. Walters of 
her happy by showing her that she was using too much soap Charlotte, knows that in small stores they are often the best salesmen 


a | ™ 





SUGGESTIONS that will be helpful in demonstrations are passed 
on to dealer Charles T. Smith (kneeling) and his Good Housekeep- 
ing Shop staff as Mary Howell keeps on the go 





TO ANSWER her questions on how to insure cleanliness, Miss AT DAY’S END Mary Howell is not ready for an evening of dancing, wants only to get rid 
Howell leads a housewife prospect to the stain removal chart. of high heels and forget about dealers, prospects and washers. END 
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“Better than Any Salesman” 


Mrs. Geneva McAffee (center in the photograph) joined Carmona’‘s, Redding 
Calif., as an extra sales clerk during a rush period five years ago. 


Her boss, F. A. Carmona 


says, ‘‘We have had men salesmen, but, for some 


reason or other, their sales do not compare with Mrs. McAffee’s.” 
Her own home is completely equipped with appliances and she talks to women 
on their own ground. She shines, says Mr. Carmona, at telephone and personal 


follow-up calls on initial contacts 


She’s an effective demonstrator of all laundry 


equipment and makes sure that her customers fully understand the equipment 


they buy even if st } ton tw 


instructional visit 


Mrs 


“Only a Woman Could Replace Her” 





Betty Westbrook Carver, manager of the home appliance department of 


the C. S. Collins firm in Placerville, Calif., is leaving her job, but before she goe 
she is training Mrs. Lorna Ronzone (right in the picture) to take over. 
Mrs. Carver got her job when Collins decided to expand his auto parts busine: 


and asked the local high school principal to recommend a girl 


Mrs. Carver, then 


Miss Westbrook, studied salesmanship, demonstrating, service, and before long 


became the genuine head of the department 


She ran the company’s booth at 


the county fair so successfully that she became a director of the fair itself. She 


46 ! 


ped the firm’s commercial refrigeration department and handles its so! 


GIVE WOMEN A CHANCE! 


So, you're afraid to let women sell in your store? They don’t measure up? Mister, 
here are six whose employers think they are doing a man-size job and who are 
enthusiastic on the value of women in the appliance business 


By CLOTILDE G. TAYLOR 


OOD salesmen, say deal 
ers, are hard to come by. Un 
der present conditions with 

inany active salesmen in the vetcrans 

reserve subject to call at any time and 
with the fresh crop of young men 
eligible for the draft, there is more 
reason than ever for the dealer to 
worry about the future of his sales 
staff. 

Why not try women? The sugges 
tion has come from many directions 

from trade magazines (ELecrrical 


many 
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\ieRCHANDISING has had several ar 
ticles on the subject), from manu 
facturers and distributors who strive 
to be helpful about dealer problems, 
from humecrous dealers h IVC 
tried women in their organizations and 
liked them. Some firms, including 
the Frigidaire Sales Corp., have even 
conducted educational campaigns for 
dealers. 

Nevertheless, there are not vet 
many more women in selling. The 
dealer who has not hired one hesi- 
tates to take on what he is afraid may 
prove to be a new problem. 

“Women are too easily discouraged 

thev are all right for store and coun- 


who 


ter sclling, but not for the aggressive 
competition and follow-up which 
mark the really good salesman,” said 
one dealer. 

“I’ve got a couple of good men in 
my employ right now,” said another, 
I don’t want to complicate things 
by adding women. They just wouldn’t 
get along together.” 

“Women prefer to buy from men 

especially when it’s something like 
machinery or appliances,” maintained 
a third. 

“Men don’t like to buy from wo 
men.” 

“My salesmen double as delivery 
men, do small service jobs and carry 
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out cold canvass work—I wouldn't 
ask a woman to do it.” 

“We just aren’t set up for it 
Period.”” These are common enough 
remarks. 

But here are six successful women, 
all of them from California, who, 
among them, refute every one of these 
arguments. They believe they are 
doing a good job and their employers 
think they are doing a good job. Onc 
man who is just losing a very capable 
woman manager of his major appli 
ance department is having her train 
another woman to take her place. 
“Holds her own with every man in the 

(Continued on page 140} 


1952—ELECTRICAL MERCHANDISING 








a | 


“Never a Salesman so Thorough” 


Mrs. Yetta Cairns’ selling job with the Sterling Furniture Co., San Francisco, 
started as a temporary thing when she was working as a demonstrator for a local 
distributor. Owner Sterling wanted someone who would not be subject to the draft, 
asked Mrs. Cairns to try out. 

In a sales contest held two months after she joined Sterling she finished second, 
today works side by side with the store salesmen and holds her own with them, 
although her income does not yet match that of the top men in the department. 
It will, she says, when she has had time to build up a following equal to theirs 

In her own opinion, Mrs. Cairns has an advantage over men in that she can 
follow-up her own sales with post-sales demonstrations and get more prospects. 


“Holds Her Own with Every Man” 


Mrs. Mabel Hervill has a special gift for building one sale into two as, for 
example, persuading an ironer purchaser that she needs an automatic washer. 
Mrs. Hervill (left in the picture), started her electrical career as a clerk with an 
electrical contractor. After taking a course in demonstrating laundry equipment 
she worked for a dealer, then for several makers, and, finally, as a free lance 
demonstrator. She even had her own booth at county fairs where she made direct 
sales and lined up prospects for future call-backs. Now she both demonstrates 
and sells at Holman’s department store in Pacific Grove, Calif., very successfully. 








“Her Customers are Loyal” 


When she was borrowed from another department of Levy’s department store 
in Burlingame, Calif., Mrs. Pauline Burge showed such exceptional ability in 
handling appliance sales that she became, first, a part-time demonstrator in the 
appliance department and, finally, a full-time salesman on drawing account and 
commission. 

Most of the time, says W. Culmer, department head, she tops the list of sales- 
men, is a very thorough worker and makes sure that her customers are satisfied— 
an important attribute in a department store operation. 

She starts each day at the telephone, lining up prospects. Her customers, says 
Culmer, are especially loyal and refuse to let other sales people wait on them. 





“Couldn't Get Along without Her” 


Right hand man to manager Sid Schelling of the Exeter Mercantile Co. in Exeter, 
Calif., is a woman—Mrs. Mary Bhesse. She started as a counter salesman, 
handling lamps and small appliances. Then, when the farm machinery company 
decided to build a separate department for its major appliances and to put more 
effort behind them, she was given the job of supervision. 

She handles all customers as they come in to the store and carries out the duties 
of appliance buyer. She and manager Schelling work together when there are 
policy and planning decisions tc be made 
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Prospects from 


AINT 





A line of paints doesn’t take up much space and 


doesn’t require much work at Bassett & McCully Appli- 


ances, Grand Ledge, Mich., but it pays a profit of its 


own and accounts for 50 percent of the store’s traffic 





Editor's Note: This is 


the fourth in a series of articles 
being handled profitably by appliance and radio-TV dealers 


on sidelines which are 
The first, Pots 


ind Pans Draw Appliance Prospects, appeared in November, 1950. Greeting 


Cards Pay the Rent was published in December, 1950 
1951 


Power Mower Boom ran in June 


HEN Bassett & McCully 
formed their partnership four 
and one half years ago, both 
had special interests in selling. One 
wanted to spend his time on the elec 
trical wiring phase, and the other felt 
that appliances and paints were more 


suited to his tastes 
‘Actually, our sideline of paints re 
quires very little effort to sell,” Rex 
McCully points out. “It also gives us 
1 good year-around business. Of 
the great push is during the 
ind summer months—April, 
June and July.’ 


Lead Themselves to Appliances 


ours¢ 
‘pring 


May, 


When people come in to look at 
paints, they generally look over some 
of the appliances on display. Inspect 
ing the appliances instinctively makes 
them curious about prices and also 
reates the initial desire that is re 
quired to make the sale. 

With the introduction of the roller 
painting method many people started 
to do their own painting. Previously, 
when a professional was needed for a 
good job, Bassett & McCully’s sold a 
lot of paint to the painting and paper- 
hanging tradesmen, but they had to 
give them a discount. Now, they sell 
more paint, and it is at an across-the- 
board price 

The average sale runs about $10 if 
the individual is just planning on a 
small job. Many sales have been for 
is much as $30 to $50, enough to 
paint rooms or the 
house 

“Since we handle Sherwin-Williams 
paint exclusively in Grand Ledge, peo 


ple come to us when they 


several 


entire 


want to buy 
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ind Cut In on the 


good paint,” McCully emphasizes. 
‘From our $28,000 to $30,000 inven 
tory they can find about anything they 
want. ; 

“If we are busy with another cus- 
tomer, or collecting REA light bills in 
the rear of the store, it gives the wait 
ing paint customer an opportunity to 
look over our appliances.” 

With gross sales on appliances run 
ning about $60,000 a year, the firm 
has found a good sideline that attracts 
customers and still provides a good 
profitable item 

Even if a customer comes just to 
buy a quart of paint, about 30 per 
cent of them end up by buying other 
items in the store as well. Sometimes 
it is an electric houseware. Over 50 
percent of the customers coming in 
primarily for paint linger to look over 
the displays of major and traffic ap 
pliances. 


“Gives Us an Edge” 


“That definitely gives us a good 
edge on our competitors. When peo- 
ple decide that they want to buy, say 
a television set, refrigerator, range, 
sewing machine, or one of our Ameri 
can Kitchens, they will think of Bas 
sett & McCully for the appliances,” 
McCully reasons 

The paint department takes little 
appliance space from the 30 x 75 foot 
display room. Running along a wall, 
the deep-set shelves provide a good dis 
play for the different types of paints 

In a small community like Grand 
Ledge (pop. 5,000), McCully thinks 
it is difhcult to reach numerous new 
customers each year. With about the 
same people year in and year out buy 
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Bassett & McCully store in Grand Ledge, Mich., features both 
paints and appliances, draws customers from grocery and 10- 


By FRANK A. MUTH 


ing merchandise, the only way to keep 
up a good volume of sales is to handle 
items that will give them something 
to buy frequently. If a person buys 
1 refrigerator, he says, that’s it. The 
store won't see him for a year or two. 
But when someone buys paint he'll 
be back in a month or so. 


Paint for Everything 


‘It’s surprising how many things a 
person can paint,” says McCully. “In 
1 rural community like this, we draw 
from a trading area within a six mile 
radius. The farmers need paints for 
their buildings, homes, and equip- 
ment. All of these need frequent 
coats of paint to give them a spruce 
ind prosperous appearance. Most of 
the farmers around here keep their 
farms in good shape.” 

McCully confesses that the new 
roller for spreading paint has increased 
interest in do-it-yourself painting al- 
most 95 percent. “It simplified the 
painting process considerably,” he de- 
clares. “The roller may not bring as 
much money as a paint brush, but, 
mn the other hand, it has more than 
ompensated for itself by the influx of 


users 
Both Men and Women Are Prospects 


Paint is an item that sells to both 
vomen and men. About 50 percent 
of the sales are made to wives in the 
community She often comes in 
ilone, but it is a cinch sale when her 
husband comes along with her. Many 
times a woman will drop by as she 
shops at the grocery next door or at 
the dime store on the other side of 
Bassett & McCullv’s 
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A surprising thing about selling 
paint in the community is that Mc- 
Cully has found Monday to be the 
best day for sales. Although the firm 
is open until 9:00 p.m. on Saturdays, 
Monday still produces the biggest sales 
volume. 

Most of the firm’s customers come 
in about 32 times a year, including the 
times they pay their REA light bills. 
They come partly because the firm has 
realized that to be of real service to 
their customers, they must offer bet- 
ter service and greater convenience. 
Thus, by serving the community well, 
Bassett & McCully’s serve themselves 
best. 


Needs Little Upkeep 


Little effort is required to keep the 
paint department in good » Han 
About once a week McCully checks 
over the stock and replaces that which 
has been sold with supplies from the 
storeroom in back. But, that only 
takes about an hour to do. There isn’t 
a lot of uncrating, lugging and lifting 
involved as there is with the stock for 
major appliances. 

When people in Grand Ledge hav« 
redecorating or appliance problems 
around their homes, they know where 
they can be solved. Whether a new 
appliance for convenience, speed o1 
comfort is needed, or if there is just a 
desire to make their homes look beau 
tiful, Bassett & McCully can come to 
the rescue. Handling paints, in addi 
tion to giving them a good profit, en 
ables Bassett & McCully to give the 
people greater help and service. This, 
in turn, has enriched their own repu 
tation Ind 
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cent stores on either side. It is Plenty of paint is carried, despite small display space, permits partner McCully to show a prospect exactly 
also an REA collection station. what he wants for a given job. 
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PAINT INVENTORY... PAINT ROLLERS... PAINT BUYER... 

an hour a week is required to keep a check on paint like the one being tested by this woman on her hus- will eventually become an appliance buyer, but paint 
stocks. Full-scale inventory is made once a year. Re- band’s chest have been responsible for big boom in sideline keeps him coming in until he is ready to 
placement requires no heavy lifting as with appliances do-it-yourself painting make his major purchase. 
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On the air for Clark & Jones, distributors in Birmingham, Ala., whole- 
sale salesman Joe Ford tells jokes, plays records and interviews dealers 
and celebrities, a successful format with which 


He Sells TV by Radio 


LONG about 4 p.m. every Sun 
A: iy, radio listeners all over north 
Alabama hurry to tune their 
dials to the Joe Ford variety show 
I'hroughout the rest of the week, mail 
pours into the studio offices, television 
dealers sell scores of additional sets 
and Clark & Jones, Sylvania distribu 
tors in Birmingham, watch the sales 
graph rise. 

I'he cause of all this is a genial, 
curly-haired appliance salesman in his 
early 40’s. Joe Ford has been selling 
ippliances seven years but he has been 
on the air as an announcer, actor and 
master of ceremonies for 20 years. He 
combines selling and broadcasting as 
naturally as a chef cooking ham and 
eggs and his radio stint is done as an 
iddition to his regular work as a dis 
tributor’s salesman. 

The half-hour Joe Ford Show, on 
which he plays records, jokes and in 
terviews celebrities and dealers, is cur 
rently geared to selling Sylvania tele 

ion sets. His sales pitch, based on 
the sure-fire appeal to “friends and 
neighbors” is highly effective, particu 
larly in the suburbs and TV fringe 
ireas, and the retail dealers served by 
Clark & Jones plug the program for 
ill they’re worth. They know it pays 
off for them by creating hundreds of 
television prospects in areas which 
might not be reached by any other 
form of advertising. 

Roy and Henry Jones, owners of the 
distributing firm which has been a 
Birmingham standby since 1912, term 
lord one of the best assets for selling 
television sets they've ever encoun- 
tered 

“The program is certainly a switch,” 
declare the distributors. ‘Television 
has been used to sell many radios and 
other appliances, and we're finding it 
works just as well to sell television 
through radio by creating interest and 
the desire for a demonstration.” End 


y] Interview with a dealer’s wife during course of program 
helps Ford discuss television without the obviousness of a 
planned commercial 


Consumers sometimes ask Ford for a personal demonstra- 
tion of TV. He responds readily, works hard to make the 
sale, then turns it over to a dealer 


1 Early in the week and late at night, Ford begins to prepare 
his script for the following Sunday broadcast, gets help 
from agency woman Arlene Voudrie 


Fan mail rolls in by the bundle following Ford’s broadcasts. 
Letters contain requests for music, commendations, sug- 
gestions, often ask about TV. 


Areas of greatest listener response are pointed out to 
sales manager Vaughan so that extra sales effort can 
be provided retailers in those areas. END 
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ONLY LEWYTS GREAT 
SPRING AD DRIVE 


gives you this 











7, MAGAZINES —640,000,000 reader impres- 10. ITINERANT DISPLAY— $1,000 window display % Bs 
sions in 11 of America’s biggest magazines for big department store windows! 
tne 
in ‘52! 77, PUBLICITY —Feature stories in Look, 
ys RADIO SPOTS—Reaching millions of pros- American Weekly, Collier’s, Everybody's 
pects in all 48 states every month! Digest...other leading magazines and 
3, TV SPOTS—Barrage of TV commercials newspapers conm-to-coent! 
giving thousand-a-minute home demos! 12. TELEPHONE DIRECTORIES —Lewyt dealers 
4. NEWSPAPERS —Not 1, but 2 campaigns a in all towns of 10,000 
tying in dealers locally city after city! ping 


73, NETWORK COMMERCIALS —20,189 radio 
5, OUTDOOR POSTERS— Two 24-sheet = f and TV announcements a month for 


showings coast-to-coast! Best bargain Lewyt! 


for the dealer in the industry! 7 ‘ : 
6. PROMOTIONS— Phenomenal traffic- 4. SHOWS AND EXHIBITS—Lewyt is displayed 


builders like “Lewyt 1¢ Sale,” ‘ Free in hundreds of shows coast-to-coast! 


Scatter Pins”! 715. SCHOOL PROGRAM-— Educational material 


7. CAR-CARDS—Catching women across the and program for high schools, colleges! 
nation headed for “downtown” shopping 16. TRAINING FILM—“Jr. Demo” alone has 
areas! trained hundreds of wholesale salesmen, 


&. 2 DIRECT MAIL—Low-cost 4-color postcards thousands of dealers! 
pulling in sales for stores of all sizes! P| 7. e MARKET PLACE—Profitable, complete 


9. FLOOR AND WINDOW DISPLAY—Spring vacuum cleaner department in just 3’x5’! ; 
Exploitation Kit identifies your store as 18.SPOT MOVIES—Low-cost mass demon- 
Lewyt headquarters! stration for movie theatres everywhere! 


DOIT 


9” Guaranteed by > Listed by , 
Good —— Underwriters 


boratories 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-5, 60 BROADWAY, BROOKLYN 11, N. Y. 
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12 
Suggestions 
for Better 
Sales 
Meetings 

















ENTRANCE AT REAR OF THE MEETING ROOM. 





















































Set up the chairs so that the entrance to the room is at the rear. Then anyone 
coming into the room can be seen by the speaker but not by the audience. If the 
entrance is behind the speaker, the oudience sees those who go by or come in. 
Remember that any audience would rather watch these outside activities than 
listen to you. It doesn’t have to be a babe in a red bathing suit passing that door. 











By EDWARD J. HEGARTY 


Director Sales Training 
Electric Appliance Division 
Westinghouse Electric Corporation 


ow do you consider that morning sales 
H meeting, that weekly sales meeting, 
or that sales meeting you feel that you 
must have at regular intervals? Some con- 
sider it a chore, other a pain, and still others 
a mechanical detail of the job of sales man- 
agement. But let’s look at that meeting from 
another angle. It is a group sale, isn’t it? 
Aren’t you selling the group on an idea, a 
plan, a promotion, or procedure? Well, why 
not give yourself the best setting for that sale? 
When you set out to sell a prospect in the 
store, or in her home, you want the most 
favorable setting, don’t you? Then when you 
are trying to sell this group of hard-boiled 
salesmen, all at one time in a meeting, won't 
you do better if all conditions are favorable? 
Sloppy meetings come from sloppy thinking 
about what you are trying to do. 

You can improve your sales meetings a lot 

if you follow these few suggestions. 














WATCH THE DETAILS. 

Details, details. That is what many of my friends 
say when | make these suggestions for their sales 
meetings, But the sales meetings in which the de- 
tails are well handled are the good meetings. 
Watch the next sales meeting you attend. Does 
the meeting run as if it has a purpose? If it does 
chances are the details are well handled. If there 
is fumbling, the man who runs the meeting hasn't 
paid attention to the small things and so his big 
ideas haven't been made as clear as they might 
have been. 











GIVE THE AUDIENCE A JOB. 


Keep the audience awake during your meeting 
by giving them something to do. Have one man 
help you demonstrate a point. Ask for a show of 
hands now and then. Ask for answers to a few 
questions. Have the group repeat a slogan after 
you. You might get them to stand up and stretch. 
But don’t let them go to sleep because you didn’t 
give them something to do. 











RAISE THE SPEAKER ON A PLATFORM. 

Unless your room is small, try to lift the speaker 
and the appliance he is demonstrating above the 
level of the meeting room. If he stays on the same 
level as the audience many of them can’t see him, 
his merchandise or his visual aids. Because they 
can’t see they lose interest. The other evening | 
was in a meeting in a hotel room where the speak- 
er was a short lady. As she expounded on her 
subject, all | could see of her was the feather on 
her hat. She had a nice personality too, and I’m 
sure that personality helped get over her message, 
but not to me; | couldn’t see. 


GET THE CHAIRMAN OUT FROM BEHIND YOU. 
The chairman sitting behind a speaker can’t 
do anything but sabotage what is going on. Per- 
haps he may tell you, “! want to see how they 
take it.” Okay, give him a job in the audience 
of doing just that, but tell him where to sit to 
watch. If he sits behind you and tries to light a 
pipe with a cigarette lighter, you haven’t a chance 
of holding attention. He might even go to sleep. 











GIVE A THOUGHT TO LIGHTING. 

Get enough light on the speaker and on his 
charts. We are in the electrical business, aren’t 
we? And we should know something about light- 
ing. So why should we have lighting of such low 
intensity that the audience can’t see? If you need 
extra lights to bring out features of merchandise, 
or to make the charts visible, use spot lights. 
When an audience can't see they strain for 
a while, then give up in disgust. Why should they 
think your property is important if you haven’‘t 
made it important by setting it off with good 
lighting? 





meeting 
one man 
show of 
to a few 
jan after 
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DON'T SET UP COMPETITION FOR YOURSELF. 

Don’t pass out literature for the audience to 
look at while you talk on; or a sample for them 
to examine. Let the speaker be the whole show. 
If you pass these things the audience will look 
at them rather than at you. They will pay atten- 
tion to the literature in the package or the sample 
rather than you. That means that you have just 
about wasted the talking you do while they look 
at that sample. So don’t set up competition, you 
have enough anyway. 
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TRY FOR GOOD VENTILATION. 

If you use a meeting room often, put in exhaust 
fans that will change the air at regular intervals. 
Electric fans will help keep the air in a meeting 
room moving. But don’t blow the fans at the 
audience. Blow them along the walls of the room. 
If you use large fans don’t place them behind 
the audience. Place them behind the speaker. 
Some busybody in the audience will always turn 
off that fan behind him. He does it because he 
can't hear. Put the fan behind the speaker and he 
won't stop talking to turn around and turn it off, 
he will try to talk loud enough to be heard. 
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KEEP ALL PROPERTIES COVERED. 

Don’t let the audience look at anything you 
are going to show. If you have a new product 
put a sheet or cover over it until you are ready 
to show it. If you let the listeners watch it, they'll 
form opinions. Keep it covered and they can’t do 
that. When you want to show your appliance, 
take off the cover and tell them what you want 
them to see. Ever notice that when you unveil a 
new appliance you get applause? Let it stand in 
full view of the listeners and you lose all surprise 
value. 
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Major Motor Manufacturer 
Praises KLIXON Protection 


Against Motor Burnouts 


LOS ANGELES, CAL.: Philip Hawkins, Shop Foreman of Wagner 
Electric Corporation's Los Angeles division, is a man whose word on 
motor protection is backed by plenty of experience! 

Says Mr. Hawkins: 


“It is our experience that those motors equipped with KLIXON In- 
herent Overheating Protectors constitute but a small percentage of 
those we see with burned out windings. 


“We believe that KLIXON Protectors contribute much to prevent 
motor burnouts.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 
The KLIXON Protectors illustrated are built into the 


motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 





, oy chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 

Automatic 


placements, it will pay you well to ask for 
equipment with KLIXON Protectors. 


IxO SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 


2505 FOREST ST., ATTLEBORO, MASS. 
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THE SPEAKER FACES THE WINDOW. 

Place the audience with their backs to the windows. Don’t let them 
blink at that outdoor light. The bright sunlight blinds them. Besides 
they might watch the window washer across the street or the traffic on 
the avenue and you are not selling traffic or window washing. 





PROVIDE FOR WRAPS. 

Provide a place for the members of the audience to leave their 
wraps. If you can’t use the regular check room in the building bring 
in coat hangers. Don’t have the audience sitting with their wraps on 
their laps. You know how you feel when you have to watch your hat. 





WATCH FOR FUMBLING. 

Don’t stop your meeting to set up a motion picture projector, to 
borrow a knife to open a package of literature, or to do many of 
the other things you have seen speakers do. If you have to move a 
group to set up a projector, call a recess while you do it. 
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“Cut TV 


Prices?.. 


By 


TOM F. BLACKBURN 


LOW PRESSURE SELLING is good selling, believe Victor Joerndt and Julius 
Ventura of the Appliance TV Center—so they deliberately get pictures full of 
snow to show prospects like this one what average Kenosha reception is like. 


At the Appliance TV Center of Kenosha, Wis., it has not 


been necessary, because they carefully point out the 


hazards of ownership and the need for good service in 


their not-too-good reception area, make a real effort to 


keep customers happy and run intelligent ads explaining 


their “no deals,” satisfaction-or-money-back policy 


LOOKING FOR A “DEAL? 
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STRAIGHTFORWARD advertising makes 
no exaggerated claims, but gets high 
readership. Ads like this emphasize com- 
pany policy of keeping customers satis- 
fied with good service, returning their 
money if they are not 
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MAN went in to the Appliance 
A lelevision Center in Kenosha, 

Wis., (pop. 54,360) and bought 
himself a television set. When tech- 
nicians of the service department went 
out to install it, they encountered an 
impossible situation. A leaky trans- 
former in the neighborhood blotted 
out all but two channels. 

“If you aren’t satisfied with this, 
you can return the set and get your 
money back,” they advised. The cus- 
tomer shopped about, found another 
dealer who would guarantee reception, 
and asked for the return of his money, 
which was granted. 


Satisfaction or Money Back 


A week later he returned to the 
service department at the Appliance 
lelevision Center. “Did the other 
dealer get you more than two sta- 
tions?”’ he was asked. The answer was 
no. “Did he give you your money 
back?” was the next question. 

“No, he said I’d bought a television 
set,” the customer replied. 

All of this leads up to a statement 
made by Julius Ventura and Victor 
Joerndt of the Appliance TV Center, 
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606 57th St., that they have sold over 
2,700 TV = sets since they started 
handling them four years ago and 
have never cut prices. 

Their policy is based on two rules: 
(1) Keep the sets sold by keeping 
them operating satisfactorily; (2) 
Money back if not satisfied. 

“The fellow who cuts prices,” they 
explain, “never tells you he is also 
cutting out the service you need to 
get satisfaction.” 

In addition to the list price on a 
sale the customer pays a $20 service 
charge to cover the first 90 days. It 
costs him $88 for a 20-foot tower. A 
second year of insurance on parts—no 
service—costs the customer $65. 

To have a man call costs $3 mini- 
mum; this covers the first half hour, 
and it runs $3 for each extra portion 
of time. Pick-up of the set is another 
$3, and parts are extra. 


No Blue Sky 


No effort is made to persuade a 
new owner that everything is going 
to be serene. 

“Figure on television costing you 
about $50 a year for service,” Julie 
Ventura tells customers. “But re 
member the entertainment you get 
will make that cheap compared with 
going to movies.” 

On the other hand, Appliance TV 
Center agrees to shoot square with its 
set owners. Just the other day it put 
in working order a set whose owner 
had paid $65 for a new picture tube, 
$20 for small tubes, and which still 
didn’t work. Appliance Television’s 
bill was $8. 

In its selling, Appliance TV Center 
is notoriously low pressure. A_pros- 


We 
EVER 
Do” 


pect is purposely shown pictures that 
are full of snow. “If you don’t like a 
picture that good, you shouldn’t buy 
a set,” Ventura tells him. “You'll get 
a lot of programs no better than that 
in Kenosha.” 

“Our idea of telling customers to 
expect trouble in advance,” says vet- 
eran Victor Joerndt, “is to avoid any 
buildup which will lead to a bad taste 
in their mouths.” 

Both Joerndt and Ventura regard 
themselves as half-assigned service 
men and spend evening after evening 
calling on owners: “Just dropped in 
to see that you get $540 worth from 
your television,” they tell owners. As 
a result they have even sold television 
to Montgomery Ward employees, 
who can get it at a discount from their 
own stores. 


Readable Advertising 


Possibly what has attracted the 
most attention to the firm is its bril- 
liant advertising. It sounds old-shoe 
and talks about what people think. 
Vic and Julie work it out together. 

Recently RCA-Victor dropped 
prices and a competitor announced 
that he was running a sale. Vic and 
Julie explicitly said, in their advertis- 
ing, “RCA drops prices nationally- 
this is not a sale—these are factory 
suggested prices and we pass the sav- 
ings on to you.” 

Readership of Appliance TV Cente: 
ads has been high because they look 
right in the horse’s mouth. “Looking 
for a Deal?,” “Ever Wonder about 
Prices?” and “Does Your Neighbor 
Own a Television Set?” all brought 
telephone calls from Kenosha citizens 
who had read and liked them. End 





























“ON EWING machines must ) 
S pushed to be sold—not onl 
K pushed after you have been 
handling them for some time, but es 
pecially so when you first take on the 
line Winfield Gilmour Warren 
Ohio, dealer, claims. When he first 
took on the Domestic line almost a 
vear ago, Gilmour's sales lagged, so he 
planned a contest that would attract 
utention to his store and get leads 


Many old machines were in usc 


town George Streitlerdt, man 


wer of the stor savs. “Some ol them 
re 15 to 20 vears old. We felt that 
oldest sewing machine contest 


ould get people to call us about their 
ld 


Id machines and would give us a 


lance t 


o check the contest entry and at th 
same time give a demonstration of a 
new machine 


Whenever a call came m about the 


ontest, a salesman was sent right over 


OUTSIDE CALLS were made on all con 
test entrants who did not visit the store 
Men make all demonstrations 


REALLY OLD is the 1908 machine which a housewife turns in to store manager 
seorge Streitferdt to win oldest-sewing-machine 


portable sewing machine 


visit them in their homes — standing that the full purchase price 


From the 200 entries in 


oxen 


AFTER CHECKING mode! and serial number on an old machine, Streitferdt 





IN-STORE DEMONSTRATIONS attracted 
women who came in to file entries. Here 
Q prospect tries machine for herself 





onstrates a portable. Women were surprised attachments fit portables 


Oldest - Sewing - Machine Contest Makes 65 Sales 


Warren Gilmour's new line of sewing machines 
did not sell because he did not have prospects. 
So, he got prospects—200 of them—and turned 
32 percent of them into sales with home calls 


us,” Streitferdt states, ‘““The machines 
certainly hold up well, and many of 
these people were in the market to 
replace their treadle machines with 
good electric models.” 

Numerous people came to the store 
when they were downtown shopping, 
so we let them fill out a coupon about 
their machines and gave them a good 
demonstration on a cabinet model 
from our sewing booth in the store. 

“We think the contest was a great 
success because it helped us get ac 
quainted in the sewing machine busi 
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ness. \ promotion is needed to sell 
machines. They must be pushed, and 
this contest was the push that proved 
successful,” Streitferdt proudly reports 

Sewing machines have been a very 
profitable item in the store,” Gilmour 
points out It is one item that I 
would like to have moving all the 
time. Naturally, in the winter we de 
vote more attention to television, but 
sewing machines sell in any season. All 
you really need is a little pushing to 
do the job.” 

Over 65 machines were sold durin 
the oldest machine contest. (It turned 
out to be a 1908 model.) Aside from 
the method used to get these sales, Gil 
mour’s has tried another plan to at 
tract attention to its sewing machine 
department. Ads offer free servic: 
check-ups (without repair) and oil 
“We can find many machines that ar« 
in need of replacement this way 

(Continued on page 94 
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NOW Every Mowth CAN BE A 


BLANKET-SALES MONTH! 


Both NRDGA and industry figures prove that 
electric blanket sales are made every month. Don’t 
miss the tremendous opportunity in the off season 
for gift purchases and lay-away plans. Universal 
now brings you the industry’s first complete year 
‘round promotion specially designed to create 
extra sales. Take advantage of this tremendous 
national and local promotion and enjoy the 
greatest electric blanket sales in history. 


SEE YOUR DISTRIBUTOR TODAY! 
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_ UNIVERSALS 


Golden © 
SLUMBER PARTY 


A complete, integrated series of promotions to insure 
year ‘round sales of Universal Electric Blankets 




























plete promotional package designed to stimulate 


GOLDEN ORCHID GIFT PROMOTION—A com- 
@ gift sales from May right through the year. 





The second in the series is an extra-value, extra- 
profit plan to get lay-away sales started during the 
summer and early fall months. 


ZF FALL SLUMBER PARTY JAMBOREE — “Number 
* 


2 TREASURE CHEST LAY-AWAY PROMOTION — 
@ 





3” is an all-out sales drive with your store as head- 
quarters for the biggest, most complete seasonal 
Electric Blanket Promotion ever made. 





4nd Here's No- tin my, 
GOLDEN SLUMBER PARTY Series... 
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Featuring the Beautiful NEW 
‘ (olden Onchid, Gift Package 








Decorated with an exquisite 
golden orchid, this luxurious 
gift box makes the perfect 
setting for “The Perfect 
Gift” . . . a Universal Electric 
Blanket. Its striking beauty, 
displayed on your counter, or 
in your window, will attract 
the eye of every shopper. 





4 by 
C C / 
IT’S YOUR Soff 


Open the hinged cover and make a perfect, self-selling display! 
An acetate insert keeps the blanket spotlessly clean. The inside of the 
cover contains the complete sales story in striking full color. Here’s 
a display that will keep selling because it also gives all the necessary 
instructions on how to operate and care for a Universal Electric Blanket. 
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¢ aentd gift promotion 


ELECTRIC BLANKETS 


For Year ‘Round Selling of this Tremendous Gift Market! 


Every year there are 1,800,000 Brides, 35,323,000 Anniversaries, 110,000,000 Birth- 
days ... every day is someone's special gift occasion! Now, Universal’s great year ’round 
“Slumber Party” puts you into this ready market with a complete gift promotion, from 
national advertising right down to point of sale. It will make Universal Electric Blanket 
sales easy ... as the number one gift item for every occasion! 


IT’S BACKED BY MILLIONS OF IT’S PROMOTED ON COAST BEAUTIFUL HAWAIIAN ORCHIDS 
ADVERTISING IMPRESSIONS! TO COAST RADIO AND TV! WILL BUILD STORE TRAFFIC! 
Universal's advertising will be spear-headed All over the country, people will be seeing 
by magazines especially aimed at the bridal and hearing about Universal Electric Blan- 
market. But we're also covering millions of kets and the way to more restful sleep. orchids flown direct to you from Hawaii. 
other electric blanket customers with full color Watch for these sales-making shows on your Give them away, Free, and bring buyer 
ads in major magazines, local station . .. your customers will! traffic to a new high! 


Here's the perfect way to bring customers 
into your store. You can get these beautiful 


FOR YOUR lad A COMPLETE KIT OF 
(olden (ichid, PROMOTIONAL MATERIAL 





v. @ Consumer Folders @ Catalogue Pages @ Counter Card 

SELL WITH CONFIDENCE @ Gift Certificates @ Sales Instructions @ Ad Mat Sheet 

All Universal Electric Blankets 
now carry a 


TWO YEAR WARRANTY 


@ Spot Radio and Television scripts 


This Two Year Warranty is added assurance 
of the quality built into Universal Electric 
Blankets. Your customers can be confident 
they are buying sleeping satisfaction. 
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TELEPHONE CALLS ond direct mail pieces handled along with kid 


rer 


ths 


ervice were 


Myer and Billie Parsons started small when they opened the Hyde Park 
Electric Co. in Austin, Texas, four years ago. Now they sell majors and 
wiring supplies, too, but traffics still make up a third of their volume 





SMALL APPLIANCE REPAIRS built traffic when customers 
jiscovered they could get their units back in good operating 
ndition in 24 hours 


PAGE 
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responsible for bringing in first customer 


SUCCESS with small appliances inevitably led to the addi- 
tion of major appliances and prospects to buy them 


traffics 


still 





: they had. The 
; deal advertised was an offer of a $1 
credit on a repair job. Not one per 





Lhe. 


account for third of volume 


tressed the new Hyde Park Electric’s 





NOUR vears ago Myer Parsons 
4 found himself impaled on both 


of a dilemma 

The G.l. dough that wa 
him through the University of Texas 
Was running out with his graduation 
Second, his wife was expecting a new 
baby. It was time for him to get to 
work, but at what? 

It so happened there was for sale 
1 small wiring supply business on the 
north side of Austin (pop. 131,964 
t 1 garage-sized struc 


t was housed in 
ture, with the twin assets of being lo 


putting 


cated on Highway 81 and being in 
Hvde Park, a section of Austin that 
was rapidly developing 

So, Mver and Billic Parsons bought 
it with the idea of emerging in full 
bloom as an appliance business. Theit 
issets were a wiring supply inventory 
ind a. service man named Rees 
Turner, who could repair both radios 
ind small appliances 

Then Myer called on Westing 


house Electric Supply in San Antonio 
IIe was advised to feel his way into 


a “ 
the appliance business by first plug 


ging small appliances. Later on he 
ould take on one major and trv his 
luck with that 


First Disappointments 


l'irst step by the Hyde Park Electric 
Co., the new firm, was to buy a men 
tion in a radio gossip column on a 
local station. Immediately following, 
Billie, with baby on knee, picked up 
the phone and proceeded to telephone 
families with exchanges listed north 
of 29th St. Had they heard the radio 
program? Some 50 percent replied 


Hyde Park Electri 


cent of the listeners who said they had 
heard the deal responded. It was dis 
ippointing. 

Then Billie got busy and_ started 
following up with postcards. She fig 
ures she mailed them to one third of 
the population of Austin. Only one 
of them got a big bite, and that was 


in offer of a free Cold-Keeper bag to 
inyone calling at the store. In re 
sponse to 4,000 cards dropped in the 


mail box, 1,000 bags were called fo 
within three days 

hen the angle that 
trick was discovered. 

Most people with broken down ap 
pliances who took them to dealers 
found out that they were shipped to 
San Antonio for repair and anywher 
from ten days to two weeks went by 
before they got them back. They 
wanted repairs done now. The dis 
covery that the Hyde Park Electric 
Co. could give them most repairs with 
in 24 hours brought a vowl of ap 

il, and customers. 


turned the 


$1 for Your Old Appliance 


When a customer came busting 
through the door with a broken appli 
ance in his arm, as a rule he didn't 
want to fool around with it. He was 
often willing to make a deal then and 
there for a new one. Offer of $1 allow 
ance on the old item toward the pur 
but chase of a new one broke a log jam 
Continued on page 102) 
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Ala? 


Another Jet 99 sell-out! Jordan Marsh in Boston, 
one of the nation’s foremost retailers, was completely 
cleaned out of its stock of Jet 99 cleaners just one week 
after it was placed on sale! 


In cities and towns of all sizes, coast to coast, the revo- 
lutionary new Jet 99 cleaner continues to set unprece- 
dented records. In Detroit, in Atlanta, in Chicago, in 





Wichita the reports are . . . “acceptance sensational!” 
What’s the reason? Exclusive Jet 99 features make 
the difference... “empties in 2 seconds”... “jet power 
gets more dirt, with air alone’’. . . “carries like an over- 
night bag upstairs, downstairs, all around the house!” 
It’s the biggest profit-pyramiding cleaner in history. 
Call your Universal Distributor today! 


SWEEPING THE COUNTRY 











3 ameRicns Nod CANE, 


$1,000,000 ON THE LINE BEHIND THE JET 99 


I 
jam 
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bb! wou) Kifeheus get Hany 


Don’t miss the idea-packed pages on solving 
kitchen problems in the May COMPANION’s 
“Your Kitchen Can Be Penny-Wise and 
Good.” Portable accessories make all the dif- 
ference in these modern, economical kitchens. 

Emphasis is on electric roasters, window 
fans, dishwashing attachments, can openers, 
electric clocks and mixers, roll-about tables, 
pin-up lamps and other useful equipment. 


MELY...IT’S IN THE COMPANION 





Here’s a complete time and money-saving plan 
for convenience and utility. 

It’s a news article with a different slant on 
kitchens, directed at today’s needs. Turn some 
of that aroused, demanding reader traffic in 
your direction. With very little effort on your 
part, it can become store traffic for you. Show 
the COMPANION. Show the product. Then 
watch eyes light up — and purses open! 


WOMEN’S SERVICE 


M p AN | () N THE TIMELY 
Wnmans Some MAGAZINE 


CURRENT CIRCULATION MORE THAN 4,300,000 


(SZ 


ALREADY PRE-SOLD 


Get a running start by fea- 
turing COMPANION-adver- 
tised goods. Pick out below 
the Electrical Products that 
you carry—then cash in-on 
the COMPANION’S No. | edi 


torial boost! 


Admiral Dual-Temp 
Refrigerator 


Air-Way Sanitizor Vacuum 
Cleaner 


Bendix Automatic Dryers, 
Washers & lroners 


Cadillac Cylinder Vacuum 
Cleaner 


Domestic Sewmachines 


Farberware Percolator 


Robot 
Frigidaire | 
Frigidaire Electric Ranges 


General Electric Steam & 
Dry Iron 


General Electric Visualizer 
Iron 


General Electric Washers & 
lroners 


General Mills Tru-Heat Iron 


In-Sink-Erator Electric Food 
Waste Disposer 


Lewyt Vacuum Cleaner 


Odor-Master Electric 
Deodorizer 


Osterizer Liquefier-Blender 


Presto Automatic 
Deep-Fryer 


Silex Steam Iron 

Sunbeam Mixmaster 
Sunbeam Toaster 
Universal Coffeematic 
Universal Cook-a-matic 
Universal Stroke-Sav-r Iron 
Westclox Electric Clocks 


Youngstown Kitchens 
Automatic Dishwasher 


Youngstown Kitchens 


THE CROWELL-COLLIER PUBLISHING COMPANY— PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN'S HOME COMPANION ee 
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FREE COCA COLA, $1400 worth of it, was given away 
ar by dealer Mull (left) to customers, prospects 
in his three North Carolina stores. 


lest ye 


and lookers 


FREE PRIZES, such as this sewing machine, refrig- 
erators and heaters, have been given away to oldest 
and youngest couples at Mull promotions. 


Free Gifts for Everyone . . . 


... is just like casting bread on the waters, says Bill Mull, who uses free 
drinks, gadgets and prizes to keep his volume at the $400,000-level 


ILL. MULL gives away $1,400 

worth of Coca Cola in a year 

and he figures it brings him in 
$100,000 worth of business. 

“It helps soothe a lot of complaints, 
says Mull, a 300-pound North 
Carolinian appliance 
stores in the towns of Concord, Kana- 
polis and Landis. 


too,” 


who operates 


An old hand at exploiting the sales 
possibilities of give-aways, Mull keeps 
refrigerators full of Cocoa Cola on 
hand at all three of his stores and 
every shopper in the tri-city area knows 
she has but to drop into one of the 
stores for a refreshing pause in her 
shopping rounds. 

The idea of providing free drinks 
to shoppers is but one of many sales 
stunts which Mull has put into op- 
eration in his years of appliance sell 
ing. He handles several major lines, 
including Leonard, Bendix, Kelvin 
ator, Hotpoint, General Electric and 
Youngstown, and does an annual busi- 
than $400,000 in the three 
entral Carolina towns in which he op- 
erates. A good percentage of this busi- 
ness is attributed by the dealer to his 
vive 


ness of mor 


away program 


The Come-ons Work 


‘We've found that gifts, prizes and 
iwards are just about the best 
ness getters an appliance dealer can 
use,” he declares. “Any kind of door 
prize worth about 20 cents is the great- 
est come-on in the world. We give 
them out at all anniversaries, sales and 
special events we stage and, invari- 
ably, get a fine response from the 
give-away. These prizes include salt 


busi- 
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and pepper shakers, plastic refriger- 
ator trays, washing powder, skull caps, 
and similar items. People love to get 
something free and they will come 
from all over the section to get it.” 


Large Supply On Hand 


Mull has been giving away these 
minor items for years. 
boxes of them on 
every customer who 


He keeps big 
hand and almost 
enters the 
receives a gift of some kind. 

“Even if they don’t buy anything at 
the time, they remember the gift,” 
says Mull, “particularly if you've got 
your name or the name of your prod 
uct on it. They like to tell a neighbor 
where they got it, and send the 
neighbor scurrying down to get one 
herself—and we get a chance at an- 
other potential customer.” 

Sometimes, the Mull give-away sys 
tem is done on a larger scale. In 
recent promotions on certain items, 
Mull advertised extensively in the 
local papers that certain major appli- 
ances would be awarded to lucky regis- 
trants at a drawing. Instead of simply 
awarding prizes, he divided the prizes 
into various categories—a sewing ma- 
chine to the youngest mother and 
father, a heater to the oldest married 
couple, a refrigerator to the largest 
family which registered, and similar 
offerings. Promotions of this type 
have made Bill Mull famous in the 
Carolina area he serves. 

In addition to the practice of em- 
phasizing give-aways to spur traffic, 
create good will and build up his 
prospect list, Mull also utilizes the 
system of selling certain commodities 


store 


too, 


1952 


at cut prices. This system is one of 
stocking up on hard-to-get, unusual or 
widely used items and selling them far 
below price in order to attract shop- 
pers into the store. 

For example, when fresh yard eggs 
were selling in the Kanapolis-Concord 
area recently at 51 cents per dozen, 
Mull placed an ad in the local 
papers advising shoppers that they 
could obtain fresh yard eggs at his 
stores for 39 cents a dozen. He had 
arranged with a nearby poultry raiser 
for 150 dozen eggs, placed them promi- 
nently on display in the store and al- 
lotted “a dozen to a customer as long 
as they last.” 

“Of course, we lost money on the 
eggs,” he recalls, “but we packed shop- 
pers into the store all day and sold at 
least 20 extra major appliances, solely 
through the egg stunt.” 


New Account Created 


Using the same idea, when Mull 
opened his third and newest store in 
Landis, a neighboring town, he bought 
up 700 linoleum rugs of an unusual 
type which were hard to get in that 
area. He placed them on sale in the 
store at $3.95, requiring four cents 
down and a weekly payment of 25 
cents. ‘ 

“Those rugs went out in a steady 
stream all day long,” says Mull. “We 
didn’t count any profit on them 
but we did add 600 new accounts to 
our books in the first week of oper- 
ating the new store. It meant a guar- 
anteed flow of traffic for weeks to 
come.” 

Not exactly in the give-away line 


FREE GIFTS, such as salt and pepper shakers, meas- 
uring spoons and food container, are given to every 
shopper who gets a demonstration in a Mull store. 


but closely bordering on it, is Bill 
Mull’s frequent promotions on trade- 
ins. Recently, he staged a “We Swap 
For Anything” campaign. His ads 
told shoppers simply to bring in any- 
thing they had on hand which might 
be acceptable toward swapping in on 
a needed major appliance. 


Motley Collection 


“You never saw such a response,” 
declares Mull with a big grin. “We 
got real estate, automobiles, plas- 
tic chairs, eggs, ham, and one man 
even came in bringing a goat. We 
sold $5,000 worth of appliances on 
that one, with no price cutting in- 
volved, although we did let the man 
keep his goat.” 


Top Salesmen 


The Mull salesmen themselves are 
somewhat of an attraction to shoppers. 
One of them is a former all-American 
football player, another an ex-big 
league baseball player and a third, a 
leading civic worker in Kanapolis. All 
of the salesmen are widely known in 
the tri-city area. They know Bill 
Mull’s objective in emphasizing give- 
aways and they have been trained to 
follow up on each free gift. 

“In these salesmen, of course, lies 
the true effectiveness of give-aways,” 
Mull points out. “No matter how many 
things you give away to attract traffic 
into the store, it means nothing if you 
don’t have the salesmen who can ex- 
ploit and demonstrate your merchan- 
dise to the customer to the best 
advantage, after you get him into the 
store.” End 
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DEEPFREEZE 








Your two 

“sure winners’ for 
extra profits and 
satisfied customers 


/ WOME FREEZERS REFRIGERATORS 


PAGE 


BY DEEPFREEZE 


They're the “favorite” in your sales derby—the home freezers 
whose famous name is repeated countless times a day by 
thousands of homemakers throughout the country. 

Behind that name is the industry’s most extensive experi- 
ence in building home freezers—experience that has resulted 
in the finest, most complete Deepfreeze line ever built—the 
new Deepfreeze Home Freezers for 1952. There are 6 models 
in 4 sizes—7, 13, 17 and 23 cu. ft.—and every one offers 
larger capacity at lower cost! 

Each of the new Deepfreeze Home Freezers combines 
beauty that makes it stand out on your floor—with features 
that make it a “standout” profit builder for you! 


Exclusive! Deepfreeze “Menu-Maker” 


Four one-pint containers for pre-cooked meals or left-over foods. Freeze, 
heat and serve dinner in them. Made of anodized aluminum in gold, 
green, red and blue. Extra convenience! 


Exclusive! Deepfreeze “Handy Basket” 
Double-deck bosket has unique hinged side for easy removal of bottom 
packages. Holds two rows of commercially packed foods and has con- 
venient pastry rack for pies and cakes. 
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BY DEEPFREEZE 


One spectacular success leads to others and here they are— 
Refrigerators by Deepfreeze, designed and built with the 
same ingenuity and craftsmanship that carried the Deepfreeze 
“colors” to fame in the home freezer field. 

In addition to automatic defrosting and numerous other 
wanted features, the new Deepfreeze Refrigerators offer all- 
around utility and step-saving convenience that your cus- 
tomers have been waiting for. 

8 models, from 9.3 to 11.5 cu. ft., enable you to offer 
Refrigerators by Deepfreeze to customers in every “bracket.” 
Capitalize now on the Deepfreeze ‘Daily Double!”’ Feature 
Deepfreeze Refrigerators and Home Freezers together! 


Exclusive! Deepfreeze Freezer Compartment! 


Only Deepfreeze has the genuine Deepfreeze Freezer Compartment. It 
stores approximately 50 Ibs. of frozen foods and really keeps ice cream 
hard. Separate freezer shelf holds ice cube trays. 


Exclusive! “The Door That Stores More” 


Not just shelves, but features in the door! Outstanding are the Deepfreeze 
“Handy Jugs” for juices or water—and the “Handy Bin” for small greens, 
fruits or vegetables. Found only in Refrigerators by Deepfreeze. 


MAY, 
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If you aren’t, 
you should be! 


If you're not a Deepfreeze Dealer 
already, you're missing the best bet in 
the appliance business. The greatest 
Deepfreeze national advertising program 
in history is now in full swing and a 
carefully coordinated promotion program 
for Dealers is producing a record 
number of prospects. Contact your 
Deepfreeze Distributor or write us today! 








TRADE-MARK REG. U. S. PAT, OFF. 


Deepfreeze Home Appliances 


© 1952 Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois. 
Makers of genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters. 
Specifications subject to change without notice. 
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Ina FOWLER 


as in a nursery. 











GLASS is there 


for health and protection 
, family health is most important, 


sanitary glass is on the job! 


In a Fowler, glass is bonded to steel inside the tank 
to provide cleaner hot water and longer service. With 
this smooth, durable, rust-proof lining in a Fowler, 
water never touches metal. There is nothing to rust 
or corrode. 

Glass-lining is only one of many outstanding fea- 
tures which Fowler offers to assure owners of finest 
water heating at lowest cost. 

Fowler electric water heaters are backed by 20-year 
prorated warranty. Gas water heaters are backed by 
15-year prorated warranty. 

All Fowler water heaters are economically priced for 


quick, profitable sale. 


Inquire now about Fowler 


FOWLER 


Yas toned 
Water Heaters 


Manufactured by Fowler Manufacturing Co., 2545 S. E. Gladstone, Portland 2, Ore. 





PAGE 86 





f 
i 
: 





| joke. 
| He’ll tell you that even the most com 


Protect Your Store 
From Loss by Fire 





Simple safeguards may save you 
from starting all over again 


IRES in retail radio and appliance 

stores during the past several years 
have consumed several million dollars 
of property and inventory. This loss 
does not even take into consideration 
lost business and customers. The great 
majority of such fires were completely 
unnecessary and were the direct result 
of carelessness and not 
common sense 

Not only does the entire industry 
feel the effects of these conflagrations 
which are reflected in ever-increasing 
insurance premiums, but approxi- 
mately half of the shops hit by fire 
never re-open their doors. Of those 
that do resume business, about one 
quarter are forced to the wall within 
three vears. 
An appliance-radio store fire is no 
Ask the man who's had onc. 


using good 


prehensive insurance policy cannot 


| cover fully such aftermaths of fire as 
| loss of patronage, unemplovment and 


worthless stock. 
Enemy No. 1: Carelessness 


According to fire safety experts, 90 
percent of all fires in the field can be 
prevented. This means that careless 
ness—fire’s most able assistant—is do 
ing its work well. Carelessness is the 
human error. It’s the forgotten ciga- 
rette on the counter, the pile of rub 
bish too near the furnace, the penny 
in the fuse box, the unswept stock 
room. 

Fire experts blame cigarettes for 33 
percent of all mercantile fires. What 
can you do to fight this hazard? Keep 
plenty of ash trays handy. Put them 
on in rest in the 
office and wherever people congregate 
in your It’s wise to prohibit 
smoking entirely if vou can. 

Misuse of electrical equipment is 


counters, rooms, 


store 


the second highest cause of blazes 
Electrical equipment, especially that 
bearing the seal of the underwriters, is 
normally safe to use and given propet 
care will perform. satisfactorily for 
years. But like anything else, if abused 
or neglected, it can cause trouble. 

How much importance do you at 
tach to the common, everyday fuse? 

Let’s hope it’s plenty, for this vital 
link may some day stand between you 
and a destructive fire. The fuse acts, 
in effect, as the safety valve of the 
electric circuit. When an electric line 
overheats, due to an overload—the fuse 
melts, breaking the circuit. If the 
fuse has been replaced by a substitute 

a penny for example—the line will 
continue to overheat, causing the in 
sulation to burn off and a fire to break 
out. To be on the safe side, use only 
the fuse called for. 

When frayed or broken electric 
cords are discovered on your premises, 
replace them immediately and try to 
avoid “handyman” repairs. Many peo 
ple think the application of adhesive 
tape will make a cord as good as new, 
but fraying is actually a danger sign 
that should be heeded to ward off fur- 
ther trouble. It means the insulation 
has outlived its usefulness. 

Check your entire electrical system 
at least once a year. By anticipating 
trouble, you can often forestall it 
I'he money spent in this way may save 
your business later. 

Your furnace and allied equipment 
should be thoroughly checked before 
firing up each year, preferably by a 
heating expert. Flues, ducts and 
chimnevs should be checked frequently 
for rust spots, loose bricks or other 
defects. Repairs must be made imme 
diately if such gaps are found, since 
escaping sparks and embers account for 

Continued on page 90) 














“ALL YOU HAVE TO DO IS SAY YOU'D BE GLAD TO HAVE IT ON A WEEK’S FREE TRIAL 
WITHOUT COST OR OBLIGATION” 
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rises, 2 - First it was Deepfreeze Home Freezers that 


Ao skyrocketed the Deepfreeze name to fame 
esive throughout the world. Then came Deepfreeze 
new, Refrigerators, “bred” with the same skill 
a anh (NG and built for the same matchless perform- 
tion | ce = ance. Now still another thoroughbred stands 
ae a beside them, new Deepfreeze Electric Ranges 
ting == that offer you new opportunities to “pyra- 
it — mid” your profits. 


They're beautiful ranges, as you can see 
“in by the picture. The last word in styling. But 
“ that’s only the beginning! In efficiency and 
design they're far ahead of the field. From 
their Super Speed Surface Units to their Ban- 
quet Size Ovens, they offer every wanted 
feature including fully automatic cooking. 
See your Deepfreeze Distributor or write 
us for full information! 





ROUND and TaBLE-TOP 
DEEPFREEZE ELECTRIC 
WATER HEATERS 


TT The complete line of Deepfreeze 




















Electric Water Heaters—in both 
round and table-top models and 
in a wide range of capacities— 
offers you still more profit opportunities. There's 
a model for every customer. Get the whole story! 


Deepfreeze Home Appliances 


RADE-MARK REG. U. S. PAT. OFF. 


© 1952 Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois. 
Makers of genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters. 
Specifications subject to change without notice. 
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Compare performance! Compare tone! Compare feature for feature! 


You can sell all your record customers—easier than ever! 
Prove it yourself. 45's’, 78’s, 33 '/3‘s—it makes no difference. The 
great, new 3-speed “Victrola” changer plays all three records 
with equal ease plus features like slip-on “45” spindle . . . last- 
record stop in all models. There’s nothing on the market that can 
touch this new, quality-packed RCA Victor line. 


Here's repeat record sales— because every 3-speed “Victrola” 
instrument out in your customers’ homes will keep them coming 
back for records in all three speeds. Customers can now play “45” 
records the right way . .. from the center. Every 3-speed “Victrola” 
changer you sell will keep the door open for volume sales in all 
speed records— especially ‘45‘s’’! 
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3-speed'Victtola’ changer 


advantages of “45” System 


; | HOW IT WORKS 
Here’s no lost sales . . . because RCA Victor offers a full table- stp tia here a naka 
° ° ' e han 
model line of four 3-speed “Victrola’’ changers: attachment... 4 é eee ta 


the small diameter spindle . . . 
table phonograph . . . portable phonograph . . . phonograph- 


press... it’s locked in place, 
radio combination. There’s a model for every prospect. ready to play up to fifteen “45” 


records at the twist of aknob... 

Follow these three easy steps to boost the twin-stylus pickup has flop- 

teeta anlens over lever to change to proper 

your e . stylus—plus a new “guard posi- 

1. See your RCA Victor Distributor now! Get full tion” which completely protects 

information on this great, new money-making line. stylus when not in use. “45” rec- 

ords change from the center the 
“45” way. 


2. Display these trim, compact 3-speed 

instruments. Make it BIG. 

3. Demonstrate them for fast turnover. Show how easy 
it is to drop the magic “45” spindle in place. Compare tone 
performance against any other! And watch your repeat 
record sales grow! In all three speeds! 


“HIS MASTER'S VOICE” 
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FERNS AIR KING 


Sure signs of big summer business! The NEW, 
IMPROVED BERNS AIR KING products designed to « \ i 





start a sales heat wave in your store. Built for extra 


service...styled for added appeal. . . priced gr 


for greater value. Four big reasons why the complete 


BERNS AIR KING line is your assurance of “\ 
profitable selling weather. £2 








rising profit opportunities 


DRI-AIRE FAN-MOBILE 

Electric Dehumidifier powerful—portable—all-purpose 

The dehumidifier market is growing! Now you can offer The one fan that tically everything—hel; 
typical BERNS AIR KING quality, and value ina sell pesepect! Can he enced from seam Oo tom 
unit that ifies to 10,000 cubic ees ilates an entire average home or apartment . . . 
feet . . . yet requires only 13°x13" of floor space. Re- exhaust or intake. Adjustable in hei opera- 
par ghd LT ecdon Ueda tion, 16 —_ mene So —- fentura design. 
oiled, sealed. . Ox~ Handso. i chrome tri 

MPR vo cricccctecccrecsccecc: $139.95 Usk incl. excise tax only... win. $69.95 








” 
20” PORTABLE WINDOW VENTILATOR BLOWER TYPE FAN BLADE 

Extreme! lar thin model NOW ELECTRICALLY . 

REVERSI ILE to make it even more sales-appealing! BUILT-IN KITCHEN FAN 

Does a big job of cooling yet can be easily moved from Most improved kitchen fan ever available! Equipped 
room to room. Installs with just 4 screws, adjustable with blower type pressure blade that maintains con- 
in width. 20° mode! with 2 speeds. stant high air exhoust e- prevent motor 
ALSO: ORIGINAL BERNS AIR KING MANUALLY rears. Seetiow coven 3% an tekel ee 
REVERSIBLE WINDOW VENTILATORS that per- Berns Ait King Kitchen Fos also ovaileble in’ Fully 
mit adjustment to any position. America’s fastest sel|- Automati HS Con siled and Pull Chai: 
ing models available in 10”, 12° and 16" sizes, - oa, Woe site soe Y 


model: -i list, incl. 
ory i. aw $27.55 soaks tox. 


Available Through Leading Electrical Wholesalers Everywhere or write for complete catalog to... 


BERNS MANUFACTURING CORP. 


3050 NORTH ROCKWELL STREET, CHICAGO 18, ILLINOIS 
FOR EXPORT, WRITE TO: Thomas International, Inc., 608 South Dearborn St., Chicago 5, Ill., U.S.A. 


Loss by Fire 
oe CONTINUED FROM PAGE 86 comme 


a shocking number of fires each year. 
Station an approved fire extinguisher 
near your heating equipment for use in 
time of emergency and keep it in good 
operating condition at all times. 

Don’t forget that if fire flashes in 
valuable electrical repair or test equip- 
ment, carbon dioxide is an extinguish- 
ing agent which will put out the blaze 
in seconds, yet not damage the appa- 
ratus. Following the fire, carbon 
dioxide is absorbed in the atmosphere 
without leaving a trace. Above all, 
remember that water is a conductor 
of electricity. Its use on an electrical 
fire is courting death. 


Watch the Basement 


It’s a good idea to inspect your 
basement several times each day dur- 
ing working hours to see that every- 
thing’s in working order. Frequent 
checks are important since a basement 
fire can gain tremendous headway be- 
fore someone upstairs notices it. 

There’s a lot you can do to prevent 
a bascment fire. Good housekeeping is 
imperative. Cartons, crates, packing 
cases, execlsior and other inflammable 
debris should not be allowed to ac- 
cumulate, and all excess stock should 
be piled neatly leaving adequate aisle 
space for access to fire exits and ap- 
proved fire extinguishers. 

Oily rags, partially-used cans of 
paint, cleaning supplies and similar 
material, exposed to air, are often the 
cause of spontaneous ignition fires. 
Such inflammable materials should be 
kept in tightly-covered metal contain- 
crs where they will be denied the 
oxygen necessary to start a blaze. 

Training your employees to fight a 
fire may mean the difference between 
negligible damage and total loss. Here 
are the three chief kinds of fires and 
the best way to extinguish them 


Class A fires: Wood, paper, cloth, 
rubbish and other 
combustible materials. 

Use: Approved water foam 
or soda acid extin- 
guishers. 


Class B fires: Oil, grease, paint and 
other inflammable liq- 
uids. 

Use: Approved foam, dry 
chemical, vaporizing 
liquid, carbon dioxide. 
(Do not throw water 
on this type of fire; it 
spreads the flames.) 


Clos C fires: Electrica] installa- 
tions, including mo- 
tors and generators. 

Use: Approved carbon di- 
oxide, dry chemical, 
vaporizing liquid ex- 
tinguishers. (Do not 
use “water type” ex- 
tinguisher on electri- 
cal fires.) 


Each shop has its own particular 
problems. Watch for them and correct 
them when they are discovered. End 
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Drop-In-Unit Milk Coolers 
Capacities: 2 to 10 cans 


Two-Door Upright Freezers 
(Remote Compressor -Unit) 
Capacities : 30, 60, 90 cu. ft. 


Front-Opening Milk Coolers 
Capacities: 4 to 12 cans 


Ice Cream Storage Cabinet 
(Remote Compressor-Unit) 
Capacities: 30, 60, 90 cu. ft. 


Zero-Flow Milk Coolers 
Capacities: 4 to 24 cans 


Commercial Refrigerators 
(Remote Compressor-Unit) 
Capacities: 21, 43, 82 cu. ft. 


ML Gt) gh \ 


Upright Home Freezer Upright Home Freezer Sectional Home Freezers 
(Self-Contained) (Self-Contained) (Remote Compressor-Unit) 


Bakery Freezers 
Capacity: 30 cu. ft. Capacity: 18 cu. ft. Capacities: 30, 60, 90 cu. ft. 


(Remote Compressor-Unit) 
Capacities: 29, 58, 87 pans 


ye 
—___/ 


Chest Freezer 
Capacity: 8 cu. ft. 


Chest Freezer 


Chest Freezer 
Capacity: 15 cu. ft. 


Capacity: 23% cu. ft. 





NO MISSING PIECES IN THE 


WILSON PICTURE 


Possibly the biggest advantage of the Wilson line is its completeness. It 
gives the Wilson distributor—the Wilson dealer—a full line of quality 
products . . . farm and home freezers, both chest type and upright, farm 
milk coolers, commercial coolers and refrigerators . .. Beverage coolers 
in a complete range of sizes and a variety of styles to fill every need. No 
wonder dealers and distributors call their Wilson franchises the most 
valuable thing they own. 

There may be a Wilson Wholesale Distributor Franchise available 
for you. A few valuable territories are still open. Write, wire, or phone 
for complete information today. 


Wi LS 0) N REFRIGERATION, 


Smyrna, Delaware 


Verti-Coil Milk Coolers 
Capacities: 2 to 14 cans 


~~ 


Commercial Refrigerator 
(Self-Contained) 
Capacity : 34 cu. ft. 


Normal and Low 
Temperature 
Sizes 6’ x 6’ to 24’ x 20’ 


Dry Storage Beverage Coolers 
(Self-Contained and 
Remote Compressor-Units) 
Four popular sizes 








HOME FREEZERS e FARM MILK COOLERS e COMMERCIAL REFRIGERATION 
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How to get your 





r 1952, the readers of Collier’s will buy over 1,262,000 
electrical appliances—and will pay over 209 million 
dollars for them. 


209 million 


Here’s Why Collier’s Makes Things Happen 
in the Electrical Appliance Field 





Of the four major magazines, Collier’s leads the field in per- 
centage of women family heads 35 and under, women whose 


Sales lik is *t Jus en. Collier’s makes i ae ’ , 
ales like this don’t just happ sIlier’s makes them principal interests are child care, food preparation, housekeep- 








happen. 


For week after week, Collier's puts on the most exciting 
show in the magazine field. Week after week it is read, 
discussed, debated — and quoted in newspapers more 
than any other of the major magazines in its field. 


Here are the latest available figures, for the fourth 
quarter of 1951: 


Percentage of Times Quoted or Mentioned 
(Weeklies) 
Collier’s 46% 








Life 22% 





The Saturday Evening Post 11% 








(Biweekly) 
Look 











This bold, buoyant, stimulating journalism does more 
than move people—it moves merchandise, too. 209 
million dollars’ worth of electrical appliances this year. 
If the product you sell is advertised in Collier’s you've 
got first call on these sales! 


Collier’s 


—Makes Things Happen 


ing — your best customers. 


Percentage of Women Family Heads 35 and Under* 


(Weeklies) 





Collier’s 


41.1% 





Life 


36.7% 





The Saturday Evening Post 


34.1% 











(Biweekly) 





Look 








*Stewart, Dougall and Associates 


And because Collier’s leads in percentage of young-woman 
family heads, naturally it also leads in families with children. 






Percentage of Families With Children Under 15* 
(Weeklies) 





Collier’s 
Life 


50.2% 








46.9% 
The Saturday Evening Post 45.5% 











(Biweekly) 





Look 








*Stewart, Dougall and Associates 


The Crowell-Collier Publishing Company, 
640 Fifth Avenue, New York 19, N. Y. 
Publishers of Collier’s, The American 


Magazine, Woman’s Home Companion 















ands ona 
ollar market 











Uo vow 
what hei wising 


This gal borders on being a “‘hot”’ 





prospect for a new water heater. 
She just doesn’t know what she’s 
missing —the convenience and 
luxury of having plenty of hot 
water all the time. If some eager 
dealer would take the trouble to 


tell her, he’d probably make a sale. 


As selling tightens up, it pays 

to track those prospects down. 
And to make the most of such 
proved selling features as 
Fiberglas* Insulation—advertised 
and known to families the 
country over. Owens-Corning 
Fiberglas Corporation, Dept. 
104E Nicholas Building, 

Toledo 1, Ohio. 





40, 






A SWELL FEATURE TO HAVE... 


OWENS G 


FIBERGLA 
A SWELL FEATURE TO SELL... 


*FIBERGLAS is the trade-mark (Reg. U.S. Pat. Off.) of Owens-Corning 
Fiberglas Corporation for products made of or with fibers of glass. 
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Oldest Sewing 
Machine Contest 


CONTINUED FROM PAGE 76 commen 





Streitferdt says. “The response to this 
plan has been very good. It doesn’t 
cost us much and it produces good 
results. In fact, we have found that 
you almost have to give a little some 
thing away to bring the people out of 
their homes.” 

Advertising for the sewing machines 
is better with fewer insertions and a 
larger display. Instead of ads every 
week, less frequent but bigger ads do 
a better job. Gilmour's do very little 
idvertising for sewing machines over 
the radio. Newspapers have been the 
best medium in Warren. 

Although it took more time, the out 
side calls that were made for the oldest 
sewing machine proved one impor 
tant thing to the firm: The portables 
really impressed people, for many ol 
them did not realize that attachments 
could be used on portables. The con- 
test also gave Gilmour's salesmen an 
opportunity to call upon prospects 
that didn’t come to the store. The re- 
sults were good. At least two of everv 
five calls resulted in sales, many of 
which were cabinet models. 

“To the women who were dubious 
about the operation of a machine, we 
recommended that they call some 
women in town who sew as a business 
The women were glad to cooperat« 
with us, and it usually clinched the 
sales for us,” Streitferdt says 


Men Better Demonstrators 


Salesmen going to the home found 
that many women were greatly im 
pressed by a man’s demonstrating th« 
sewing machine. Gilmour's has never 
let a woman demonstrate in the store 
since they discovered the truth of this 
fact. “The women really watch th 
demonstration more closely and seem 
to feel they are getting a treat at th« 
same time. One gimmick that went 
over well when we were going around 
to the homes to follow up leads was 
the comparison of stitches made by the 
new machine and the old machine in 
the prospect's possession.” 

During the last week of the contest, 
they displayed some of the old ma- 
chines in the window along with new 
machines. This attracted much favor 
able attention. In fact, the firm be 
lieves that it is better to do this type 
of promoting than to run a whole 
string of ads in the paper. Only three 
large ads (about 14 page each) were 
run even during the “old machine 


| contest.” But that little advertising, 


and occasional ads all along, keep the 
people informed on who to see when 
they want to buy a sewing machine 

“Another item we point out when 


| merchandising sewing machines is that 


they require very little service and 
have a lifetime guarantee. We haven't 
had to point out the wearability of 
sewing machines to the large num 
ber of treadle machine owners located 
through both our contest and free 
service check-up offer. To the newly 
weds on the market for a new machine, 
however, wearability is a good ap 
proach and seems to be highly effec 
tive,” Streitferdt concludes End 
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IN-THE-WALL, Model 90-WM. Available in silver gray. 
or silver gray finish. 





=" 
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COROAIRE-CONSOLE, Model 85-G in burl walnut HOT-BOY, Model 52-B. Precision built pack- 


aged unit in the low-priced field. 


TRIPLETS... 


that can TRIPLE your profits! 


1.NO TRADE-INS. You won't be bothered with trade-ins with 
the Coroaire line. That simplifies your warehousing and stor- 
age problems as well as INCREASING YOUR PROFITS. 


2. NO GLUTTED MARKET. You'll quickly find that Coroaire 
sells easier and faster than other appliances in your store. 
And there are no repossessions. 


3. 25-YEAR GUARANTEE on the Coroaire heat exchanger. 
These patented, exclusive, 46 cast iron Venturi Tubes last a 
lifetime—no cracking, no popping, no gun-shot noise. 


WRITE FOR COMPLETE 


4. NATIONALLY KNOWN & ACCEPTED. Tens of thousands 
of Coroaires have been sold by department and appliance 
stores for homes, stores, apartments and small business places. 
5. COMPLETE MERCHANDISING & SALES PLAN. It has 
been tried, tested and proved to be one of the best. It’s all 
yours when you handle the Coroaire line. 

6. BIGGEST POTENTIAL MARKET. Over 50% of American 
houses are heated by this type of unit. In addition, there are 
thousands of small stores and business places that give a huge 
stable market, increasing your PROFIT. 


DETAILS AND INFORMATION ABOUT 


~ COROAIRE 


The Coroaire Heater Corp., 1422 Euclid Ave., Cleveland 13, Ohio 


The COROAIRE has exclusive features found in no other equipment— 
the outstanding one being the Venturi Heat Exchanger. And they're so 
easy to install (average less than an hour). 
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SEE YOUR G-E DEALER TODAY: 


EIGHT DE LUXE FEATURES 


washer can match! 





no other 









© Pot 
© Water Temper mae and cold w stoma 
© 1-YEAR WARRANTY caher— PLUS 4 MORE YEARS or 


with the G-E Activator-Automatic 


We 5 
ee iy! 


BuT THE G-E WAY! 
Clothes are washed gently and 


| | 
} 

You can have gentle-clean washing 

{ 


NOT THE OLD WAY 
Clothes never come out of this 


laundress would do them 


| pLus—G-E DEPENDABILITY! | 
The Best Costs Less in the Long Rus 

\ Generai Electric Company, Loviewile 2 Kentucky 

( 


__—_————_— 











— 


t's General Electric You Can't Buy Better! 


GENERAL @@ ELECTRIC 


en 
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rear 8 “pre ps a — Automatic Washer ad, in 
and in black i ; 
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ork for you right in your own local ally aed 
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NewG-E AutomaticWasher campaign breaks 


early in May in 95 leading markets! 


Action! 


Hard, local pre-selling through Sunday supple- 
ments and key-city newspapers! The striking ad 
shown on the opposite page breaks in 95 leading 
market areas early in May! It’s your campaign— 
get solidly behind it! 


ction! 


Continuing national pre-selling in America’s 
best-read national magazines! Full-color 
spreads, full-color pages, black-and-white pages in 
The Saturday Evening Post, Ladies’ Home Journal, 
Good Housekeeping, and Parents’ Magazine! The 
biggest, most impressive advertising spearhead in 
the industry! 


Action! 


Famous Activator” Washing Action inthis, G.E.’s 
finest Automatic Washer! No other automatic 
washer gives you so much to talk about—no other 
automatic washer gives your customers so much 
to expect, as this new General Electric! Your cus- 
tomers will be talking G-E Automatic Washers 
soon—soon—be sure you let them know you have 
them! The General Electric Company, Louisville 
2, Kentucky. 


Your distributor has all the 
materials you need for a 
profitable tie-in with this 

new campaign. See him today! 


You can put your confidence in— 








Tie in when this 
campaign hits your area ! 


MAY 4th 
Four-Color Roto Page—(Parade) 


Seattle, Wash. 
Baltimore, Md. 
Birmingham, Ala. 
Boston, Mass. 
Charlotte, N.C. 
Chicago, III. 
Cincinnati, Ohio 
Cleveland, Ohio 
Dallas, Texas 
Des Moines, la. 
Detroit, Mich. 
Houston, Tex. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Los Angeles, Calif. 
Memphis, Tenn. 


Miami, Fla. 
Milwaukee, Wisc. 
Minneapolis, Minn. 
New Orleans, La. 
New York, N. Y. 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Ore. 
Providence, R. |. 
Rochester, N. Y. 

St. Louis, Mo. 

Salt Lake City, Utah 
San Francisco, Calif. 
Spokane, Wash. 
Washington, D. C. 


MAY 7th 
1000 Lines—Black & White R.O.P. 


Kansas City, Mo. 
Oklahoma City, Okla. 
Omaha, Neb. 
Richmond, Va. 
Worcester, Mass. 
Raleigh, N.C. 

South Bend, Ind. 
Fresno, Calif. 
Allentown, Pa. 
Lancaster, Pa. 
Charleston, West Va. 
Terre Haute, Ind. 
Albany, N. Y. 


Fargo, N. D. 
Honolulu, Hawaii 
Lubbock, Tex. 
Utica, New York 
Dubuque, Ia. 
Altoona, Pa. 
Williamsport, Pa. 
Poughkeepsie, N. Y. 
Monkato, Minn. 
La Crosse, Wisc. 
Bakersfield, Calif. 
Rochester, Minn. 
Roanoke, Va. 


MAY 11th 
Four-Color Roto Page (This Week) 


New York, N. Y. 
Chicago, III. 
Phila., Pa. 

Akron, Ohio 
Albuquerque, N. Mex. 
Boston, Mass. 
Bridgeport, Pa. 
Chicago, III. 
Columbus, Ga. 
Corpus Christi, Tex. 
Denver, Col. 
Detroit, Mich. 

El Paso, Tex. 
Erie, Pa. 

Fort Wayne, Ind. 
Greenville, S. C. 
Harrisburg, Pa. 
Hartford, Conn. 
Indianapolis, Ind. 
Little Rock, Ark. 
Long Beach, Calif. 


Madison, Wisc. 
Newark, N. J. 
New Bedford, Mass. 
Norfolk, Va. 
Oakland, Calif. 
Peoria, Ill. 
Portland, Me. 

St. Louis, Mo. 
San Diego, Calif. 
Scranton, Pa. 
Syracuse, New York 
Washington, D. C. 
Wichita, Kansas 
Youngstown, Ohio 
Atlanta, Ga. 
Columbia, S. C. 
Columbus, Ohio 
Louisville, Ky. 
Nashville, Tenn. 
San Antonio, Tex. 
Buffalo, New York 
St. Paul, Minn. 
Toledo, Ohio 
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Chase the Moisture Monster out of your custom- 
ers’ basements, and you'll be chasing big profits 
right into your pockets! And we're not kidding 
when we say big profits—because Air Driers 
(electric dehumidifiers) are the hottest new ap- 
pliance line today. 


AIR DRIER SALES ARE SOARING! 


The Wall Street Journal reports 1951 Air Drier 
sales doubled 1949—and '52 sales are better than 
ever! How can you get a big chunk of the con- 
stantly expanding Air Drier business? Tie in with 
the big Oasis Air Drier sales promotion plan! 
You'll get a dramatic floor or counter 
display “Moisture Monster” to iden- 
tify you with powerful Oasis national 
advertising . . 
direct mail . . . point of sale material 

. plus a proved sales plan that closes 
9 out of 10 demonstrations for Oasis 
Air Drier Dealers! 

Sounds good? It is! Send the cou- 
pon TODAY, and see for yourself 
how good the Oasis proposition is! 


OASIS Ait Diier 


ELECTRIC DEHUMIDIFIER 
Made by the World’s Largest Manufacturer of Electric Drinking Water Coolers 


COPYRIGHT 1952 THE EBCO MFG. CO 


. newspaper mats... 


THE EBCO MANUFACTURING CO. 
405 W. Town Street, Columbus 8, Ohio 


Give me the facts on the money-making Oasis 
proposition. 


Get all the facts 
about the profit- 
making OASIS 


proposition — 
NAME 


MAIL THIS 
COUPON TODAY! 


ADDRESS 
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Your Salesmen Should File This 





operating costs down and minimizes 
the accident hazard. Remember that 
salesmen drive their own cars for 
pleasure and are interested in keeping 
down operating costs and increasing 
the safety factor. 

A number of dealers reported that 
their salesmen had come to them in 
sisting that they were not getting an 
adequate flat rate, that their actual car 
expenses were higher, and when the 
dealers had the salesmen turn in ac 
tual expense reports, they found that 
the flat rates were in excess of the 
salesmen’s actual costs. This stopped 
a lot of griping. Before overhauling 
the car allowances you pay salesmen, 
it is wise to get detailed reports for at 
least a month so that you set this 
expense accurately. 


Bonus Allowance 


Some companies use the car allow 
ance as a sort of bonus. If a salesman 
sells a certain quota, the car compensa- 
tion is allowed. If he falls under the 
quota, he receives no allowance. Other 
companies gear the car allowance to 
the sales volume. For example, a $2 
allowance for every $100 in sales 
turned in (the ratio depends upon the 
proposition and is not susceptible to 
standardization). Other managements 
split the car expenses, usually 50-50, 
and absorb all the expense if the sales- 
man reaches a stipulated quota on 

1? 

SA tCS 

The incentive angle in compensa- 
tion paid for the use of salesman cars 
has possibilities. ‘The dealer who gives 
it thought should be able to come up 
with a satisfactory plan that will in- 
duce his salesmen to sell more to get 
his car expenses paid. In this way, the 
dealer who has not been paying allow- 
ances, or whose allowances do not 
cover current operating costs, and 
whose salesmen are not very happy 
about it, may be able to pay ade- 
quately and yet earn more profit. 


More Boss Ownership 


The research reports showed an in- 
creasing number of concerns in all 
fields were purchasing cars for sales 
use. As cars become higher in price 
there is a greater investment required 
of the salesmen if they must buy their 
own cars for business purposes, and in 
some cases, this prevents a manage- 
ment from getting good men. The 
studies analyzed show that the ratio of 
concerns supplying cars for salesmen 
runs around 25 percent. Ten years 
ago the surveys of that time reported 
20 per cent. Those furnishing their 
salesmen with cars gave these reasons: 

(a) Gives the management better 

control over cars, their use by the 

men, their make, type insurance and 
company liability. 

(b) Relieves the salesman of an in- 

vestment in a car. 

The reasons given by the 75 percent 
who require salesmen to supply their 
own cars were: 

(a) Salesmen take better care of 
their own cars than company Cars. 


MAY, 


CONTINUED FROM PAGE 57 


Car Report 





(b) Salesmen seem better satisfied 

with their own cars. 

(c) No company investment is neces- 

sary. 

(d) The financial outlay would be 

too great. 

(e) It eliminates the controversy 

over men using company cars for 
personal trips. 


Insurance: Who Pays? 


In the studies reviewed, about 55 
percent of the managements require 
their salesmen to pay for liability in- 
surance, 32 percent share insurance 
costs with their men, 13 percent pay 
liability insurance premiums for them. 

In general, the rule is that when 
the salesmen supply the cars they pay 
for the liability insurance, when the 
companies supply the cars, they as- 
sume the insurance burden. Inci- 
dentally, it was also noted that the 
leasing of fleets of salesman cars by 
large companies has shown an increase 
during the past two years, the com- 
panies, in effect, renting the cars by 
the year. This method eliminates the 
large investment required when a com- 
pany must purchase all its cars. 

High costs and high taxes are put- 
ting such a heavy burden on working 





It would be a wonderful world 
if all the people who bought on 
time would pay that way, too! 





capital these days that even large com 
panies have difficulty finding money 
to make the investments in business 
assets that they found it comparatively 
easy to make years ago. That is the 
reason they are going in for more 
leasing than buying of rolling stock. 
The bane of all sales managements 
is the salesman who purposely skips an 
interview with a prospect because he 
lives in an outlying section, and the 
salesman, paying his own car expenses, 
doesn’t care to spend his money on 
long mileage. This has been reported 
to us many times by sales managers in 
large concerns and feed dealers in 
moderately-sized establishments. The 
complaint is universal where salesmen 
pay their own car expenses. Dealers 
who have adopted some form of car 
compensation just to eliminate this 
costly lapse report improvement in 
the matter of calls on customers in 
outlying sections and increased sales. 
The satisfied salesman is a better 
producer than the disgruntled one and 
the method of paying car compensa- 
tion or the policy of not paying it at 
all is too often the reason why sales- 
men are dissatisfied with their jobs. 
Many sales directors are now recogniz- 
ing this and are taking steps to adjust 
their car compensation plans to elimi- 
nate discontent. In a number of in- 
stances, salesmen are approached en 
masse during sales meetings to ascer- 
tain how they feel about the car com- 
pensation plan now in use or what 
kind of a plan they would like. End 
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Set the stage for SALES 









COVE LIGHTING 
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Electric Ranges 


TUTTLE ANDO KiFT 
SEVEN POSITION 
SWITCHES 
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SURFACE BURNER 
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FIBERGLAS 
INSULATION 


ee a 
dollar value i a 
SS . HIGH-SPEED 
appliance merchandising SSS howorvne 
TITANIUM Fy eC MONOTUBE 
RESISTING cane, Act AUTOMATIC J | BURNER 
ECAty OVEN LIGHT UNITS WITH NEW 
EASY-TO-CLEAN 
FEATURE 
Take a long, thoughtful look at the specifica- 
tions that plainly tell you how Preway ranges are 
GIANT 
built. This aggressive line is solidly engineered ONE PIECE 
OVEN.... 
for sound, productive merchandising. As you can AUTOMATICALLY 
GONTROLLED 
clearly see, it is the equal of ranges priced $100 Bence MEAT RESISTING | 
; LASS WIN 
or more above it. STORAGE co Ow 
ies = MPARTMENY 
nite 


You, too, can profitably exploit this competitive 


: s 
advantage ... just as hundreds of alert dealers TORAGE COmPany 
MENT 









already are doing. Why not investigate the busi- 
ness opportunity of the decade offered by Ameri- 
ca’s fastest-growing manufacturer of major home 


appliances. Phone, wire or write today. 


PRENTISS WABERS PRODUCTS CO. 


| 9552 Aaah aa eke 


Hardware Jobber |Ha9: 


ADVERTISED 


promotion 


hits pay dirt in Northern California 


Sloss & Brittain, wholesaler, stages successful 


/ 
\ HEN Sloss & Brittain, distributor of hard- 


wares, housewares, and sporting goods in Cali- 
fornia, lined up 80 dealers to feature 21 ad 
vertised-in-LIFE products in this promotion, 
success stories started pouring in immediately. 

Says Mr IH. E. Sloss, president: 

“It turned out to be the most worthwhile 
dealer promotion we've ever had! For the first 
time in hardware history, retailers could focus 
attention to their best-advertised articles. In 


exciting fashion, their stores became established 


Sloss & Brittain 


American Appliance & Supply, San Francisco, California 


100 


LIFE tie-in with 80 dealers 


in the customer's eye as year-round headquarters 
for top nationally advertised products. LIFE 
moved that merchandise during the promotion, 
too, with the additional good prospect for a con- 
tinuing sales effect for months to come.” 

Mr. Oliver F. Smith, sales promotion man- 
ager of Sloss & Brittain, adds this thought: 

“The strong attraction that LIFE carries was 
readily apparent. It proved to be an effective 
drawing power, and customer traffic increased 


in many of the stores. The retailers certainly 


made good use of the display material, and in 
this effective way made the powerful LIFE ads 
their own stores’ advertising.” 

Here, again, is conclusive evidence that LIFE 
moves merchandise in so many businesses. For 
LIFE reaches, during the course of 13 issues, 
over half the families in America. Make a spot 
check and see for yourself how many of your 
customers read LIFE—regularly. 

And feature the products that are advertised- 
in-LIFE—feature them every week. 


adds LI FE to these Hardware Dealers’ displays 





Millbrae Hardware, Millbrae, California 


MAY, 


Priolo Hardware, San Mateo, California 
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Read what these 
Hardware Dealers say about 
the LIFE promotion: 


Mr. Philip Priolo, Priolo Hardware, San Ma- 
teo, Calif.: “Sales of all products advertised 
in LIFE enjoyed an average increase of 20° 
during the promotion.” 


Mr. Howard Cohn, American Appliance & Sup- 
ply, San Francisco, Calif. : “Sales of products 
advertised in LIFE were definitely up all 
during the LIFE promotion.” 





Mr. John Heagerty, Millbrae Hardware, Mill- 
brae, Calif.: “We tied in all through De- 
cember and had an exceptionally big month, 
actually the biggest December we've ever 
had.” 

Mr. Robert P. Lilienthal, buyer, Charles Brown 
& Sons, San Francisco, Calif.: “I certainly 
liked the first Sloss & Brittain-LIFE pro- 
motion and want to have another one.” 


a le Pet As 3 
Here is a typical window display featured by participating dealers in the LIFE 
promotion. Displays like this convert prospects into buyers, for LIFE moves 
merchandise at the local level. 


Mrs. Carrie Gensler, floor sales head of small 
appliances, Charles Brown & Sons, San 
Francisco: “This promotion through Sloss 
& Brittain helped increase sales of all LIFE- 
advertised products we tied in with, and we 
would certainly like to do it again.” 


Reach for pay dirt in your own area. Tie in with 
these soon-to-be-advertised-in-LIFE products 
MAJOR APPLIANCES 


May 5 Westinghouse Laundry Equip- 


Dormeyer Appliances—l4 page, 
color plus 4 page, color 
Silex Coffeemaker, Carafe, and 
Steam Iron—!A page, color 
Westinghouse Roasters—'Y pg. 
Rival Steam-O-Matic Steam & 
Dry lrons—'4 page 
Westclox Clocks—¥4 page 
May 12 Firestone Products—spread, c. 
Kyanize Paints—page, color 
Schick “20” Shaver—page, color ORF. 
Sunbeam Shavemaster—page, c. Pequot Sheets—'/ page 
Honeywell Controls—page Excello Kitchen Towels—14 lines 
O-Cedar Dri Glo Furniture May 12 Bigelow Rugs & Carpets—spd.,c. 
Polish—page Cone Towels—page, color 
Serviset by Sutherland—Yy pg. c. Kentile Floors—page, color 
Clorox—l page Simmons Hide-A-Bed—page, c. 
Westinghouse Fans—84 lines Barca Lounger Chairs—page 
May 19 General Electric Lamps—pg.. c. Pequot Sheets—' page 
Kem Tone & Kem Glo Paint— May 19 Lane Table—page, color 
page, color Simmons Beautyrest Mattress—p. 
Telechron Clocks—page, color Pequot Sheets— Ya page 
General Electric Clocks—page May 26 Lane Cedar Chest—page, color 
Glamarene Rug Cleaner—page Koolfoam Pillow—page 
Proctor Pad & Cover—'4 page 
Westinghouse Fan—84 lines 
May 26 Pyrexware—spread, color 
Serviset by Sutherland—ly pg., c- 


ment—page, color 
Philco Refrigerator—page 


Cosco Household Chairs, Stools, 
Fedders Quigan Air C onditioner 


and Utility Tables—page, c. 
Firestone Foamex Mattress— 
page, color 
Lane Cedar Chest—page, color 
Samson Foldaway Furniture— 


Westinghouse Radio& TV—p., c. 

General Electric Television Tubes 
—page 

RCA Home Instruments—page 


_ 4 page 
General Air Conditioning Stove- 
Refrigerator-Sink Combination Raytheon Television—4 page 
May 26 Firestone Products—spread, ¢. 
Motorola Portable Radio—p., c. 
Admiral Television—page 


—V, page 
Hoover—Cleaner Service—14 li 
May 12 Firestone Products—spread, c. 
Admiral Refrigerator—page, c. 
Norge Refrigerator—page, color 
Lewyt Vacuum Cleaner— 


V4 page, color 


SILVERWARE 
May 12 1881 Rogers Bros. Silverplate— 
Vy page 
International Sterling Silver— 
spread, color 
May 19 1847 Rogers Bros. Silverplate— 
page, color 
May 26 Community Silverplate—pg., c. 
Wallace Stainless Steel 
Flatware—Yy page 


Coleman Heaters—'4 page 
Thor Washers—'4 page 
Universal “Jet 99° Vacuum 
Cleaner—Yy page 
May 19 Firestone Products—spread, c. 
Frigidaire Refrigerator— 
spread, color 
Kelvinator Refrigerator—pg., ¢ 
Servel Refrizerator—pave. color 
Servel Refrigerator—page, color OTHER 
May 5 Larvex—'4 page 
Whizzer Motor Bikes—42 lines 


Westinghouse Range—page, c. 
Philco Range—page 
Amana Freezer—] page, c. 


RADIOS, TV, RECORDS 
AND INSTRUMENTS 





Fedders Quigan Air Conditioner 
ome \, page 

Hoover—Cleaner Service—14 li 

May 26 Firestone Products—spread, c 

General Electric Dishwasher— 
spread, color 

RCA Room Air Conditioner— 
spread, color 

General Electric Vacuum 
Cleaner—page, color 

Westinghouse Refrigerator— 
page, color 

Crosley Refrigerator—page 

Lewyt Vacuum Cleaner— 
4 page, color 

Universal “Jet 99°" Vacuum 
Cleaner—l4 page 

Glidden—42 lines 


SMALLER APPLIANCES 
AND HOUSEWARES 
May 5 Pyrexware—spread, color 

General Electric Toasters—pg., c. 

Sunbeam Coffeemasteri & Mix- 
master—page, color 

Westinghouse Large Lamps— 
page, color 
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Camfield Toaster—!4 page 
Westinghouse Fan—84 lines 


HOME FURNISHINGS 


May 5 Cannon Towels—spread, color 
Daystrom Kitchen and Dinette 
Furniture—spread, color 
Airfoam Mattress—page, color 
Cannon Bedspreads—page, c. 
Cannon Sheets—page, color 


May 5 Motorola Radio-Clock-Alarm- 
Timer & Portable Radio—p., c. 
RCA Victor Portable Radios— 
page 
Sylvania Radio & Television— 
V4 page 
Raytheon Television—Y4 page 
May 12 Hammond Chord Organ—page 
RCA Home Instrument—4 page 
Tops Music Records—4 page 
May 19 Firestone Products—spread, c. 


Wolverine Boats—28 lines 
May 12 IBM Electric Typewriters— 
page, color 
Dioptron Fly Catcher—¥% page 
Sunbeam Rain King—¥% page 
Chris-Craft—42 lines 
Apex Crystals & Moth Vaporizer 
—28 lines 
May 19 Clinton Motors—page, color 
May 26 Reo Lawn Mowers—page, color 
Chris-Craft—42 lines 


First in circulation 


First in readership 


First with hardware retailers 


9 Rockefeller Plaza, New York 20, N. Y. 


Hear Robert Montgomery, “‘A Citizen Views the News”... weekday evenings on most NBC radio stations. 
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HINT TO DEALERS; 


“We both want @ onetubes, . 


So do millions of other homemakers! And that's a clue 
to extra profits for you! Women love the speed, 

uniform cooking heat, con- 
~@ 


| cealed, protected wiring, and 
Be 










the easy-to-clean features of 
“/ TK Monotube* surface cook- 
‘| ing units. No wonder! The 

broad, flat coil provides up 

to 32.7°% more contact with 

utensils for fast, economical 
cooking. All heats are in the one coil. There are 
no “hot spots” or “cold spots’’, no special switch 
positions to remember. And—thanks to “swivel 
action”, the TK Monotube is the easiest-to-clean 
unit ever made! So, it pays to demonstrate, it pays to 
sell TK Monotube equipped ranges! 

First choice for replacement, too! Homemaker 
preference is the reason most manufacturers equip 
new models with TK Monotubes. And homemaker 
preference is the reason you should sell them for 
replacement. When a woman can’t afford a new 


range just yet, she still wants Monotubes! Service 
her old range with Monotubes now—and you'll 
sell her a new one later. 
a There’s a huge replacement 
, 4 potential today. And when you 
handle Monotubes, replacement 
io business is profitable business! All 
us the inventory you need carry is just 
4 basic units and 9 pans. The TK line is easy to 
stock—easy to install. And TK Monotubes turn 
over fast! You get a host of ad mats, displays, folders 
and other sales aids to help you 
build volume. 

Why not get started NOW? Ask your 
distributor about TK Monotubes. 
And—write for the new TK Replace- 
ment Unit Manual No. 5. It’s full 
of tips on how to ring up extra 
profits. Also contains complete information on 
TK Water Heater Replacement Units. Send for 
your free copy today! *T.M. Reg. U.S. Pat. Off. 






TUTTLE and KIFT, INC. 
Ce ubsidiay of Porro Coyoridion 


1835 N. MONITOR AVE. ¢ CHICAGO 39, ILLINOIS 
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| Electric Housewares 
Got Them Started 


em CONTINUED FROM PAGE 80 ommmmmmee 


of business. From then on Hyde Park 
Electric either sold small appliances 
or made a profit repairing them. 
Located on Highway 81 it was easy 
for customers to get to their place of 


| business. It was discovered that peo- 


ple in Hyde Park were putting in 
their own wiring and were quite active 


| customers for wiring supplies. The 


fact that Hyde Park Flectric had 
more than 80 types of sockets was one 
of the inducements that brought the 
public in. 

The time came when Myer Parsons 


took on his first major appliance, an 





The one sure way to have a crew 
of alert, bright-eyed appliance sales- 
men around the store on a Monday 
rig is to pay them on Tues- 
day! 





automatic washer. Selling it baffled 
him at first, for he had dfficulty land- 
ing an order despite his house-to- 
house calls. 

Eventually what cracked the nut was 
a week’s offer of free installation. 
Myer had a friend of his, a plumber, 
who offered to do the deal for $35 
for each washer. The firm absorbed 
this cost for one week and sold a num- 
ber of automatic washers. 

It was a step to add ranges, freezers, 
refrigerators, and recently, a conven- 
tional washer to the line to take care 
of that trade. A “Swamp cooler” was 
added in summer and sold verv well 
in Hyde Park, because the area is high 
and dusty. 


Balanced Program 


As this is written, Myer Parsons lias 
about a third of his volume unit-wise 
in appliances, a third in repair and a 
third in wiring supplies. He has about 
a five times turnover on his over 
all inventory and around eight times a 
year on major appliances. The firm 
still continues to sell wiring supplies, 
doing some $6,000 to $7,000 a year 
in them. 

Trade-in appliances of the major 
tvpe are set out on a porch, where 
people can wander up and look at 
them at will. 

An addition has been made to the 


| Hyde Park Electric store at 4403 


Guadaloupe, more than doubling its 
Space. 

In less than four years Myer Parsons 
has reached a point where he can buy 
$10,000 worth of appliances any time 
he wants to. He is a graduate of the 
University of Texas with a degrce in 
business administration. So is his wife, 
and they feel the understanding of the 
principles of business they got at 


| school has enabled them to progress in 


a business that usually takes a great 
deal of skill. End 
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Now you can sell complete protection «oPermag las 





Only Permaglas has 


Fou B.I. Protection 


The exclusive Four Basic improvements are: 


1 Glass-surfaced steel tank that can't rust 
because glass can't rust! 


ya Absence of dissimilar metals inside the tank! 


Interior tank fittings shielded from electro- 
lytic action .. . the cause of all corrosion! 





“Neutrolizer"... the anti-corrosion stand- 
by protector! 








e o 
AUTOMATIC WATER HEATERS 


SALES: Atlanta + Boston 16 * Chicago 4 + Dallas 2 * Denver 2 * Detroit 21 * Houston 2 
Los Angeles 22° Midland 5, Texas * Milwaukee 8 * Minneapolis * New York 17+ Philadelphia 3 
Pittsburgh 19 + San Francisco 4+ Seattle 1 * Tulsa 3 * Washington 6, D.C. 

SERVICE: Chicago 17 * Dallas 1 * Los Angeles 12 * Union, N.J. 

kee 1 © Licensee in Canada: John Inglis Co., Ltd., Toronto 


International Division: Mil 
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AUTOMATIC WATER 


FIRST with glass-surfaced 
steel tank that can’t rust 
because glass can’t rust! 


HEATERS 


ONLY water heater with 
Four B.I. Protection against 
all corrosive attack. 


Stimulating Consumer Interest 


The complete story on Permaglas water heaters and how 
Four B.I. Protection guards against the ravages of “Ruthless 
Rust” is being told to 90,000,000 readers in full page ads 
in LIFE, BETTER HOMES & GARDENS, AMERICAN HOME, 
HOUSE BEAUTIFUL and LIVING FOR YOUNG HOMEMAKERS. 
This Permaglas advertising, plus your Permaglas sales pro- 
motion program, is a combination to stimulate consumer 
interest in your market area. Contact your Permaglas 
supplier for your tie-in kit. 


poco seen ———= MAL THE COUPON TODAY! -—= 
A. ©. Smith Corporation 
Water Heater Division 
Dept. EM-552, Kankakee, Illinois 
Send me the complete, uncensored story of ‘MURDER IN THE 
TANK” and how it can put more money in my pocket, selling 
Permaglas Water Heaters. 
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NOW! 3 TIMES MORE HEATING AREA 
WITH LOVELL DRYER'S NEW “SUN-ARC” 


New “Sun-Arc” heating element dries clothes 









more gently, more uniformly—lasts longer! 


ERE’S a great new advance in the home 

laundry field that will mean extra dryer 
profits for you! It’s the new revolutionary 
“Sun-Are” radiant heating element in the 
Lovell automatic electric drying unit. 


In the “Sun-Arc”, Nichrome wire is spread 
out over more than three times the previous 
area. Result: clothes dry more gently, more 
uniformly—and just as fast as before. The 
heating element lasts longer, too! That’s 
because surface temperatures of the wire 


are from 500° to 600° lower. 


The new Lovell “Sun-Arc” is a big talking 
point for you. Add it now to your list of 
sales-building Lovell features. The Lovell 
“Sun-Arc” will mean extra sales for you. 


Lovell introduced a dryer more than 11 
years ago; today Lovell makes tumble-type 
electric and gas drying units for APEX, BAR- 
TON, CONLON, DEXTER, HORTON, THOR, 
and others. Although dryers are now in short 
supply. Lovell is producing all the drying 
units that government restrictions on mate- 
rials will permit. 


America’s newest household blessing 


ELECTRIC 
AND GAS 


DRYING UNITS 


LOVELL MANUFACTURING COMPANY © ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 











1eS 
or! 


lking 
st of 
ovell 
1. 

in 1] 
‘type 
BAR- 
HOR, 
hort 
ying 


late- 


ELECTRICAL 


WARING Mixor 


Waring Products Corp., 

25 W. 43rd St., New York, N. Y. 
Device: Waring Mixor portable 
hand mixer, No. RM-1. 

Selling Features: Has 3 speeds for 
light, medium and heavy duty 
mixing; scientifically designed and 
perfectly balanced for l-hand op 
eration; “propeller pitch’ beaters 
create top to bottom mixing; air 
cooled motor with sealed-in life 
time lubrication; switch under 
thumb for convenient right- or left 
handed operation; convex beater 
blades prevent edge from striking 
bowl; weighs 3 Ibs; a.c.-d.c., 115 
volts, 26-60 cycles 


Electrical Merchandising, May, °52 


BERN Dehumidifer 


Bern Mfg. Corp., 

3050 N. Rockwell St., 

Chicago, 18, Ill. 

Model: Dri-Aire dehumidifier. 
Selling Features: Removes moisture 
from an enclosed 8,000 to 10,000 
cu. ft. area; Hammertone grey metal 
cabinet 13x33 in.; removes 2 to 3 
gal water every 24 hrs; removable, 
drawer-type container; 4-in. fitting 
provided for permanent drain; $-h.p. 
metor; Freon 12 cooling and fan 
condenses moisture in air; pet 
manently oiled, hermetically sealed 
unit; swivel-type, rubber casters per- 
mit easy moving. 

Price: $139.95. 

Electrical Merchandising, May, ’52 


APPLIANCE NEWS 


NEW PRODUCTS 


HAMILTON BEACH 
Hair Dryer 

Hamilton Beach Co., Div., 
Scovill Mfg. Co., Racine, Wis. 
Device: Hamilton Beach “Quick 
Dry” hair dryer, No. 7 
Selling Features: “Adjust-a-Stand” 
permits easy tilting to any angle; 
“Heat-Control” which through a 
valve adjustment on top of dryer 
permits adjustment of heat. inten- 
sity plus hot-cold switches. 
Price: $14.90. 
Electrical Merchandising, May, °52 
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JORDON Freezers 


Jordon Refrigerator Co., Inc., 

58th & Grays Ave., 

Philadelphia 43, Pa. 

Models: ‘Two new Jordon freezers 
UF-18 upright and TC-15 chest. 
Selling Features: UF-18, upright, 
has 18-cu.-ft. capacity (approxi- 





mately 600 Ibs.) in a floor space 40 
in. wide, 31 in. deep; 4 h.p. her 
metic compressor; 4 “freeze-plate” 
shelves; extra heavy air cushion 
gasket; chromeplated hardware; 
built-in lock. 

I'C-15, chest freezer has 14.3 
cu. ft. capacity (450 Ibs.); 4 h.p. 
compressor; recessed _ hardware; 
removable baskets and _ dividers; 
heavy duty insulation. 

“Food deal” included in Jordon 
6-point sales plan. 

Electrical Merchandising, May, ’52 
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G-E Clocks 


General Electric Co., Small 
Appliance Div., Bridgeport, Conn. 
Model: 3 new electric clocks 
Riser, Woodman and Serenade. 
Selling Features: Riser alarm has 
large, easy-to-read dial, shatter 
proof crystal, smooth, ivory plastic 
case; brown numerals and hands; 
red sweep-second and alarm set. 
Woodman, brown mahogany 
finish, for bedroom, den or living 
room; shatterproof crystal; recessed 
bronze-tinted bezel; white hour 
and minute hands. 


Serenade, modern alarm, styled 
to fit any room; light-colored birch 
case, black dial and bronze-tinted 
bezel; off-white numerals. 

Prices: Riser, $4.95; Woodman, 
$8.95; Serenade, $13.50. 
Electrical Merchandising, May, 52 


QUICFREZ Freezers 


Sanitary Refrigerator Co., 
Fond du Lac, Wis. 


Models: Redesigned line of Quic- 


frez home freezers for }952. 


ANNA A. NOONE 


Selling Features: Line includes 
models in 4, 8.6, 13, 16.3 and 20 
cu. ft. capacities; No. Q20B, a 20 
cu. ft. chest-type freezer, the pace- 
setter for 1952 line, has 17.8 cu. 
ft. storage compartment, a 2.2 
cu. ft. fast freeze compartment; 
twin, counterbalanced lids have 
automatic flood light in each lid 
section; built-in tamper-proof lock 
for each latch; 2 baskets, 2 sepa- 
rators and 2 dividers; steel cabinet, 
wrap-around type with rounded 
corners inside and out; high den- 
sity type insulation; refrigerant 
coils located on 4 sides of chest 
and bottom of fast freeze com- 
partment. 


Electrical Merchandising, May, ’52 


RCA-VICTOR Dehumidifier 


THE RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 


Device: RCA-Victor dehumidifier 
No. ACD-28. 

Selling Features: Removes up to 
12 gts. moisture from air in 24- 
hr. period; capable of controlling 
humidity in closed areas up to 
8000 cu. ft.; hermetically sealed 
4 h.p. compressor; designed for 
home use, also suitable for many 
special commercial uses; tan and 
beige finish. 

Price: $139.50. 

Ilectrical Merchandising, May, ’52 


INTERNATIONAL Freezers 


International Products Corp., 

Los Angeles, Calif. 

Models: “Upright Freeze” upright 
home freezers. 

Selling Features: Models available 
in 10-, 14-, 18- and 24-cu.-ft. capac- 
ities; powered by Servel hermeti 
cally sealed units; 5-in. Fiberglas 
insulation; all models available in 
white baked enamel, stainless steel 
and satin finish aluminum 
Electrical Merchandising, May, ’52 
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G-E Range 


General Electric Co., Major Appliance 
Div., Louisville, Ky. 

Device: New deluxe Super-Strato 
liner, pushbutton range, D-21)J 
Selling Features: lcatures “Tl ripl 
Oven"’—triple-purpose single oven 
provides 3-ovens-in-one; warmer 
has been added; Calrod enclosed 
sheath type units; 14-in. back 
splasher, built-in condiment set 
with electrically heated salt condi 
tioner; hooded light over control 
panel; broiler has 4000-watt Cal 
rod unit; upper left storage drawet 
has Calrod clement for warming 
purposes; 6-qt. built-in pressure 
cooker converts to a thrift cooker 
or the raisable unit may be used 
is a fourth surface unit 

Price: $419.95. 


Electrical Merchandising, May, ’ 


REX Water Heaters 


The Cleveland Heater Co., 

2310 Superior Ave., N. E. 
Cleveland, O. 

Model: Newly designed Rex model 
Hl round water heater 

Selling Features: Built-in tempera 
ture and pressure reliet valve re 
lieves overheated water or excc 
sive pressure; Elno Anodic rod 
climinatc rusty water, protect 
inside tank from corrosion; stream 
lined white baked enamel heat« 
drum, lower to floor for extra st 
bility and steadiness; heavy, cop 
per-bearing galvanized steel tank 
other changes include location of 
drain valve to make it more accc 
sible for servicing; tubular clement 
provides faster heat transfer to 
urrounding water; locatron of cold 
water inlet to make _ installation 
casier; location of hot water out 
let to allow for more convenient 
connection to household hot wate: 
line; recessed outlet box to allow 
flush-with-the-wall” installation 
models available in 4 types and 
10, 20, 30, 40, 52, 66 and SO 
gal. capacities 


Electrical Merchandising, May, '52 
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ONE MINUTE Washer 


One Minute Washer Co., 

Kellogg, lowa 

Device: One Minute deluxe washer 
No. 745. 

Selling Features: Equipped with 
iutomatic timer arranged so it can 
be set for washing periods from 1 
to 30-minutes; automatically shuts 
off washer at end of period; giant- 
hi vane agitator; Lovell wringer 
with plated wringer board. 


= 
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VIKING Fans 


Viking Air Conditioning Corp., 
Cleveland 2, O. 

Models: Viking 22-in. portable 
window fan No. 533 and 544; and 
36-in. packaged attic fan No. 636 
Selling Features: Window fan No 
533 has single speed; No. 544 has 
2 speeds; suitable for night-air 
cooling of average size home or 
ipartment; moves 3100 cfm; fits 
inv double-hung sash window 2+ 
to 42 in. wide; permits window 
closing without removal of fan; 
} h.p. motor operates at 750 rpm; 
silver-gray Hammertex finish. 

Attic fan has split inlet panel for 
casv handling; attaches directly to 
hole-framing without need of can- 
vas boot or felt seals; blades and 
motor supported on_ bridge-like 
frame which “floats” on heavy 
neoprene cushions to dampen 
noise or vibration; Packard Electric 
pecial ball-bearing motor, resilient 
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mounted; blades folded together 
saves carton space; 9100 cfm free 
delivery; 7200 cfm at .1 in. static 
pressure; spring-tension — shutters; 
Minneapolis-Honeywell timer avail- 
able with fan. 
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SCHICK Shaver 


Schick, Inc., 45 Garden St., 
Stamford, Conn. 

Device: Schick 
Colonel.” 

Selling Features: Completely re- 
designed; smaller than former 
Colonel; finger fitting, scientifically 
shaped for comfortable holding: 
lighter; new hi-velocity single-head 
version of Schick “20’’ comb edge, 
for cleaner, closer shave; new ro 
tary motor, a.c. or d.c.; new saddle 
stitched Caddie Case, fits in medi- 
cine cabinet or on bathroom shelf; 
easy to pack 

Price: $19.95 


Electrical Merchandising, May, ° 


Improved 


RADIANT GLASS Dryer 


Radiant Glass Appliance Corp., 
Norwich, N. Y. 


Device: Radiant Glass clothes 
drver. 

Selling Features: Cabinet type 
drver with radiant glass heating 
clement panels to dry clothes with 
infra-red heat rays, no tumbling; 
convenient hangers have capacity 
for $ to 10 Ibs. clothes; drying 
time from 1 to 24 hrs. depending 
upon weight of clothes; operates 
on 110 volt a.c. or d.c.; steel cabi- 
net with aluminum liner and 
baked on white enamel exterior; 
colored acid-resistant formica top; 
36 in. high and wide, 24 in. deep; 
iutomatic time control. 

Price: $149.50. 
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ROYAL Ranges 
Dortch Stove Work, Inc., 
Franklin, Tenn. 
Models: Royal ranges No. B-436- 
48, B-536-48, B-420-48 and B-320- 
48 


Selling Features: B-436-48 has 4 
Chromalox surface units—2 giant 
and 2 standard—with  7-heat 
switches, removable burner bowls: 
seamless, l-piece porcelain oven 
has removable bottom, F'iberglas 
insulation; smokeless broiler; twin 
heating units, Bake, 2400 watts 
and Broil 3000 watts; Pre-heat, 
5400 watts. Easy-to-clean  stain- 
less porcelain enamel top; auto- 
matic cooking available with clock 
control of oven or appliance outlet; 
2 large storage drawers and large 
storage compartment. Models are 
available with or without automatic 
time clock, a glass oven door and 
a lamp. 

No. B-536-48 has same features 
as B-436-48 with divided-top. 

Apartment range No. B-420-48 
has full size oven, same as above 
and 4 Chromalox surface units 
with 7-heat switches and remov- 
able burner bowls; occupies 25x21 
in. floor space. Available with or 
without glass oven door. 

\partment range No. B-320-48 
same as B-420-48 with 3 surface 
units—1 giant and 2 standard. 
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FORD Water Heater 


Ford Steel Products Corp., 
Tarrytown, N. Y. 

Models: Ford Lifetime automatic 
electric water heaters. 

Selling Features: Features a 4-in 
rocklining within heavy gauge 
steel tank; 3-in. Fiberglas insula- 
tion; immersion type elements 
upper from 1500 to 4000, lower 
from 1000 to 2500 watts; capaci- 
ties from 52 to 120 gal.; white 
baked enamel finish; inner pressure 
tank has convex heads; fittings of 
bronze or rocklined. 
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Only H.C. Little Oil Heaters 
have Electric Ignition! 


The burner automatically lights itself, regulates itself 


fi : _ 
ae 


These features make H. C. 
Little Oil Heaters the sales 
boosters for 1952! 


*® 100% automatic low-voltage ignition 
—no radio or television interference 

* Special control permits hand operation 
if electricity is cut off 


no pilot light, no Hi-Lo fire! 


Special heat control permits burning 
lowest cost furnace oils 
Non-mechanical burner—no moving 
parts to make noise 

Manually controlled models also avail- 
able 

Tested and listed by Underwriters’ 
Laboratories 


MODEL 108—77,000 BTU 


per hour he 


at output. This 


large automatic unit has the 


heating cap 

size furnace 

lower cost! 
_—. 


acity of a full 
but at much 





MODEL 71 


-~53,000 BTU 


per hour heat output. Cheery 


flame shines 
parent Pyre 


through trans- 
x glass door— 


produces body-warming ra- 
diant rays for extra comfort 





MODEL 72 


per hour he 


52,350 BTU 
at output. Pro 


duces a large heat output 
and specially designed to 


sell when pr 
factor 


ice is the major 





— 
MODEL 59 


per hour h 


42,500 BTU 
eat output. A 


medium size heater that 
provides luxurious heating 


and automat 
low cost 


ic Operation at 





More than 200,000 
H. C. Little Installations! 


The leader in home heating 
equipment since 1923! 


11.0: hitb 


Burner Company, Inc. 
SAN RAFAEL, CALIFORNIA 


H.C. LITTLE DISTRIBUTORS: 


Portland, Ore. 
Prescott, Ariz. 

Reno, Nev 

St. Louis, Mo. 

St. Petersburg, Fla. 
Salt Lake City, Utah 7 
Seattle, Wash 

Toledo, Ohio 


Avrora, Ii! 
Baltimore, Md. 
Belmont, Mass. 
Boise, Idaho 
Columbus, Ga 
Detroit Lakes, Minn 
East Orange, N. J. 
Favetteville, N. Cor. 
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EW Get details today about 
the money-saving DAT- 
ING-DISCOUNT PLAN that per- 


mits you to order oil heaters NOW 
and PAY LATER out of profits! 


MAIL COUPON TODAY 


H. C. LITTLE BURNER COMPANY, INC. 
SAN RAFAEL, CALIFORNIA 
Gentlemen: 


Please send us complete information about 
your OIL HEATERS and the new DATING- 
DISCOUNT PLAN 


Name 


NEW PRODUCTS 


DEERING Air Conditioner 


Deering Air Conditioning Co., 
5037 Beech St., Cincinnati 12, Ohio 
Device: 
tioner designed for stecl casement 
windows. 

Selling Features: Fits into case 
ment window without altering 
mullions or muntins; no wing 
adapters, brackets, frames or bolts; 
available in 4 and } sizes; hermetic 
type compressor units carry 5-year 
warranty, all other parts carry a 1- 
vear warranty. 

Prices: Model G-502, 4 h.p., $349; 
No. G-75-2, } h.p., $429. 
Electrical Merchandising, May, ’52 


Deering room air condi 


U. S. Kitchen Disposer 


United States Radiator Corp., 
300 Buh! Bldg., Detroit 26, Mich. 


Device: U.S. Kitchen garbage dis 
poser with split-section design. 
Selling Features: Designed to pet 
mit greater ease of installation and 
quicker servicing, 4 h.p. motor; 
safety-cover mechanism, controls 
operation of unit, permits grinding 
only when cover is locked in place; 
split-section design provides easier 
installation; water flow switch en- 
abling operation by a turn of cold 
water tap also available 

Electrical Merchandising, May, ’52 


HOTRAY-GOURMET 


Salton Mfg. Co., Inc., 29-31 
Jumel Place, New York 32, N. Y. 


Device: Combination serving tray 
and radiant food warmer. 

Selling Features: Makes possible 
hot and cold food serving in one 
unit; tray measures 14x21 in., and 
has a Ra-Grid radiant glass heat 


MAY, 


center, thermostatically controlled, 
shatterproof; reaches a temperature 
of 200 degs. F. when plugged into 
a.c. outlet; 2 wood grain Formica 
sections, mahogany or blond, 
6x14 in. each, on either side of 
Ra-Grid provide room for cups, 
cream, sugar, cold food etc—they 
do not heat up); aluminum frame; 
full length easy-grip mahogany 
or blond matched wood handles 
Price: $24.95. 
Electrical Merchandising, May, ’52 





BALDOR Circulators 


The Baldor Electric Co., 4353 
Duncan Ave., St. Louis 10, Mo. 


Models: Baldor 2 
circulators. 
Selling Features: Available with 
adjustable floor column to vary dis 
tance between floor and center of 
fan blade; also available in ceiling 
suspension and counter column 
types; capacitor start, capacitor 
run totally enclosed motor; 1100 
S00 rpm; ball-bearings require no 
lubrication; dynamically balanced, 
iluminum blade. 

Electrical Merchandising, May, '52 


and 30-in. ai 


VICTOR Dehumidifier 


Victor Products Corp., 
Hagerstown, Md. 
Device: Victor Dehumidifier DH- 
3A. 

Selling Features: Removes up to 3 
gal. excess moisture in 24-hrs. from 
any enclosed space up to 8000 cu. 
ft.; container easily removed, can 
be carried without spilling water; 
plugs into 115 volt, 50-60 cycle 
a.c.; compact—134 in. wide and 
deep, 184 in. high; weighs only 52 
Ibs. beige hammered steel finish. 
Price: $123.50 

Electrical Merchandising, May °52 
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“White's AG, features 
sure pay off for our dealers 
in bigger volume, lower costs 


and better 7 profits!” 
Whi€ F. A. PIRON, V.P. 


B.H. SPINNEY CO., APPLIANCE DISTRIBUTORS 
SYRACUSE, N.Y. 


ASS le >. 
6s XS 4 ) Automatic 
Wafer 
: Heaters— 


Electric 
and Gas 


Film of Flame 6.9% 

MORE HOT WATER 
No small! holes here, to 6.9% more than most utility 
clog and cause wasteful requirements, for electric 
combustion, slow heat- models, because White's 
ing. Instead, one wide-open port; EXCLUSIVE WATER-HOTTER 
Film of Flame bathes tank bottom boffle diffuses and tempers 
in flame-tips. incoming cold water. 


WHITE IS A LINE YOU’LL 
BE PROUD TO RECOMMEND 


Lucky is the dealer whose distributor 

has introduced White WATER- 

HOTTERS to him — because in White 

he has a complete line that meets all his 

needs. It is backed by outstanding color- 

advertisements in leading magazines. 

Designed to sell readily against stiffest 

competition. Built to give consumers 

instant and longlived satisfaction — 

Ss ; ‘ which means minimum service-cost, 

“ biggest net profits. Call your White 

San distributor NOW or mail coupon for 

* Guaranteed by “ es 

Good Housekeeping eye-opening facts! 


* \y 
OF 45 anyraristd Wee 


Ge fact Dueke- Mal napa NOW! \ Fer nnn nm 


story: My business letterhead is attached. 


O8 4 ttFuND oF 





WHITE PRODUCTS CORPORATION My Nome 
Water Heating Specialists Since 1930 Address 

MIDDLEVILLE e MICHIGAN 
EXPORT OFFICE: 201 N. Wells St., Chicago 5, Illinois 


Patented Copyright 1952, White Products Corporation 








City 





County. 
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in autommtic perks, too! 






THE FULLY AUTOMATIC PERCOLATOR 
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<4 in plain polished aluminum, too... $112 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 
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USAIRCO Air Conditioner 


United States Air Conditioning 
Corp., 330 Como Ave., S. E., 
Minneapolis 14, Minn. 


Device: 10-ton upright  self-con 
tained air conditioner. 

Selling Features: Icatures 2 com 
plete separate refrigeration circuits 
which provide economy of opera 
tion when full cooling capacity is 
net required; manual — by-pass 
damper im blower section permits 
increased dehumidification with 
out execessive cooling; semi-her 
inctic Compressor sections; pressure 
relief valves on condenser-receivers; 
charging valve on liquid line facili- 
tates charging unit; separate mag 
netic starter for fan motor provides 
full overload protection; both 5 
ton circuits are set up = on 


pump-down” cycle, eliminating 
‘slugging’ of compressors at 


start-up; line solenoid valves, low 
pressure control provides satisfac 
tory operation of “pump-down” 
cycle; 2-stage remote bulb thermo- 
stat is standard equipment, but a 
2-stage remote room thermostat 
may be used if desired; internal 
water connections for operation 
with city water or cooling tower. 
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BERNS Built-In Fans 


Bern Mfg. Corp., 
3050 N. Rockwell St., 
Chicago, 18, Ill. 
Device: Air King built-in kitchen 
fans for 1952. 
Selling Features: Line includes a 
model for ceiling or side-wall 
mounting; measures 34 in. deep 
overall; adjustable frame fits be 
tween 16 in. studs or center joists 
for easy installation; blower-typ« 
blade maintains high air exhaust 
volume in long ducts; chrome o1 
white enamel grill easily removable; 
3-speed switch; 10 in. fan. 
Pull-chain automatic fans also 
have same grill and construction 
features as above ceiling model 
with wall switch control; motor in 
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both models is mounted on one 
bracket with motor and blade re 
movable by loosening 2 screws; wall 
switch fan adjustable for wall thick- 
ness of from 54 to 16 in. Pull 
chain fan adjustable for wall thick 
nesses of from 5 to 153 in. for S8-in 
size and from 54 to 16 in. for 10-in 
size. 

Prices: Ceiling fan, $34.95; wall 
switch controlled model, $55.40: 
pull chain model, $27.55 and 
$34.60 for 8- and 10-in. sizes rc 
spectively. 

Electrical Merchandising, May ’52 
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REO Mower 
Reo Motors Inc., Lansing, 20, Mich. 
Model: 1952 Reo Royale deluxe 
power MmOwcr. 
Selling Features: = Completel 
cquipped; big capacity mower with 
ucw automatic re-wind - starter, 
sturdy handle; totally shielded 
clutch and drive mechanism; 21-in. 
cutting swath and 13 h.p. Reo 
built engine. 
lectrical Merchandising, May °52 





ARTIC CIRCLE Evaporative 
Cooler 
International Metal Products Co., 
500 S. 15th St., Phoenix, Ariz. 
Device: Arctic Circle evaporativ« 
ype room air cooler, No. B-1000-2 
Selling Features: Designed to pro 
vide low-cost cooling for rooms, 
small apartments, hotel and motel 
units; washed air, delivered at 
maximum of 1000 cfm with 
able-speed control, permits ind 
viduals to control their own coolin 
requirements; 2-tone baked enam« 
finish; may be used as portabl 
clfcontained unit, requiring 1 
outside water supply; water resei 
voir mm bottom may be manually 
filled through “‘pour-in” drawe1 
and a pump used to recirculate 
vater to the filter 
Electrical Merchandising, M 


MERCHANDISING 





WANT 


+4] YOUR CUSTOMERS 
@ 


| DISHWASHERS NOW! 


SURVEYS INDICATE OVER 12,000,000 HOMEMAKERS 
ARE PLANNING TO BUY AN AUTOMATIC ELECTRIC 
DISHWASHER NOW!" 


This 1 the market thats ready to buy... 


dishwasher users say they bought principally because of 
confidence in the maker. HOTPOINT QUALITY IS UN- 
SURPASSED, AS PROVED BY THE EXTREME MINIMUM OF 
SERVICE CALLS ON THE HOTPOINT DISHWASHER. 


liked about’ dishwashers are “gets dishes clean... dries 
nicely.” HOTPOINT'S SUPERIOR WASHING ACTION AND 
FORCED HOT AIR ELECTRIC DRYING GET DISHES, SILVER, 
AND GLASSES HYGIENICALLY CLEAN. 


Half of today’s 
dishwasher users say they selected a brand because of 
use-value features. HOTPOINT FEATURES—front open- 
ing, double washing, double rinsing, extra large capacity 
—ARE DESIGNED WITH THE USER IN MIND; FOR SIM- 
PLICITY IN USE, FOR COMPLETE SERVICEABILITY. 


Users say they 
like the dishwasher because it ‘saves time ...no bother 
... saves work.”” HOTPOINT FEATURES AND WASHING 
ABILITY SAVE THE HOMEMAKER MORE TIME AND WORK 
THAN ALL OTHER KITCHEN APPLIANCES COMBINED. 


*From recent Good Housekeeping Magazine surveys 


HAS THE DISHWASHER 


THEY WANT TO BUY! 


SEE YOUR HOTPOINT 
DISTRIBUTOR NOW... 


he’ll give you the full story 
about how you can cash in on 
this huge market. There may be 
a Hotpoint Franchise open in 
your area. | 


penother reason why Leading Dealers say: 


.-. [Me Noremost Tanchite inthe Ladutty! 





RANGES © REFRIGERATORS © DISHWASHERS © DISPOSALLS® © WATER HEATERS 
FOOD FREEZERS © AUTOMATIC WASHERS © CLOTHES DRYERS © ROTARY IRONERS © CABINETS 
i Inc. (A General Electric Affiliate) 5600 West Taylor Street, Chicago 44, Illinois 
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Automatic Washer Makers agree 


IT GETS CLOTHES CLEANE 


alll was developed to meet the specifications of automatic washer 








makers who were looking for an “automatic” laundry powder. In 
hundreds of tests, alll more than met every requirement and is 


now recommended in their automatic washer instruction manuals. 





In addition, the makers listed below are helping buyers and dealers 
by including a sample box of alll or a free gift card for alll (or 
8 I - 


both) in each automatic washer as it leaves the factory. 


a 





aid 
Controlled Sudsi9. 


it at IC APEX + BENDIX 

auT0 S 

i WASHER GENERAL ELECTRIC 
HORTON + HOTPOINT 

MONITOR + NORGE 


WESTINGHOUSE 
































Makers find eal makes no “lazy” suds 
to slow down washing and rinsing action! 


Tests showed automatic washer makers that too much suds 
in the machine was a major cause of half-clean clothes. A 
thick layer of suds, they discovered, is sluggish — actually 


slows down the washing and rinsing action of the machine. 


all is tailor-made for automatic washers. It makes no 
“lazy” suds to hamper cleaning action — no messy suds 
to overflow and clog the machine. As a result, alll gets 


clothes cleaner in automatic washers. 
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HELPS DEALERS 


What you can do to cash 


DEMONSTRATION RECORD 
SIGNED 





STREET 





city PHONE 





Automatic Washer 





NAME OF WASHER 
was demonstrated with a 24 oynce package 


of all, and the remainder of the package 
was left forme to use. I was advised I could purchase all at: 
DEALER*S NAME 





ADDRESS 





Detergents, Inc., Columbus, Ohio 


Get alll free for post-sale demonstrations 
with famous Blue Card Program! 


Follow your automatic washer manufacturer’s lead and 
use alll for “in the home” demonstrations. It doesn’t cost 
you a penny.... alls easy-to-use Blue Card Demonstra- 
tion Program replaces each box of alll you use for post- 
sale demonstration free of charge. 


SELL, T00! 


in on tt! 


Build prospect lists and sales volume with 
ql Laundry Clinics! 


all's Laundry Clinics help you get new prospects and extra 
sales on your automatic laundry line — and on other appli- 
ances, too! alll’s factory-trained Home Service Represent- 
atives are always available to help you plan and operate 
store and home party promotions. 








ACT NOW —PUT 


supply of Blue Cards and for full information 


® on alls sales promotion programs. 


all. To work 
MAKING EXTRA PROFITS FOR YOU! 


Call your Automatic Washer Distributor for a 


Or write directly to: 


DETERGENTS, INC. 
® 1147 Chesapeake Ave., Columbus, Ohio 
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Series motor ports engi- 
neered for floor polisher 
adaptable to food mixers 
ond other household 
appliances 























Compact bal! bearing series 
motor for high-speed grinders, 
pumps ond small sonders 
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Compactly designed turbine eo ~« 


























provides dependable operation 
for canister-type vacuum cleaner 
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when the appliance is 
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. powered witha... 


Pam Elecite 


Today's value-conscious customers are interested in know- 











ing why your motor operated appliances are a better buy 











When the appliance is powered with a Lamb Electric 








Motor, you can tell them about the outstanding perform- 











ance of the motor —its quiet, dependable operation; its 




















long life; and the fact that it was built by a company which 














has specialized in small motors for thirty-seven years 














This is a good point to keep in mind when you are selling 











ind buying motor operated appliances 











The Lamb Electric Company 
Kent, Ohio 














In Canada: Lamb Electric — Division of 
Sangamo Company Ltd. — Leaside, Ontario 































ty 
THEY'RE POWERING AMERICA’S Finest PRODUCTS 


2b Electric 


























PECIAL APPLICATION MOTORS 
FRACTIONAL HORSEPOWER 





RADIANT GLASS Heaters 


Radiant Glass Appliance Corp., 
Norwich, N. Y. 

Models: Radiant Glass portable 
heaters in 3 models: D, DS 
ind DT. 

Selling Features: Model D, stand 
ird, has wood base and metal 
frame. 

DS, deluxe model, has all metal 
streamlined frame; on-off switch. 

DT, deluxe with thermostat, has 
ill metal streamlined frame. 

All models have 1250 watt ele- 
ment, a.c. or d.c., 110 or 220 volts; 
Hammertone Tan color. 

Prices: D, $34.95; DS, $39.95; 
DT, $47.50. 
Electrical Merchandising, May, °5 








ESSICK Evaporative Coolers 


Essick Mfg. Co., 

1950 Santa Fe Ave., 

Los Angeles 21, Calif 

Models: 5 new “Down Discharge” 
evaporative air coolers 

Selling Features: Constructed so 
that the cool air discharges through 
the bottom permitting simple in 
stallation on roofs; mav be in 
stalled without exterior ductwork; 
same Essick patented features as 
conventional models: “No-Clog 
Sta-F’'resh”’ filters, “Grip Lock” fil- 
ter holders, “Free-Flo” externally 
adjusting water troughs; “um 
Weld” construction; available in 
capacities from 3700 to 6600 cfm 


Electrical Merchandising, May, '52 





TRIM MASTER Lawn Trimmer 
E. F. Britten & Co., Cranford, N. J. 
Device: Trim Master Jr. 
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Selling Features: Shatter-proof 7-in. 
steel cutter blade shaped to create 
a powerful suction as it whirls at 
7500 rpm; grass is sucked into cut- 
ting arc; compact 110 volt motor 
a.c.-d.c. weighs only 3 Ibs. mounted 
in rubber, insulated; blade has guard 
plate above and behind; a base guard 
shoe below keeps blade at correct 
cutting height; adjustable grip 
handle easily raised or lowered; 
fingertip control. 

Price: $44.95. 

Electrical Merchandising, May °52 





ELECTROMODE Heater 


Electromode Corp., 

45 Crouch St., Rochester, N. Y. 
Model: Electromode Nod. PJ-13 
portable heater for small rooms 
returns to market. 

Selling Features: Same features as 
before, includes 1320 watt cast 
aluminum element; power cut-off 
safety switch and fan for circulat- 
ing heat or cool air; added new 
look in silver grey hammertone 
finish with Bakelite handle; new 
scientifically designed grill with 
louvers pitched to spread fan- 
forced warm air into room at floor 
level 

Price: $24.95 


> 
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NELSON Fan 


Herman Nelson Div., American Air 
Filter Co. Inc., Moline, III. 

Model: No. MDA direct drive, 
vertical propeller exhaust fan for 
kitchens, attics, etc. 

Selling Features: Installed flush 
with ceiling, totally enclosed motor 
and mountings concealed by ceil 
ing; only base plate and fan blade 
are visible from room; fan ranges 
in blade size from 14 to 36 in.; 
motors available in various current 
characteristics and differ in h.p 
according to size; CFM delivery 
varies from 1585 in the 1+4-in. 
model to 12,400 in the 36-in. fan. 


Electrical Merchandising, May, ’52 
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Filet mignon for millions... 


D. Howard Doane, St. Louis, Missouri, has 
worked out a new method of producing beef. . . 


using low-cost grass and pasture instead of high- 


cost corn, with outdoor housing replacing expensive 


barns, and self-feeding saving labor costs. The 
result promises to give the U. S. consumer more 
steak, at reasonable prices! 

In cooperation with SuccEssFUL FARMING, 
the Doane Grassland Farms this Spring will hold 
open house... Show steers, amplify details. And 
SUCCESSFUL FARMING presents the revolutionary 
Doane method with 26 case history pictures of steak 
on the hoof in a recent issue... of interest to 
cdvertisers as an illuminating instance of better 


farm business making better markets! 


Farming is business. .. moving 
constantly forward, utilizing the 
itest research findings, developing 
new techniques and methods for 
getting more steak per steer, more 
eggs per chicken, more milk per 


cow, higher production at lower cost. 
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And the farm homemaker, like her businessman 
husband, is continually alert to improvement .. . 
rebuilds or redecorates the farm home, adds new 
furniture, furnishings, and decorations...is today’s 
best prospect for quality merchandise. 


Best class market...is the SuccEssFUL FARMING 
audience of 1,200,000 families, with nearly a million 
on the nation’s best farms in the fifteen agricultural 
Heart states, with the best brains, top investment 
in livestock, land, crops, buildings 
and machinery, the highest yields 
and incomes. The average SF 
subscriber’s earnings are easily 
50% above the US farm average. 

Advertising in general media 
misses much of the best market, 
needs SUCCESSFUL FARMING for its 
deep penetration, high readership, wide 
influence ...to balance any national advertising “ 
schedule. You’re not getting maximum electric 
goods sales if you overlook this market and medium. 
For full facts, call the nearest SF office. 


MEREDITH PUBLISHING Company, Des Moines... 
New York, Chicago, Cleveland, Detroit, Atlanta, 
Los Angeles, San Francisco. 
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UNIVERSAL goes full line... 


to meet every aggressive dealer’s major appliance require- 
ments. This complete line is all new for °52... packed with 


new features . . . exclusive features that add up to extra 





value because these appliances are priced right for profits. 





And you know Universal means dependable top quality 
. it has been the trusted name in American homes for 
over 50 years. It will pay you to look over the “solid sell” 
that has been packed into this complete 1952 line . . . from 


the sensational Refrig-a-Dor® and the Home Freezers in- 





cluding the new Upright “18” model right on through to 
the new Automatic Washer and the Automatic Dryer with 


its exclusive “Sun-Sweet” feature. Your Universal Distrib- 





utor is ready to deliver. Call him today! 


UNIVERSAL MAJOR << APPLIANCE COMPANY 
Lima, Ohio 
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New—the “Utility Room Triplets’’—matched Automatic Washer, Dryer, Freezer 


Pars aie 


~aee 


tine we 
6 


FULL PAGE COLOR ADS... 
will announce this great new line starting in May in 
the Saturday Evening Post, followed by Better 
Homes and Gardens, McCall's, Good Housekeep- 
ing, Sunset and other leading magazines. 


Keep your eye on UNIVERSAL! 
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NEW PRODUCTS 


Selling Features: Att 





ay 






For Completely 
Soft Water 
Without 





SNO-BREEZE Evaporative 
Cooler t 


Palmer Mfg. Corp 
Phoenix, Ariz 


Device i t a 


lectrical Merchandising, \I 


Selling Features 








CAVALIER Heater 


Cavalier Corp., Chattanooga 2, Tenn. 


au m™m | , 
. : taped Cavaher heavy-duty, port 


c m heate 





with wate 
















Beste ae > Selling ‘Seahaeee Available in 2, 3 
turned off; move 1U0 ctin 

» caskivas ind + kw. sizes: heats bv radiation 

Electrical Merchandising, May. 52 and convection: tapered cone typx 


element of cordicnte ceramic plugs 
into 230 volt outlet; copper clad 


W nt Nvets steel reflector curved at top. to 
ets re | throw heat outward; brown enamel 
mote Buy cabinet; comfortably shaped carr 
G EQU IPME NT ng handle: switch and heat control 


combined; automat temperature 
control built in 


poe SOFTENIN 







May 





Electrical Merchandising, 


Size for size—dollar for dollar—vyou can guarantee a Myers UNIVERSAL Heat Screen 
Water Softener to give more for the money! Greater softening Universal Co., High Point, N. C. 
Device: New decorative radiant 
electric heat screen 

Selling Features: Specially designed 
20 x 30 in. ThermoRay radiant clec 
fast waking up to the dollar-and-drudgery saving benefits of tric heat panel with hermetically 







capacity by 44°? than any same-size unit. Faster, more efficient 








regeneration with one push of a button. Surer protection against 


Zeolite loss by a paten ited “Double Check” system. America is 


fully-softened water. And Myers Water Softener dealers are sealed clement; surface temperature 
approximately 150 degs; consumes 
about 4 kw. per. hr. or less; perma 


: } nenth ittached — cord; 110-120 
new, big-money market——write us today for full information volts 


profiting most by this fast-growing trend! If you are an inde- 






pendent dealer— interested in getting the inside track on this 


Or dx ; cord can b coiled 
on clip under base for storage; 
wailable in- stvles for different 


Top: Myers Softmaster—fully TOOTS ROBERTON Mower 


automatic, finest in quality, easiest Price: $34:95 
























t tall. Perfect h-butt , a ,.. Roberton Div. 
- on a eS yrs ane Electrical Merchandising, May, °5! King Pneumatic Tool Co. 
ici i ‘ 
: 2717 N. Ashland Ave., Chicago, III, 
Left: Myers Avutorinse —simple, * & ee at 
semi-automatic operation. Also j eviee: > Has POWwec! wh 


available for manual operation 
(Myers Hydrochief). 24 models—6 
sizes to meet all requirements. 


Mowe! 
Selling Features: Lightweight, easy 
to handle; single fingertip adjust 
ment of cutting height; full 20-in 
cut, trouble-free operation; extra 
spider welded to reelblades to 
avoid bending or breaking; sure 
grip “knobby tread” tires have been 
idded; throttle placed between 
bie | ya MYERS HOT-ROCK Panel Heater hand grips, controllable by cither 


. CO. hand 


Electrofilm Corp., 7116 Laurel Canyon 5 ; 
Dept. P-111, Ashland, O. Bivd., North Hollywood, Calif. Price: $109.50 plus tax 


Device: Hot-Rock panel heater for Electrical Merchandising, May, '5 





Write— Right Now—To: 
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For your customers who 
come seeking June gifts for 
BRIDES, GRADS, AND DADS... 


& 
rvin 


—brand new and 12 ways better! 


fe. a clock move- e Exclusive “ Magnetenna” 
—built-in ferrite core Re 










i 


[fie 





* Telechron automatic a antenna with 
e Follow- fates aie diel 
w-up buzzer * Horizontal radio dial 


¢ Luminous clock hands : neg ye eae 
* Handy appliance 


speak: 
outlet 
eens feta Velvet a ‘4 c 5 
: ri tubes including 
: ee volume 


con 
* Magnz-Bass amplifier Willow Green or Ivory 















Model 657-T 






Introductory 
combination 
offer! 








Urn 
Latest 3-way portable with $8.95 


| 


s picnic case at no extra cost 
Who wouldn’t be thrilled * Mighty “Magnetenna” 
























to give—or receive 
: —such y new, 
a@ perfect gift? super -enaitive ceramic 
* Stunningly st; a antenna with 
Arvin Vacationer is being ex- a cabinet with me power. 
. Bese therette midriff, i * Alnico V PM 
tensively advertised in May 3 color peed mcr: Song Arvin Velvet i - noel 
5 ne. 
go touch-o-gold trim. * Weight, complete with 
ttery, AC /DC— batteries, only 634 Ibs. 







from one 
aisy with no wear 


dela 

* Unique revolving dial $ 95 
ih cubeentelie aa 

in poder E —e 

« Handle 

not in Oe te flat when 


¢ Five tubes 
selenium men ond less batteries 


and June issues of national 
magazines, offering this smart 
plastic shoulder picnic oF 
beach bag at no extra cost. 
Regular $8.95 retail value! 
Keeps foods or beverages hot 
or cold for hours. Fiberglas- 
insulated, waterproof, wash- 
able, odorless, scuffiess. Ideal 
for picnics, motor trips, school 
lunches, nursing bottles, frozen 
food shopping. 























Radio & Television Division 


Arvin Industries, Inc. 
Columbus, Indiana 


oblitt-Sparks Industries, Inc 
to visit Arvin 








(Formerly N 

and dealers are invited 
showrooms at: 

8-14 W. 30th Street 


150 N. Wacker Drive 
New York 


Model 650-P 
Chicago 





Distributors 
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THE COMPLETELY AUTOMATIC WASHER 


4s 
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ho wohder Housewives 


are Buying 


ABC-0-MATIC 


THE COMPLETELY AUTOMATIC WASHER 


ABC -O-MATIC is the washer of the year—for both 
buyer and seller! Housewives from coast to coast 
are thrilled with its superb performance, because 
it gives them everything they want in a washer— 
clean, gentle, thorough washing (plus rinsing 
and damp-drying) ... all automatically! Dealers 
benefit handsomely because ABC-O-MATIC as- 
sures quicker, easier sales...increased volume 


and profit... plus customer satisfaction that 


makes every user a most enthusiastic booster and 


an extra “salesman” for ABC. 

Besides ABC-O-MATIC’s exclusive features, there’s 
plenty of extra sell in this great washer: Simple 
dial control... gearless automatic drive... auto- 
matic signal light... automatic levelizer.. fewer 
working parts...no-stoop top loading... uses 
soap or detergents... vibration-free, quiet opera- 


tion, with no bolting down, no oiling or greasing. 


FOR COMPLETE DETAILS, WRITE OR WIRE 


ALTORFER BROS. COMPANY oe 


Look at these SALES-CLINCHING features: 
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3-STEP RINSING “'SPIN-AIRE” DRYIP 


PEORIA, ILLINOIS 


> 
» 


121 











PAGE 





2-3 


HOUSEHOLD 
REFRIGERATOR 
MANUFACTURERS 


Fe incseh 


HERMETICS 
AS 


STANDARD EQUIPMENT 


Low initial cost, quiet operation, compactness of design and 
trouble-free operation, these are the reasons why manufacturers 
of household refrigerators, freezers, air conditioners, etc., use 
Tecumseh Hermetics in their products, 

Here’s how these facts about Tecumseh will help you sell 
your customers: 


LOW INITIAL COST 


is passed on in lower price refrigera- 
tion equipment or more “extras” at 
the same price. 


QUIET OPERATION 


assures customer satisfaction and 
builds up good will for you. 


COMPACT DESIGN 


allows more space for food storage, or 
smaller overall dimensions. Result . . . 
more refrigeration for the money. 


LOW OPERATING COST 


due to efficient design balancing com- 





pressor exactly to the installation. This 
factor also minimizes the necessity for 
service calls under warranty, saving 
money for both the customer and your- 


self. 
* * ae 
For maximum customer satisfaction and more 


profits for you, look for the famous Tecumseh 
Compressors in the refrigeration products you sell! 


Illustrated above 
are the four basic 
hermetic compres 
sors manufactured 
by Tecumseh. 


|g TECUMSEH P 


} | TECUMSEH, MICH 


UCTS 





EXPORT DEPT.: 2111 WOODWARD AVE., DETROIT, MICH 
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NEW PRODUCTS 





REO Lawn Mower 


Reo Motors Inc., 
Lansing 20, Mich. 


Model: Reo “Town House,” elec 


trically-operated lawn mower. 


Selling Features: Cuts an 18 in. 
swath; 110 volt a.c.; suitable for 


citv lawns with a minimum of ob 


struction such as trees, shrubs and 


flower beds 
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TORK Defroster 
The Tork Clock Co., 
Mt. Vernon, N. Y. 
Device: ‘l'ork defroster. 
Selling Features: Equipped with 
lelechron synchronized motor, 
sclf-starting with switch of berv] 
lium copper blades and heavy silver 
contacts; white baked enamel: 
casily cleaned; measures 44 x 3 x 3 
in.; refrigerator plugs into recep 
tacle on unit and unit plugs into 
anv outlet; once dial is set for time 
of dav user wants to defrost, there 
ire no further adjustments 
Price: $10.95 
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GLOMASTER Heater 
Pryne & Co., Pomona, Calif. 
Device: Glomaster infra-red rc 
cessed wall heater. 
Selling Features: Element of sin 
tered carbide compound formed in 
a straight rod will not burn out, 
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not affected by splashed water; with 
polished reflector heat by radiated 
infra-red rays, eliminating cold 
spots in room; element Is non-me- 
tallic and will not transmit shock; 
wire grille remains at safe tempera- 
ture; easy to install, fits between 
studding spaced 14 in. in a 33 in. 
wall; operates on a.c. or dc. at 
1000 watts; chrome or baked white 
enamel trim. 

Electrical Merchandising, \lav, 52 


FARM EQUIPMENT 





BURKS Water Pump 


Decatur Pump Co., 2750 Nelson 
Park Dr., Decatur, Ili. 


Device: Burks H-V sen 


s deepwell 
pump 

Selling Features: New design per 
mits use in horizontal or vertical 
position without mechanical 
Kam-actieon impeller 
volute combinations; all — sizes 
wailable through 1 h.p. heavy duty 
long life motors; capacities up to 
1500 GPH, and depths to 130 ft.; 
special air vent built into pump 
for casicr priming, serves to bleed 
off air and gas from case; pressure 
switch prevents diaphragm from 
becoming clogged with sediment; 
equipped with patented non-chat 
tering control valve; l-piece stain 
less steel shaft; pump case contains 
renewable volute. 
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changes; 





STEBER Brooder 
Steber Mfg. Co., Broadview, Ill. 


Device. Steber 4-lamp infrared 
heat lamp brooder. 

Selling Features: Designed to foster 
a brood of 250 chicks; 17-in. hood 
protects lamps; + heat-resisting 
sockets securely mounted and fac- 
tory wired; wafer thermostat con- 
trols two lamps; loop hanger per- 
mits easy hanging by chain or 
other secure means; cord and plug 
attached. 
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MERCHANDISING 


The Highland... Model C-2105, 
will add a note of trimly modern 
beauty to any home. Here's real 
blonde beauty, in trimly cabineted 
big 21” TV! 





The Raleigh Model C-2103, 

features trim encasement of big, 

21” flat-face tube in compactly 

crafted cabinet of warm, mellow . The Vogue... Model M-1728, 

mahogany. It's the answer to : is a perfect combination of lux- 

beautifully packaged, big 21” TV! vrious appearance, flawless 17” 
pictures and moderate price. 
Cabinet of mahogany veneer. 


The Commander... Model 
M-1726, represents plastic cabi- 
net styling at its best. Maroon 
plastic is scratch and scuff resis- The Linden .. . Model C-1731, 
tant, easy to wash, wax and keep : features rich semi-blonde cabinet 
beautiful. Big, clear 17” screen. that's modern yet easily blendable 
into a variety of settings. Big, 
sharp-focus 17” pictures. 


THE LINE THAT LETS YOU SELL 
Perfect TV Today! Assured All- 
Channel UHF Reception Tomorrow! 4 


Belmont Radio Corp., 5921 W. Dickens Ave., Chicago 39, Ill 
Subsidiary of RAYTHEON MANUFACTURING CO 
The Roseland ... Model C-1729, 
features flanking diamond-pillar 
design, rich wave-mesh grille, and © Belmont Radio Corp. 
mahogany cabinet for lasting 
elegance. Big, clear 17” pictures. 
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THIS WESTINGHOU 
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10” Oscillating 


Livelyaire® Livelyaire” 
Model 10LA3 Model 121A3 
$16.95 $26.95 
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AND...ONLY WESTINGHOUSE 
FEATURES FANS ON POLITICAL TV TELECASTS 


Here’s a team that will make your job of selling Fans 
this summer so much easier. Each Monday night, from 
the middle of May to the middle of August, a coast- 
to-coast television audience will watch Betty Furness 
demonstrate the Mobilaire” Fan and urge folks to see 
you, their Dealer. 

PLUS... LIFE magazine ads will promote the com- 
plete Westinghouse Fan Line during May and June. 
PLUS ...In 129 major markets Westinghouse will 
run a series of large newspaper ads and, where pos- 


12” Oscillating 


sible, television commercials on a temperature re- 
lease basis. 

Be the Fan Man in your territory. See your Dis- 
tributor for display deals, set up your Fan selling 
center and prepare to cash in on this tremendous 
summer promotion. 

WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division + Springfield 2, Mass. 


$89.95 and 





10” Debonaire® 
Model 10DA 





16” and 20” 
Whirlaire® 


$114.95 
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GIVES A“HUSKY” PULL 


Se LE 


TO. YOUR FAN BUSINESS 


E * 
my ON 
b  FIREE 


#  yVetinghous® 


MOBILAIRE® 

FREE HOME TRIAL 

PROMOTION KIT 
Deluxe 4-color illu- 
minated action dis- 
play for window or 
Fan selling center 
emphasizes Free 
Home Trial. Dis- 
play plus complete 
merchandising kit. 


rs 
_pat® Mobiloire® 


Model 16MA2 


- +. of course, it’s electric! 
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STANDARD MOBILAIRE 
PROMOTION KIT 


For limited floor 
area, display fits on 
Fan. Arrow and rib- 
bons demonstrate 
power of air stream. 
Complete with sell- 
ing kit. 





DEBONAIRE® 
DISPLAY KIT 
Brightly colored 
display for both 
Debonaire models. 


Uw Flying ribbons turn 


Fan into fast-action 
selling center. Dis- 
play plus selling 
kit. 
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NEW PRODUCTS 


LIGHTING EQUIPMENT 





MONOWATT Light 


Monowsatt Div., General Electric Co., 
Providence 7, R. 1 








Device: Monowatt automatic 
closet light 


Selling Features: Sclt-contained 


push-button switch is operated by 
door action; simple to install 
screws into place; plugs into outlet 
9 ft. cord, molded-on cap 


Price: About $1. 
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LECTRO 


Lf 


® HOST \, 





MARKSTONE Valancelite 


Markstone Mfg. Co., 2420-60 
Kes COO, W. George St., Chicago 18, Ill. 
that [nd / Device: Markstone Pin-Up Va 
td 






















The ran e lancelite 

Selling Features: Easy to hang, no 
tools needed; can be used with pres 
ent valance or facing board; easy to 


the line thet makes move from place to place, makes it 


suitable for rented homes or apart 
ments; can be used over drapes, 

oo earimers—- mone 
Q venetian blinds, doors, windows or 
on plain walls; available in 3 sizes 


OLDEST Here's what the L & H electric range offers you: wlan ag decade yall 


—one big reason why L&H “Lectro-Host” is 



















ing needed to interconnect for ex 
Features that make sense to customers. . . . Vari-speed control for tra length installations. 
AMERICAN “1001 cooking speeds” . .. handy divided top that reduces “traffic Electrical Merchandising, May, °52 


RAN congestion” and heat concentration , . . the “Duo-cook” deep well 
GE cooker that becomes another surface unit in seconds . . . the fool- 
MANUFACTURER proof self-computing timer . . . the greatest usable oven capacity 
in any standard range .. . and many others. 
UNDER A potent program of magazine advertising that is telling the 
L&H story to millions, 
CONTINUOUS A 77-year record of quality production that means lasting 


satisfaction to your customers and peace of mind to you, 


OWNERSHIP See your L&H distributor. 


EST. 1875 A. J. Lindemann & Hoverson Co., Milwaukee 15, Wisconsin 





SNAPIT Door-Lite 


Cable Electric Products Inc., 
234 Daboll St., Providence, 7, R. |}. 








r * 
45M 4 nna nov" oe . 
“ekes 15, wi** Device: Snapit automatic door 
lite. 
Selling Features: Complete with 
9-ft. cord and attachment cap; 
takes only seconds to install; may 
be used to light dark cellar stair 
wavs and entrances. 
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Watch for announcement of the L&aH 
“Custom-Bilt'’ Range, the flexible 


group of range components for 





modern built-in applications 


Home Freezers Refrigerators Electric Water Heaters 
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Co., 
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by 

all 
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GAYELORD HAUSER 


WORLD-FAMOUS FOOD AUTHORITY 


helps you sell the 











nard-hitting ads in the nation’s 
leading magazines feature his BRIDES 
personal recommendation m A¥ <a 


i Oe a 










| 





os 











Cc 














These are the Magazines 


The removable bottom is the exclusive feature 
; 1 
— x | that makes the Osterizer the most wanted — 


— easiest to sell liquefier and blender on the market. 





sad 




















é-—\ _—_OSTER Portable 
i y \. Mixer the ONLY S- 
ao” lightweight powerful >» 











ens 
portable mixer. Does oe 
every food mixing ‘ 


job. Price $16.95.* u% 











Promote these steady department sales builders 
...every item with exclusive wanted features 


OSTER Massage In- 
struments the 
ONLY suspended 
motor action Massage 
Instrument. Home 
model $29.50.* De 
Luxe Model $42.50.* 





















efficiency and beauty \ Lad 
of “jet” design. Price / 
$19.95.* 
































Osterizer with 
chrome base $44.95 






Osterizer with 
enamel base $39.95 
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OSTER Airjet Hair P : 
Dryer — the ONLY ee4 
hair dryer with the ey UL \ 


THE*FASTEST-GROWING ELECTRIC HOUSEWARE LINE 


OSTER Knife Sharp- 
ener — the ONLY 
Double-Action Elec- 
tric Knife Sharpener 
on the market. Price 


™ = $14.95.* 


*Prices subject to change without notice. 


HIGHEST 
QUALITY 





IN‘ AMERICA 
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Hurricane 
Glider 


First QUALITY Mower 
in low price field 

















































































































































When customers want both TOP QUALITY and LOW COST, here’s 

the power mower they'll buy. The new HURRICANE GLIDER 

incorporates all the quality features of the Hurricane line, plus new 
pressed-steel chassis embossed for super-strength. And—it’s priced 

far below other comparable models. 

| The HURRICANE GLIDER offers “price-conscious” customers a 












lightweight rotary mower made to order for city lawns. Rugged and 
simply constructed, the GLIDER is designed for lifetime service with 
yo minimum maintenance. More power—2 h.p. (not 1%) 4-cycle engine. 
Broaden your power-mower sales with the new HURRICANE 
GLIDER. Now—today—mail the coupon below for Hurricane’s com- 
plete selling and merchandising program! 








ENGINEERING FEATURES THAT CINCH YOUR SALES! 


4-cycle, 2 h.p. gasoline engine * Automatic governor ¢ Full-floating friction drive © 
Hard-tempered steel-alloy blade © Special hinged safety guard © Adjustable cutting 
height © Pressed-steel chassis, embossed for rigidity and super strength © 4 large, 
equal-diameter wheels © Puncture-proof rubber tires © 18-inch cutting swath. 


MAKE EVERY PROSPECT A SALE WITH 
HURRICANE’S BIG 3 — THE COMPLETE LINE 


With the complete Hurr 
Hurricane Junior 







the Glider, the Hurricane and the 
you're set up to sell any prospective customer! Each 
The big Hurricane, with its 20-inch 

cutting swath, packs the power and stamina needed for mowing big subur 
ban lawns and estates. The Hurricane Junior, a compact. lighter replica 
ity dwellers who don't want to sacrifice 
carry the full 


icane line 





machine meets specific buyer demands 





of the big Hurricane, is for those « 
quality for price. Yo 
Hurricane line! 






1 won't miss any sales when you 





HURRICANE 





PLUS — PROFITS ON PARTS AND SERVICE 


Customers 
when they 
Find out how easy 






\ well-run service department is a real money-maker, too 
iate this and they 
need replacement Hurnecane parts and maintenance 
Write for detailed instructions 





apprec onvemence ll remember you 





is to develop this rich and fertile sideline 






Hurricane Rotary Power Mowers ore made by NATIONAL METAL PRODUCTS CO 
Dept. E-5, 2722 Cherry St., Kansas City 8, Mo 


cae lle | 







‘ 
: NATIONAL METAL PRODUCTS CO., INC. ; 
; Dept. E-5, 2722 Cherry Street ' 
| s Kansas City 8, Mo. : 
: Prove to me that the HURRICANE GLIDER is all you say. I’d like full § 
: details on selling and merchandising plans. ~ 
- Name ; 
' 
: Address : 
' 
s City ' 
P 
i a snbiciipiaaionaiinli a 
Beco ee eee eer ee ee seseeeseseeeeesessesesessesseseusscast 
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BERGER Cabinets 


Berger Mfg. Div., 
Corp., Canton, O. 
Models: 6 new Berger full-width, 
undersink cabinets. 

Selling Features: No. 5154, 54-in. 
wide and No. 5160, 60-in. models 
are for single bowl, double drain- 
board sinks. No. 5042, 42-in., No. 
5048, 48-in. are for sink and tray 
types. No. 5142-L and R, 42-in., 
can be used with left or right-hand 
drainboard sinks; No. 5166, 66-in. 
model for double bowl, double 
drainboard sinks. Each cabinet has 
clamps included for attaching 
pressed steel sinks; stainless steel 
handles; can be used alone or with 
counter cabinets. 


Steel 


Republic 


> 
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BERGER Corner Cabinet 


n~ 





Berger Mfg. Div., Republic Steel 
Corp., Canton, O. 
Model: Berger corner counter 


“spinner” cabinet. 

Selling Features: Has 2 revolving 
shelves; requires only 32 in. wall 
space to the left and right of the 
corer. 
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CAPITOL Sink 


Capitol Kitchens Div., 
Hubeny Bros. Inc., Roselle, N. J. 


Device: New 48-in. sink and tub 
combination. 
Selling Features: Deep drawer for 








MAY, 
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storage; 2 regular size drawers with 


cutlery tray built into top one; 
door opening into storage com- 
partment under tub has handy 
towel rack and wire basket for 
soaps, brushes, etc.; acid-resistant 
porcelain sink has one deep and 
one shallow bow! with sliding top 
drainboard; chrome swing spout 
faucet, chrome cup strainers, and 
handles on drawers and doors. 

Electrical Merchandising, May *52. 


BRIEFS 


Only-Wun, a new washing for- 
mula, for use with automatic wash- 
ers and dishwashers, features a 
triple-soluble chemical—a dry non- 
ionic, called “Trisol”. Bleaching, 
bluing and water softener not re- 
quired, according to the manufac- 
turer—makes white clothes whiter 
and colors brighter. 2 Ib. package, 
59¢; 8 Ib. package, $1.99; 25 Ib. 


can $6.49. Larger sizes also avail 


able. Wetalene Laboratories Inc., 
734 E. First Ave., Columbus, 3, 
Ohio 


A new line of stainless steel bake 
ware has been introduced by West 
Bend Aluminum Co., West Bend, 
Wis. 


Dazey Corp., St. Louis 7, Mo., 
announces several new can opener 
improvements: No. 21 Holdzit 
vacuum cup bracket fastens to any 
non-porous surface such as stain- 
less steel, enamel, plate glass and 


tile. No. 90, Dazy Vacumatic can 
opener, equipped with Holdzit 
bracket. And No. 8 Dual elec 


tronic lid lifter attachment, fits all 
Dazey No. 80 can openers and ends 
bother of lids dropping into food. 
2 powerful permanent magnets 
swivel mounted so maximum con- 
tact area is available at all times. 


» 





Revere has introduced six stain- 
less steel mixing bowls in 4 sizes, 
from 1 to 6 qts. Steep sides and 
overall shape made to cause batter 
to flow back to bottom rather than 


to overflow; easy-grip ring facili- 
tates handling and hanging. 
Ovenex Electr-O-Matic — bike- 


ware, announced by E-kco Products 
Co., features a “sunburst” pattern, 
said to minimize sticking by re- 
taining uniform distribution of 
grease over surface of pan. 


Fresh-’nd-Aire’s new room air 
conditioner will be available this 
spring in a choice of color combi- 
nations to blend with other room 
furnishings. 





Get the 4 Dresdo 
lron for only 1022 > 


And it pays you 
a profit of 48.9% 


Here’s extra sales-and-profits for you... Buy 
3 Presto VAPOR-STEAM Irons and help 
yourself to a profit of 48.99% on the 4th 
Presto Iron! Get more details from your 
Presto distributor salesman today! He'll 
show you how you can boost iron sales-and- 
profits! Prove to yourself that . . . PRESTO 
Promotions pay ...and pay... and pay! 


36.8% OVER-ALL DEALER PROFIT 


Dieslo PROMOTIONS 


Pay...and Pay... and Pay! 


NATIONAL PRESSURE COOKER COMPANY 


General Offices and Factory: EAU CLAIRE, WISCONSIN 
Branch Factories: LOS ANGELES, CALIF. © WALLACEBURG, ONT., CANADA 
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NATIONAL PRESSURE COOKER CO. 
Eau Claire, Wisconsin 


Rush me___________ PRESTO Vapor-Steam Iron deals. 


FIRM: 





NAME: 




























BROILKING \auuches 
the dreatest advertising 


drive in broiling history’ 
















© Big full-color 


ads in... McCall’s! 
© Big full-color Cue ey 
ads in... LIVING! ac f i rie 


FOR YOUNG HOMEMAKERS 








fe 


@ Hard-hitting x suciey roman 
adssin.. POST! 


Only BADILKING gives 
you this complete line! 


Deluxe Model +900 


Cash in on the tremendous untapped Infra-red Broiler Market 


with the No.1 sales and profit maker... BROILKING 


1. Model #850 BROILKING with 
the large family size broiling area. 
Budget priced for quick sales! 


Hottest appliance on the market today! Broiler sales have sky-rocketed! One broiler in par- 
ticular has established unchallenged leadership in this great new field ... BROILKING, 
America’s first and foremost broiler! 


oo 
* 
o 
A 
eo 
a 
e 
7 
2 “ Every home in your area a live new prospect! BROILKING fulfills necessary requirement 
Model #900 BROILKING De- 
e 
a 
f 
a 
oe 
e 
o 
6 
s 
ae 


in almost every home in America! It sells because it broils with amazing ease and con- 
luxe, handsomely styled, painstak- 


venience ... broils quickly, cleanly, safely, without smoke . .. and there’s no messy oven 


ingly constructed. Easily America’s to clean. Insulated BROILKING is your No. 1 Summer sales-maker for it broils c-o-o-l! 


finest, most wanted broiler. 


Why is BROILKING America’s No. 1 broiler? Exclusive “Sudden Sear” irradiant heating element 
. instantly seals in natural juices! Triple chrome plated deep drawn steel case! 
Porcelain enamel tray, side walls and trivet! BROILKING spells quality! 


Why do dealers insist on BROILKING? BROILKING means big, fast profits . .. new traffic! 
Only BROILKING has such hard-hitting national advertising! Pamphlets, stuffers, dis- 
plays, hang tags .. . everything you need for the fastest sales in appliances today! 


3. BROILKING Rotisserie on the 
way! A revolutionary new design! 
Features never before seen on any 
rotisserie! 


BRADILKING anerica's toremost Broiler 


International Appliance Corporation “pacyher" 222 Fifth Avenue, New York 1, N. Y. 
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SPARTON TV 


The Sparks-Withington Co., 
Jackson, Mich. 

Models: 3 new models have been 
added to Sparton 1952 Cosmic 
Eve line 

Selling Features: }catures Sparton 
Ultra-Range tuner with Cascode 
circuit to reduce imterference in 
apartment areas and “snow” in 
fringe areas 

No. 5220, Harrison, 17-in. table 
model, has 26-tube chassis, keved 
AGC. 

No. 5250, Riverdale, 17-in. con 
sole, has 21-tube cnassis; keved 
AGC; stabilized picture-lock. 

No. 5288, Hamilton, 27-tube 
chassis; stabilized picture-lock. 

All models have cinnamon 
leatherette cabinets 


> 
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SHERATON TV 


Sheraton Television Corp., 

Penn Terminal Bidg., 

370 7th Ave., New York, N. Y. 
Model: Sheraton 20-in. console 
Selling Features: Features long 
range, 30-tube Super Video No 
630 chassis; Cascode circuit tuner 
in hand rubbed) mahogany ot 
limed oak cabinet 

Price: $299. Limed oak slighth 
higher 

Electrical Merchandising, May, °5 
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RAYTHEON Radios 


Belmont Radio Corp., 
Div. Raytheon Mfg. Corp. 
5921 W. Dickens Ave., Chicago, III. 


Models: Raytheon 3-way portable 


NEW PRODUCTS 





TV AND 


No. PR-51, AM table radio No. 
R-5]1 and hKM-AM No. FR-S81. 
Selling Features: 3-way portable, 
No. PR-51, features an Alnico-5 
speaker, built-in antenna; easy-to 
hold plastic handle; + miniature 
tubes plus rectifier; one 7.5 volt 
A batterv and one 90 volt B bat 
tery; Chinese red thermoplastic 
cabinet 


R-51, AM radio; + tubes plus 


rectifier; Alnico-5 speaker; built-in 


antenna; plastic cabinet in ma 
hoganv or white 

FR-81, EFM-AM — table — radio 
covers entire fM band plus com- 
plete AM coverage; 8-tubes plus 
one rectifier; Alnico-5 — speaker; 
built-in antenna; a.c. only; plastic 
cabinet, washable grille in’ black 
or mahogany. 
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MAGNAVOX TV Combination 


The Magnavox Co., 

Fort Wayne, Ind. 

Model: Magnavox Wedgewood 21 
I'V-radio-phono. 

Selling Features: Equipped with 
new 21]-in. wide-angle peripheral 
vision picture tube; LD-105 chas 
sis provides reserve power for long 
distance reception in weak signal 
areas and improved, stronger re 
ception in primary areas; sound 
system using 12-in. high-fidelity 
Magnavox speaker; instantaneous 
AGC; full screen focus; automatic 
frequency control, instant tuning; 
radio-phono includes a model M 
automatic 3-speed record changer, 
an AM or AM-FM radio and a 12 
in speaker; hand rubbed mahogany 
cabinet has full length doors; gold 
interior trim, invisible casters. 
Price: $550 with AM radio; $595 
with AM-FM radio. 

Electrical Merchandising, May, ’52 
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MERCURY TV Sets 
Mercury Radio & Television Corp., 
861 N. Spring St., 

Los Angeles 12, Calif. 
Models: 2 table and + consoles 
Selling Features: All models fea 
ture “‘Iringe-O-Matic,” 21-tubc 
chassis (including picture — tube 
with improved standard Cascodc 
coil tuner, UHF adaptability, 
latest inter-carricr design circuit, 
phonojack input, concealed casters 
on consoles. All models available 
in walnut, mahogany or blonde 
oak cabinets 

lable models 4320 and 412¢ 
have 20-m. black rectangular pic- 
ture tubes 

Open face console 2115 and full 
door console 2113 have 21-in 
black rectangular tube 

Combination consoles 2181 and 
2401 have 21-in. black rectangular 
ind 24-in. high contrast, circular 
tubes respectively; also available 
in maple cabinets 
Prices: ‘l'able models, $219.95: 
21 in. combination, $399.95; 
in. combination, $449.95, 
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MAJESTIC TV 
Majestic Radio & Tele. Div., 
The Wilcox-Gay Corp., 
385 Fourth Ave., New York 16, N. Y. 
Model: No. 20184 table set. 
Selling Features: 20-in. rectangular 
“sight saver” tube; built-in an 
tenna; hand-tubbed mahogany 
cabinet; single knob “Eagle Eye” 
tuning; removable Lucite front 
shield permits cleaning front tube 
surface and inside shield when 
necessary. 
Price: $269.95 
Electrical Merchandising, Mav, ’52 


= > 
CAPEHART Clock-Radio 


Capehart-Farnsworth Corp., 

Fort Wayne 1, Ind. 

Device: Capehart clock-radio No 
PC-100 

Selling Features: Radio alarm pet 
mits user to be awakened by music 
or buzzer alarm; also to pre-set 
radio for favorite programs; “velvet 
touch” vernicr tuning; available in 
brown and ivory with basket weav: 
gnill 

Prices: Brown $32.95; ivory $36.95 
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RAYTHEON Clock-Radio 


Belmont Radio Corp., 
Div. Raytheon Mfg. Corp., 
5921 W. Dickens Ave., Chicago, III. 


Device: AM Ravtheon clock-radio 
No. CR-41. 

Selling Features: Radio control 
switch at bottom of clock dial 
turns radio on and off, also con 
trols alarm; sleep-switch automati 
cally turns off radio or any apphi 
ance plugged in; alarm button will 
set the “turn on” time for radio; 
115 volt a.c. socket at rear of sct 
handles any appliance consuming 
1100 watts or less; 4-tube radio 
plus rectifier; built-in antenna; 
a.c. only; plastic cabinet, white, 
mahogany or Chinese red. 
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PACKARD-BELL Clock Radio 


Packard-Bell Co., 12333 Olympic 
Bivd., Los Angeles 64, Calif. 
Device: Packard-Bell clock radio 
No. 621. 

Selling Features: Sct incorporates 
a 6-tube a.c., 60-cvcle  syperhet 
radio with Packard-Bell stationized 
dial and tone control; built-in 
high-O Ferro-Loop antenna, and 
an automatic ‘Telechron luminous 
dial clock with a one-set control 
adjustment to turn radio on and 
off, play “slumber music” up to 
60-min., and serve as an alarm 
will operate to music with or with 
out accompanying buzzer or with 
buzzer alone; control also auto 
matically operates an appliancc 
such as a coffeemaker, toaster, etc.; 
plastic cabinet, 10 in. wide, 6 in. 
high, 5 in. deep. 

Price: Brown, $37.95; _ ivorv, 
$39.95. 
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CASEMENT WINDOW FANS 


QUALITY FEATURES 
SELLING APPEAL... 


leeettmalngiy 
LOW PRICE 


Designed primarily for 
the popular sizes of case- 
ment windows, steel or 
aluminum, but equally at 
home in sash windows, 





wood or metal. 

Its handsome cabinet, 
convenient handle, two 
speeds, and light carry- 
ing weight qualify it as a 
fine portable fan for 
homes, offices, shops, re- 
ception rooms, etc. 


2 Speeds — Delivery 
2560 cfm — 1600 cfm. 
Twin Fans 12” — Dimensions 
27” x 496" x 7/2” deep. 








The best fan on the market for the price 


WRITE FOR PARTICULARS 


SCHWITZER-CUMMINS 
COMPANY 
INDIANAPOLIS 7, INDIANA 
Builders of Fine Fans and Glowers 
for over a Third of a Century 





Fresh-Air Makers are de- 
signed and buiit by a com- 
pany producing fine fans 
for the automotive and 
ventilating trade for over 
a third of a century. 





PAGE 132 








NEW PRODUCTS 





rs 


MAGNECORD Recorder 


Magnecord Inc., 360 N. Michigan 
Ave., Chicago, 1, Ill. 


Device: MagneCordette tape re 
corder. 

Selling Features: Designed for 
home, office, school or church 
use; features a “custom” amplifier 
and same mechanical unit and re- 
cording mechanism used in Magne- 
cord’s broadcasting and _profes- 
sional models; permits recording 
from AM or FM radio or other 
sound source; separate erase and 
record-reproduce heads; 74 and 
15-in.-per-sec. tape speed capstans 
for either speed with a frequency 
response of 15,000 cycles plus or 
minus 2 db.; equipped with stand 
ard 7-in. reels; may be adapted to 
10-in. reels; rewind speed 1800 
ft. per sec.; amplifier has 2 high- 
impedance inputs—one for micro 
phone, the other for pick-up from 
radio tuner; earphone jack pro- 
vided on front panel for moni 
toring. 

Electrical Merchandising, May, *52 
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MAGNEMITE Tape Recorder 


Amplifier Corp. of America, . 
398 Broadway, New York 13, N. Y. 


Model: Magnemite “Interviewer” 
battery-operated midget tape re- 
corder. 

Selling Features: Carries its own 
power supply of small dry cell 
flashlight batteries that may be 
operated anywhere; detachable, 
non-directional microphone plugs 
directly into input jack and is sup- 
ported by its own rigid tubing; 
auxiliary table stand with exten- 
sion cable available to permit re- 
cordings with recorder remotely 
located; 2-tone leatherette-covered 
cabinet, 114x84x54  in.; weighs 
9} Ibs. including batteries which 
last 100 operating hours; spring- 
wound drive motor runs 15-min. 
on single winding; may be rewound 
during operation, warning light 
flickers on a minute before rewind 


is necessary; weighted, balanced 
flyball governor gives constant tape 
speed; 2 full hours recording pro- 
vided on reuseable 5-in. reel of 
standard 4 in. wide tape; 1% in. per 
sec. tape speed; earphone monitor- 
ing possible; also contains its own 
playback preamplifier. 
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TV Antennas 
and Briefs 





VEE-D-X Antenna 


The La Pointe Plascomold Corp., 
Windsor Locks, Conn. 


Device: “OQ-l'ee” all-channel an 
tenna. 

Selling Features: Designed pri- 
marily for use in metropolitan 
areas; incorporates new principle 
of Electronic channel separators 
which permits antenna to be broad 
banded with elements performing 
dual functions on high and low 
channels; has uniform response 
over all bands with higher gain 
and better front-to-back ratio 
Price: $7.75 


Electrical Merchandising, Mav, "52 


SPICO Indoor-Tenna 


Spirling Products Co., Inc., 
New York, 13, N. Y. 


Device: Spico Indoor-Tenna No. 
TV-S. 

Selling Features: Unbreakable, 
rustproof and tiltproof; triple sec- 
tion telescopic dipoles of brass; 
Bakelite top plates mounted on a 
heavy metal base; designed to give 
maximum performance on all chan- 
nels; concealed wiring; crackle fin- 
ish; weighs 14 Ibs. 

Electrical Merchandising, May, 52 


The Baker Mfg. Co., Evensville, 
Wis., announces a 10 AM fitted- 
end mast to its TV mast line—a 
10 ft. mast with a special Baker 
tapered joint for stacking 10 ft. 
sections together to make higher 
masts; made of 14 in. O. D. Jones 
& Laughlin Perma-Tube _ steel; 
packaged 15 pieces per bundle. 
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VANCOUVER, 


WASH. 


SUPERFLAME DEALER REPORTS: 


“SALES JUMPED FROM 


02 UNITS IN 
EASON” WITH A 


JET 


NEW MOBILE “LIVE DEMONSTRATOR” PROVES SENSA- 
TIONAL SALES BUILDER FOR SUPERFLAME DEALERS! 


The sensational sales increase re- 
ported by this Vancouver, Wash- 
ington dealer is only one of the 
countless sales successes reported 
by Superflame dealers everywhere. 


“Live” demonstration has helped 
Superflame dealers, both large and 
small, to boost their oil heater sales 
and profits to an all-time high! Deal- 
ers who previously sold only a few 
heaters annually are now selling 
Superflames in big volume! And big 
volume dealers who have sold hun- 
dreds of Superflames, year after 
year, report that “‘live’’ demon- 
stration has proved phenomenal in 
increasing their volume! 


It’s the most effective oil heater 
sales tool of all time! Every dealer 
can use it anywhere...in the store, 
on the sidewalk, at Fairs etc. 


Now, a complete packaged “‘Live 
Demonstrator’”’ kit is available to 
Superflame Franchised Dealers 
without extra cost! This improved 
kit includes signs, ball bearing base, 
Hammertone enameled stove pipe, 
etc., plus two 1,000 degree dial ther- 
mometers to demonstrate the 
amazing Superflame ‘“‘Fuel-Saver” 
that reduces chimney loss 350 
degrees .. . saves ONE-THIRD 
on fuel! Only Superflame has the 
‘*Fuel-Saver.”” 


CASH IN WITH SUPERFLAME...AMERICA’S MOST COMPLETE 
LINE OF OIL AND GAS HOME HEATERS ! SEND COUPON TODAY ! 


NOTHING SELLS LIKE A 
Superflome 


rr 


ALBERT LEA, MINNESOTA 

Please send without obligation FREE “29 
| Ways" Book. Also complete “Live Demon- 

strator" details, catalog and name of Super- 

flame distrubutor for this area. 


A" LIVEDE 





| Firm Name 


| Address 





a State 
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TV Antennas & Briefs 


to the new [[febcor fonograf 
THE 1952 





eae . | MASTER 
FASHION ACADEMY Seer toeen 


Channel Master Corp., 


GOLD Bn tak, he ask 
MEDAL | 





> > . v MCL 


cking of + antennas 





Selling Features: Full wave sp 
ng provides higher gain; perm 
t + low-band va 
gic f 2 pa ig 
tt muels, or of 
; | ination of broad-band 
The spectacular new Webcor : 
ig ifennas On One mount; + 
Fonografs have been singled out of rav of Z-Match vagis prod 
. . . ver 15 db. gam o lo band 
a field of many to receive one of : en nm t0W athe 
scamless steel tubmg; a shding 
the highest and most coveted mgement simplifies installat 
awards given to American-made Electrical Merchandising, \la\ 


products—the 1952 Fashion 
Academy Gold Medal. 

Presented to Webcor for 
excellence in styling and superior 
performance, this award recognizes 
the years of design and production 
planning that Webster-Chicago has 


built into the 1952 complete 





Fonograf line. 





ta ‘ ; \ one-channel ULI tuner, cc 
Millions of style-conscious signed for installation with am 
prospects will be pre-sold on the resent VEE receiver » an 
; a : nounced by RCA Victor Di 
Webcor Fonogrz > by s , 
ebcor Fonograf line by this Radio Cam of Amita Win call 
industry's greatest national to brmg in clear, sharp UHE pic 
. tures Comparal to 
advertising program and local, pon uparable in quality 
ty : VEE reception, even in’ “fring 
tie-in promotion campaign. ind “‘dithcult” areas 


It is this ever-alert 

\ pre-assembled TV antenna 
cady to install, operating on “um 
continues to keep Webcor products brella action” principle, is) an 
nounced by JFD Mfg. Co., Inc 
101 loth Ave., Brooklvn, 4, N.Y 


merchandising and promotion that 


No. 1 in sales. Sell easy-to-sell 


products by Webster-Chicago; Called the “JeTenna” it snaps mto 

call your distributor today! place, ready for ummediate installa 
tion Umbrella Action” cut 

WEBSTER-CHICAGO CORPORATION talling time and labor 





Chicago 39 


wo) 
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Medel 103 \ New ‘TV ‘Tube Britener an 
nounced by Perma-Power ¢ 
#721 N. Damen Ave., Chicago, 25, 
Ill, increases brilliance to any ‘1 \ 
picture tube, isolates filament, and 
reheves cathode-filament — shorts 
iutomatic—no switching or wit 
ing. Price, $9.75 
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There’s an easier way to close the deal... 
























































emphasize the “DULUX” finish 


REG. U. S. PAT. OFF. 


Don’t go to extremes when you press home a final point in your 
sales story. Faint point ne’er won fair customer! Just focus 
attention on Du Pont DULUX Enamel. 


To close the deal the easier way, alert dealers talk about the 
lasting whiteness, washability and mar-resistance of Du Pont 
DULUX on home appliances. Customers know and respect the 
Du Pont name, and you can point out that DULUX is Ameri- 
ca’s leading home appliance finish. 

Effective? Here’s proof! Over 25,000,000 DULUX-finished 
refrigerators alone have been sold, as well as millions of other 
home appliances. 


So be sure to feature the Du Pont DULUX finish. It’s the 
easier way by far to close the deal! 


DULUX enamel 


REG. U.S. PAT. OF 
030% AnanIiver3sary 


wr America's leading home appliance finish 
Better Things for Better Living 
oo ae CHEMICALLY ENGINEERED TO DO THE JOB BETTER 
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Reflected glory? Absolutely! It is your 
guarantee that only the best in materials 
and workmanship go into the Womaii's 
Friend Line. No effort is spared to give you 
a washer that will make friends of your 


customers — reduce your service calls — 


earn top profit for you, the dealer. 


It is confidence inspired by such nation- 
ally known names, plus our own SO years 
experience building washers, that prompts 
us to back up our claim of quality with a 
five year guarantee. All these names 


behind you can put you out in front. 


Let us send you more details on this higher profit 


line! Just initial your letterhead and send it to 


YYW Lekind ¢/ 


ae 





THE GIANT—MODEL KPT—S$154.50 
Automatic electric timer, large capacity tub, deluxe 
Lovell wringer. GE motor, beautiful styling. 


Pa 
‘eq =" 


— 


5 


jhe! 


THE REGENT 
MODEL RPT—S164.50 
Has same outstanding fea 


THE STANDARD 
MODEL BP—S114:50 
Slightly smaller capacity, 
tures as the Giant Model still has 1/3 HP GE motor, 
(illustrated). PLUS designed and built-in, service - free 

color. quality parts. 


Womans Firion WASHERS 


DEPENDABLE WasHers For 50 years 


TV BRIEFS 


. cont'd 


Regency Div., I.D.E.A. Inc., In- 
dianapolis, Ind., announces a new 
Regency IV signal booster No. 
DB-520, featuring a new circuit 
stabilizer that provides inductive 
and capacitive neutralization to 
assure maximum stability on all 12 
VHF channels. Easy to install; 
off-on switch; single tuning knob; 
push-pull triod in balanced cir- 
cuit; compact cabinet and _ broad- 
band response. Price, $32.50. 


CHAIN STORE 
MERCHANDISE 


(For information only—not 
available to independent dealers) 


ee 
«19 


WIZARD Refrigerators 


Western Auto Supply Co., 
2107 Grand Ave., Kansas City, 8, Mo. 


Models: 1952 Wizard refrigerator 
line includes 4 models—2 10-ft. and 
2 8-ft. models. 


Selling Features: Both 8-ft. models 
have 42-lb. full-width freezer 
chests; both 10 ft. models have 
524 Ibs. frozen food capacity; all 
models feature quick-release ice 
trays, acid-resistant porcelain inte- 
riors, 4-leg levelers, Tecumseh 
hermetic compressors, heater-type 
automatic defrosting, heated but- 
ter-conditioners, door shelves and 
“ice-tone” color interiors and 
crispers. 

Deluxe 10 has 10.1-cu.-ft. ca- 
pacity; insulated deep meat tray, 
adjustable for summer-winter hu- 
midity control; 2 fold-away sec- 
tions in top shelf for extra tall 
bottle room; a fourth shelf slides 
in and out and may be adjusted 
to 3 positions; 4 blue-ice trays: 
triple-plated chrome shelving. 

Master 10 has ice-tone blue 
trim; 1-bu. crisper; 3 door shelves; 
adjustable insulated deep meat 
trav; 4-ice cube trays. 

Master 8, same as Master 10 
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to ™ The CAPEHART Clock Radio. The fastest 
112 selling clock radio on the market—the 
~ most wanted, the highest-styled now avail- 
stall: 4 able. Beautiful plastic cabinet in choice 
of colors. Only $49.95* 


nob: 
cir 
‘oad- 
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The CAPEHART Personal Portable ¥ 
Radio, Plays where you play. Handsomely 
ed £9. lead its field in looks and pet ~ 
. design in choices 


: hart quality in miniature. Di 
* , beyond compare. ~ Ui 
uciful tone. Choice of colors.” 








Get set with doses that SELL 
in the selling season 


@ Here they are—“small goods” items that mean more 
profits for you! There’s nothing else like them on the market. None 
can match the Capehart Clock Radio, the Capehart Table Radio 
and the Capehart Personal Portable for beauty of design . . . for 
reliable performance. None can touch them as sure sight-sellers. 
Be sure your stocks are adequate for the selling season ahead. Check 
your Capehart distributor or write to Fort Wayne. 


CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 
An Associate of International Telephone and Telegraph Corporation *prices for Zone L. 
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__ ATTENTION- 
GAS HEATER 


‘DEALERS 


for extra 
profits -sell 
Honeywell 


Controls, too! 


Here’s big news! Many dealers are picking 
up extra profits by selling gas heaters equipped 
with Honeywell controls. 


Prospects are easy to sell after they learn 
how these fine self-contained thermostats 
automatically keep temperatures at the desired 
setting ! 

You'll find customers are more satisfied, too, 
after they experience the convenience of auto- 
matic heat and the added comfort it makes 
possible ! 


Honeywell's many years of experience in 


the control field and its aggressive national 
advertising program are your assurance that 
most people know Honeywell and know 
Honeywell quality. 

So ask for Honeywell controls on every ship- 
ment of gas heaters. Your manufacturer can 
install them at the factory. 


Honeywell gas heater controls can also 
be purchased separately to fit any manual 
models in stock. Just call your regular supplier 
or one of Honeywell's 91 offices, located in 
key cities. Or for complete information, mail 
the coupon at the right. 


Honeywell 


HONEYWELL 
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V5163 Modulating Thermostatic 
Gas Valve 


Provides accurate, safe control for any gas 
heater. 

The thermostat accurately keeps room tem- 
perature at desired setting by modulating the 
flow of gas from full volume to a pre-set 
minimum flame. 

Built-in safety pilot provides 100° shut-off 
in case of pilot failure. Has safe-lighting feature, 
too. Main line valve can’t open until pilot is on. 

The V5163 is easy and inexpensive to in- 
stall for it’s small and compactly designed to 
fit limited places com- 
mon to heater applica- 
tions. It needs no out- 
side electrical power. 


V5140 Modulating 

Thermostatic 

Gas Valve 

Another rugged, compact Honeywell control. 
For application on manually controlled heaters 
already equipped with 100% safety shutoff. 


BIG MODERNIZATION 
MARKET 


You probably have many gas heater owners 
on your customer list who do not have auto- 
matic controls. Contact them . . . they'll want 
automatic heating furnished by a Honeywell 
thermostat, too! 


MINNEAPOLIS-HONEYWELL REGULATOR CO 
Dept. EM-5-117, Minneapolis 8, Mi t 


Gentlemen: 





Please send me descriptive literature on your V5163 and 
V5140 Thermostatic Gas Valves. 


Name 
Address 


City_ 








@ They're the people who have read about the new 
Carrier Buyer's Guide on room air conditioners. And 


they’re in to see it. 


@ Coast to coast, aggressive Carrier advertising has 
been plugging this Buyer’s Guide . . . pointing to you 
as the man who has it. Magazines like Time, News- 
week, Business Week have carried this message to 
home owners, apartment dwellers, office managers. 
In addition, important prospects such as doctors, 
dentists, and motel owners have been reached directly 
through their own trade and professional publica- 


tions. Yes. thousands of people will be looking for 





the Carrier Buyer’s Guide. And you’re the man 


who has it! 


@ Be ready when these people come in. Show them 
the Buyer’s Guide. Let its simple, easy-reading style 
and clear illustrations work for you. Let it tell these 
prospects the 18 points to look for in a room air 
conditioner. 

@ Once they know what to look for in a room air 
conditioner, they'll choose Carrier. Because Carrier 
Room Air Conditioners are built by the people who 
know air conditioning best. Carrier Corporation, 


Syracuse, New York. 


The 1952 Carrier Room Air Conditioner 


n a class by itself! Full line of 6 sizes 
. including brand new 4%-hp model. 


» air conditioning « 
for 50 years—the people who know air conditioning best 


refrigeration 


| rural area. 


'Give Women a Chance! 
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place,” declares another employer. 

“Better than any salesman | have 
been able to lay my hands on for a 
long time,” reports a dealer from 
“She does everything.” 

“Once she has sold them, they 
won't buy from anyone else.” 

“She is the most thorough sales- 
man we have ever had—when she 
sells them they stay sold.” 

“Anyone who doubts the ability 
of women to sell just doesn’t know 
what he is talking about’—this from 
an enthusiastic department manager. 

Sure there are problems. Sure, 
women salesmen fail; sodo men. The 
manager of a city department store’s 
electrical department puts it this way: 
“It doesn’t make any difference 
whether it is a man or a woman— 
what matters is that you have the 
makings of a good salesman. You 
have to have some one who likes 
folks, who is interested in their prob- 
lems and wants to help them. The 
good salesman must have intelligence 


| and must recognize the need for learn 


ing—about his product, about the psy 
chology of his customers, about his 
store. He must have the health and 
energy to go after the sale. He must 
be enthusiastic and ambitious. He 
must be honest. If you find a woman 
who has those qualities, she will make 
just as good a salesman as a man.” 


Finding Natural Salesmen 


Everyone knows women who do 
have such abilities. ‘“She’s a natural 
salesman” is frequently said about a 
woman who is a great worker in her 
church, who takes the lead in forming 
public opinion in her club, who is 
popular, friendly and helpful to all 
about her at school. Perhaps you 
have a customer whose neighbors al- 
ways buy the same make of appliance 
or television set which she has pur 
chased. Perhaps you had a teacher 
whose subject was always more popu- 
lar than those of anybody else at high 
school. She probably would have made 
a good salesman—there is much that 
is similar between selling and teach 

Continued on page 142) 








a 


“SOMETHING LIGHT AND NOT TOO LONG ... 
THE TELEVISION SET SHOULD BE REPAIRED BY 
TOMORROW.” 
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TEXANS VOTE FOR 
VALUE AND PROFIT 


J. W. Gaver and Mrs. 
Adele Miller of Nau Hard- 
ware Co., Corpus Christi, 
Tex., tell E. J. Zenner of 
Hamilton Beach they are 
casting a_ straight ballot 
for Hamilton Beach Food 
Mixer and Mixette as the 


winning combination in 
1952. 


Mrs. Miller says she has 
had a Hamilton Beach 
mixer in her own home for 
years and has never seen its 
beat for ease of use. Mr. 
Gaver points to the fact 
that Hamilton Beach prod- 
ucts offer full profit to the 
retailer. 


F. C. Krebs, manager of 
the store, says he prefers 
to have his people sell 
Hamilton Beach because 
“service problems are prac- 
tically eliminated.” 


SAYS NEMA PLAN 
WILL WIN BUSINESS 





Each year the promotion 


Pays You MORE! 


At $37.50 retail, less juice extractor, 
Hamilton Beach is the top consumer 
value.'There are many more folks in the 
market at this price than at, say, $5 or 
$6 more. Yes, Hamilton Beach’s lower 
price broadens your market. And this 
mixer is easiest to use, regardless of 
price, so it’s easiest to sell. 

Your price sheets prove Hamilton 
Beach pays top profit. Check them 

and see. And in quality Hamilton 
Beach is second to none. More than 

40 years’ experience and 15 million 
appliances are proof. What more 
could any product offer? It’s top qual- 
ity ... costs your customers less... 
pays you more! The sweetest profit- 
package you can get. 


HAMILTON BEACH PAYS 
TOP FOOD MIXER PROFIT! 


Costs Customers LESS! 





Easiest-to-Sell 
HAMILTON BEACH 


Gives You Most Profit 
on Food Mixer Sales! 


MIXER “A” PAYS 
MIXER ““B" PAYS 
MIXER “*C”" PAYS 
MIXER “D” PAYS 


wan 5 EECA 
Hoeetbeemesensis 38.18°/, PROFIT 





(Percentages based on List Prices, including tox—as of July 1, 1951.) 


BOTH 
BOWLS 
PYREX 


duick-NEW HAMILTON BEACH 
Dry ELECTRIC HAIR DRYER 


A great new item for the huge home-permanent ’ 
market—the choice of professionals. All metal—no $1490* 
plastic. New Adjust-A-Stand tilts to any angle. RETAIL 
Dryer lifts off stand for portable use. New heat 


control at top. Light, easy to handle, yet durable. 
Two switches—‘‘On-Off’’ and ‘‘Hot- 
Cold.” AC-DC. Handsome light-ivory > 
enamel. Gift package doubles as attrac- 








the New 


HAMILTON BEACH 
ixette’ 
$1875* rerain 


Includes gift box, bracket, 
and screws for wall mounting. 








* Prices subject 





tive counter display. 


The portable with big-mixer features galore! Offers one- 
hand operation. Hand that holds mixer sets speed. All- 
purpose; ideal in smaller kitchens; for lower incomes—a 
big new market! Sturdy Hamilton Beach motor. Three 
speeds. Hangs on wall or fits in drawer. Smart gift box 
serves as a compelling counter display. In price, packag- 
ing, quality ... Mixette is a gift-item natural! 


Over 45 Million National Advertising Messages 
on HAMILTON BEACH this Spring! 


ss: HAMILTON BEACH Food Mixer 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 








of the NEMA electrical 
housewares gift campaign 
grows stronger and each 
year the results grow 
greater. This was the mes- 
sage of Fred S. Tuerk, sales 
manager, to Hamilton 
Beach salesmen. 


“The retailers who will 
work with this campaign 
will find it will work for 
them,” Tuerk said. “The 


‘Flowers by Wire’ and similar 
industry promotions did not 
achieve their full growth over- 
night. They progressed from 
year to year, just as this cam- 
paign is doing. We are proud 
to be among the manufacturers 
sponsoring the promotion, and 
urge our representatives to co- 
operate 100 per cent.” 
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this letter from Mrs. Nathan 
Wright, Petal, Miss.: 

“Under separate cover I am 

Workers in the service depart- sending you the cord and foot 
ment of Hamilton Beach are ac- control so you may renew the 
customed to see old-time appli- cord. This motor has been in 
ances come in for their first serv- use for 40 years or more, which 
ice attention. Buteventheireyes proves the worth of your 
were opened the other day by | products.” 


“LONG TIME NO 
TROUBLE” IN MOTOR 
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SMARTLY STYLED LIGHT FIXTURES 
ON THE GROTE <)2e-ve-eéoe CABINET 


CL-5199 


Custom Stor-in- 
Door model with 
20” x 23° Frame- 
less mirror. Fluores- 
cent lights All 
chrome trim 





@ Smartly styled light fixtures on deep drawn, seamless 
bodies—equipped with the Stor-In-Door extra space-giving 
feature—make these Grote Cabinets the favored choice 
for the modern bathroom. There’s a Grote model for every 


type of installation. 


Conventional 


lighted, in all standard sizes. 


models, lighted and un- 


Write for 


Complete Catalog 





CL-5264 


DeLuxe Stor-In-Door model 
14” x 22” mirror. Fluorescent 
lights in chrome fixtures 








CL-264 
14° x 22” mirror in stain- 
less steel frame. Incandescent 
lights 





More 


useful space in Grote 


Stor-In-Door Cabinets 


THE 





MFG. CO., INC. 


Grote Square BELLEVUE, KY. 





Give Women a Chance! 
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ing. ‘The club chairman whose report 
is always dreaded by the chairman of 
other committees because the project 
she is heading, whatever it be, always 
sounds so interesting and successful 
that it draws all the volunteer help 
available, leaving the others high and 
dry, is a natural salesman. ‘They are 
not too hard to find, for they seldom 
hide their light under a bushel—they 
are apt to take the lead wherever they 
are. ‘The high school principal, the 
woman's club, the minister of your 
church can help you locate them. 


Good Opportunity 


Every woman here mentioned is 
enthusiastic about her work. Said 
one, “If more women understood 


the creative possibilities of appliance 
sclling, the possibilities it offers to 
really help people and the opportunity 
for themselves in independence and 
increased camming capacity, — there 
would be far more women applying 
for such jobs.” She herself now earns 
a monthly income probably higher 
than that of anv other woman em 
ployed in the relatively small town in 
which she works. With it, she has the 
satisfaction of being in large measurc 
her own mistress—creating her own 
work and opportunities. There is 
nothing pleasanter than to help people 
fill their needs, she says—and there is 
no easier wavy to make friends. <A 
woman has a real advantage here, for 
she can become a real friend to her 
woman customcr. 

his in a measure answers the ques 
tion as to whether or not a woman 
will purchase a major appliance from 
nother woman. “Yes, they prefer a 
woman,” savs the women salesmen 
“They tell us thev are glad to talk 
to someone who speaks their lan 
And they don’t mind a wo 
coming into their home in the 


guage. 


nan 


midst of a morning’s housework, 
whereas they do not like to have a 
iman sce them in their housedresses 
ind, possibly, curl papers.” 





Writes one store manager, “We 
believe that under present conditions 
women selling appliances will be more 
successful than men (presuming that 
they both start out with the same 
qualifications). The reason is that 
the woman herself uses the appliances 
she is trying to sell and she can there- 
fore speak more convincingly. We be 
also that with so many scare 
headlines and publicity given to at- 
tacks and robberies, a woman has a 
better opportunity of getting the door 
open for a home call.” In the case 
of the few women who express initial 
preference for a male salesman, they 
usually have no objections, after the 
woman salesman has proved that she 
knows her job. 

“It all depends on whether or not 
the head of the store believes in and 


lieve 


stands back of the women he cm 
ploys,” said the owner of one rural 
store “When the customers find 


that I believe in my woman salesman 
and trust her judgment, they trust 
her, too.” 

This applies particularly to men 
buyers, who do not mind buying even 
commercial equipment from a woman, 
if she shows that she knows what 
she is talking about. “In buying do- 
mestic appliances a man really likes 
a woman's help,” says the saleswoman. 
“For the most part the men are buy- 
ing appliances for their wives and they 
are glad enough to ask advice about 
what their wives might want.” 

‘Of course, the first principle in 
selling is not to pretend to knowledge 
that vou don’t have,” explained one 
woman. “I study as hard as I can 
in order to learn everything possible 
ibout the appliance I am going to 
sell. But if I am asked a question I 
can’t answer, I never trv to bluff it 


out. I always sav that I don’t know 
but will find out for the customer. 
And then I do find out—and after 


that I know the answer to that one.” 
Is there any problem about women 
Continued on page 144) 
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wn How does your TV franchise measure up 


men 

even + 9 
= when the gomeg gets rou 
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likes 
man 
buy 
— A few Sparton Cosmic Kye Almost any TV franchise is good when the retailing picture is rosy. 
OUT 
= lelevision stars It’s not till the going is tough that you can take the real measure of a 
e in & i ‘ 7 
TV franchise. For example, how much protection and profit are you 


ledge 
enjoying in these days of dumping, vanishing discounts, extras and 


down-the-street competition ? 


If you’re a Sparton dealer, you're sitting pretty! Under the Sparton Co- 


operative Merchandising Plan (SCMP), every Sparton dealer: 
1 Receives what are probably the longest discounts in the business. 


: Is completely protected from dumping and price cutting. 
men Sparton Hastings — Model 5225 ‘ y 


’ 3 Is the only Sparton dealer in his community or shopping area. 


Buys direct from the factory. Sparton dealers don’t share their 


profits with a middleman! 
5 Collects all his local benefits of Cosmic Eye merchandising. 


Add to that the dramatic presentation of Cosmic Eye TV, both locally 


and nationally, and it’s easy to see °52 is the year for Sparton dealers! 


If you’re a Sparton dealer already, you know SCMP protects you come 
what may. If you're not a Sparton dealer, why not look into SCMP? 


Sparton Radio-Television, Jackson, Michigan. 


J/PERB 





parton 


THE SET THAT STAYS SOLD 


21” Sparton Lochmoor — Model 5298 
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Look what Pittsburgh Store Fronts did for others” 


--- AND CAN DO FOR YOU! 


* “Our Pittsburgh front is bright and 

cheerful looking and has increased 
our business. We doubled our luncheon 
and fountain business and increased our 
drug business 20%.” 


Drugstore owner A. L. Saleeba, 
Hazelton, Pa. 





PITTSBURGH PRODUCTS USED: Pittsburgh Polished Plate Glass; Pittco Premier Store 
Front Metal; Fore 
Plate Glass Door 


t Green and White Carrara Structural Glass; Herculite Tempered 





* “Our Pittsburgh front shows the 

entire store to the public. We are 
well pleased with our new store and 
might add that our sales have increased 
18%.” 


Flower shop owner R. F. Snyder, 
Pulaski, Virginia 





PITTSBURGH PRODUCTS USED: Pittsburgh Polished Plate Glass; Pittco Store Front 
Metal; Gray Carrara Structural Glass; Herculite Tempered Plate Glass Door. 


INYDERS 











* “Since the completion of the mod- 

ernization we have shown a sub- 
stantial increase in business. We feel 
that a good percentage of this increase 
can be directly attributed to our Pitts- 
burgh front.” 


Shoe store owner Earl W. Weber, 
Phoenixville, Pa. 







PITTSBURGH PRODUCTS USED: Pittsburgh Polished Plate Glass; Pittco Premier Store 
Front Metal; Rembrandt Blue Carrara Structural Glass; Herculite Tempered Plate 
Glass Door. 





Store Fronts 
and Interiors 
by Pittsburgh 


ail 








PAINTS - 


Pizt73 86 U£.2.H 





PAGE 144 





CHEMICALS - 


PLATE 


“We are very proud and happy 

with our new Pittsburgh front in 
two ways. It helps create that desired 
first impression and has brought a sub- 
stantial increase in business.” 


Clothing store owner H. F. Green, 
Kirksville, Mo. 


PITTSBURGH PRODUCTS USED: Pittsburgh Polished Plate Glass; Pittco Premier Store 
Front Metal; Rembrandt Blue and Gray Carrara Structural Glass. 





Pittsburgh Plate Glass Company | 
2145-2 Grant Building, Pittsburgh 19, Pa | 
Without obligation on my part, please send me a FREE copy of | 
your modernization booklet, “‘How To Give Your Store The | 
Look That Sells.” t 
Mame... cvcvccccccccccccccceccccvcsseseccescoesecccoesese 
BBbenGe oc ccccseccocecconsseccctenscecceusetsteveseuteee | 
GAA. ccciccvcccsvuccocesecccecceesees State... .ccccccessees : 
ee oll 
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and men salesmen working together? 
Yes, in some instances, but nothing, 
apparently, that cannot be sur- 
mounted. Both the women and the 
men who employ them have talked 
frankly about the situation. “It took 
just a little adjustment at sales meet 
igs and in the free and easy give and 
take of our department,” explained 
me sales manager. “I think it way 
just a little harder for the woman 
than the man. But it has worked out 
all right.” The woman in the case 
explains that she was “‘scared stiff” 
at first and terribly afraid that she 
could not hold her own with all these 
well trained and accomplished sales 
men. Perhaps this very attitude 
helped in the adjustment, for she is 
all praise for the courtesy and help 
rendered her from the very start by 
the men. : 


Variety of Compensation 


A woman who handles demonstra 
tions for other salesmen’s customers, 
as well as making sales herself, finds 
that a certain adjustment is necessary. 
She prefers not to be paid on a com- 
petitive basis for this reason and thinks 
1 straight salary, with mileage and 
fees for extra service, is best in such 
Attitudes toward the matter 
of pay vary. One of the most success- 
| ful women is paid on a salary basis, the 

salary going up at regular intervals as 
her work justifies it. She says she 
prefers the security of knowing what 
her income for the month will be and 
because her boss is generous with his 
rewards for the excellent job she has 
accomplished, she has a real incentive 
to advance and put in extra effort. 
| Another woman likes her arrangement 
| of a salary plus a small commission 
| based on her gross sales. She says the 
commission, in addition to the salary, 
gives her a redl reason for keeping up 
to her top pitch. Two of the women 
work, as do the men about them, on 
a drawing account and commission. 
One is at the top of the running: the 
other expects to reach the top before 
| long. The drawing account they find 
to be adequate protection. “Ot 
course,” they point out, “if any of us 
failed for any length of time to do a 
good job, we wouldn’t be here regard 
less of the method of payment.” 
Every one of these women is a real 
worker. They put in extra time study- 
ing, they follow up customers in the 
home, they make night calls, some of 
them can do little odd jobs of service 
adjustment. Some of them even han 
dle an occasional delivery. Not one 
of them shows the slightest feeling of 
discouragement because some sales 
got away. Every one of them, in 
other words, is a good salesman. Un- 
usual? Of course, they are unusual. 
But so is the good salesman of either 
sex. Every one of the employers says, 
yes, indeed, he would employ. other 
women salesmen if they were as good 
as the ones he has. There is no spe- 
cial problem about women salesmen, 
\ after all. End 


a case. 
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Crosley Room Air Conditioners provide new pros- 
pects for you everywhere you look. A single prospect 
often buys several units at the same time for such 
varied uses as... 





Among your best prospects are those who have already 
purchased air conditioning units. They are completely 
MODEL ACD-75 for rooms up to 485 sq. ft.,* 34 horsepower, controls for ventilation, sold . . . really receptive to the idea of buying addi- 


circulation, cooling, and exhaust. Tw6-speed fan switch. 15%%” high, 27” wide, 27” deep. 
110 or 230 volts. 14-horsepower and !;-horsepower models also available—all with of business. 

these big selling features: Quiet compressor. . . simplified controls . . . adjustable vent The new line of Crosley Room Air Conditioners is 
..- replaceable air filter... beautiful cabinet ...easy installation. 


designed and manufactured so that you can offer 
*Certified rating based on standard ASRE conditions. customers the room air conditioning they want—and 

For complete information see your nearest ie Distributor pees aia assure them complete, continued satisfaction. See 
Crosley Division, AVCO Manufacturing Corporation, 1329 Arlington Street, Cincinnati 25, io. Crosley —compare Crosley ... end you'll sell Crosley! 
~ TT) eo | TT] iF : = 


tional units for other rooms in their homes or places 


{og 


Shelvador® Shelvador® Electric Sinks and Food Steel Radio 


Television Room 
Refrigerators Freezers Ranges Waste Disposers Kitchen Cabinets WaterHeaters Receivers Receivers Air Conditioners 


BETTER PRODUCTS 
N VCO incin , Ohio 
CROS LE } orion ( (EQ ) cncinnen 25,0ve FOR HAPPIER LIVING 
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ARMCO STEEL CORPORATION 


2522 Curtis Street, Middletown, Ohio ¢ 














It's smart 





to know your way around 


You can fall into a “booby trap” at home (if you're 
not familiar with the latest furniture arrangements) but 
your face can get just as red at the store if you don’t know 
the facts about your merchandise. 

Customers want to know what your appliances age made of. 
If you can explain the plus-values in your products, you 
make sales easier and faster. Here’s what you can tell your 
customers when parts of your appliances are made of 
these Armco Special-Purpose Steels: 
Armco Stainless Steel 
It’s a solid stainless metal — a steel containing 11 per cent or more 
of chromium. It is always a better buy in the long run than 
plated material. Stainless steel is easy to clean and keep clean, ex- 
ceptionally durable, and highly resistant to corrosion and heat. 
Armco Enameling fron 
The “World’s Standard” base for porcelain enamel—a hard 
glass-like finish made of minerals bonded to the metal at 
a red heat of 1550 degrees F. Unlike baked-on paint finishes, 
porcelain enamel is not damaged by heat. Even hot irons 
or forgotten cigarettes won't harm its hard glossy surface. Most 
porcelain enamel finishes today are acid-resisting too. 
Armco ALUMINIZED Steel 
This special steel is coated with aluminum by a hot-dip 
process. It is used in baffle plates and combustion chambers of 
space heaters, for oven reflectors in electric ranges, and many 
other inside parts of heaters and ranges. Its high 
reflectivity increases heating efficiency; it has good resistance 
to a combination of corrosion and heat. 

Keep these selling points in mind. They will help you sell 
appliances that have parts made of Armco Special-Purpose 


Steels. And yow'll gain the good will of buyers too. 





™ 
pRMCO 
\/, 


lants and sales offices 


from coast to coast ® Export: The Armco International Corporation 
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“DEAR, STAND UP AND TURN AROUND” 




















Ranges Are Their Best Sellers 





advertise in the county newspapers, 
over the radio and through moving 
picture trailers. 

“We stocked up with $6,000 worth 
of parts and installed a first class 
service department with three service 
specialists in it. A heavy proportion 
of the county’s population is colored. 
We went after the Negro buyer with 
calls, contacts and campaigns, and he 
has become one of our best customers. 

“About this time, another field was 
opened up to us. The Army activated 
its big training center, Camp Rucker, 
near Ozark. There was an influx of 


new householders and a boom in 
building. We began to push the 


small, apartment size electric range, 
using the sales angles of safety, cleanli- 
ness, coolness and low operating cost. 
This was done in addition to, rather 
than at the expense of, our sales 
work in the rural sections. Nor did we 
neglect the sale of other appliances. 
A good customer is a good prospect. 


CONTINUED FROM PAGE 61 





“We've gone after the replacement 
market, too. ‘Today, about 20 percent 
of our business is trade-ins and the 
trade-in customer always finds a wel- 
come here. We recondition replace- 
ments in our repair shop and resell 
them from the display floor. 

“Well, that’s just about the story 
to date. As for the future, the sky is 
the limit. We've got the potential 
buyers—hundreds and hundreds of 
rural housewives who will eventually 
turn to electric cooking. It’s our job 
to tell them the range story, to show 
them how they can save time, effort 
and money by cooking on an elec- 
tric range, to sell them on our prod- 
uct, and then, when we've sold them 
all, to provide them with replace- 
ments. 

“The electric range is king down in 
this section. We believe we helped 
put him on the throne and if concen- 
trated selling can do it,, we’re going 
to keep him there.” End 














“DID WE REMEMBER TO SHUT OFF THE 
DIAL LIGHT ON THE BATHROOM SCALE?” 
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/VE PROVED Tur fe 
HELPS ME SELL WASHING MACHINES, 
THATS WHY 1RECOMMEND IT! A 


¢ 





so says FRED H. CARPENTER, 


owner of ABC Appliance Company, Columbus, Ohio, who sells ABC Washing Machines 


“Tide deserves a good part of the credit for two results. You see, my customers always get sparkling- 
washing-machine sales 1 made recently,” says Fred _ clean clothes when they use Tide in their washers. 
Carpenter. “Both of these sales were to prospects And, when my customers get clean clothes, they're 
sent in by old customers— people who have used happy about their washing machines—and recom- 
Tide in the washing machines 1 sold them, right mend my store to their friends. Tide’s good for 
from the start! And they're mighty pleased with the business—that’s why I recommend it!” 
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LEADS THE FIELD IN 


Modern Desian 


EXAMPLE 


..the 
TWIRL-O-MATIC 


@ Swing the door open either direction and out 

come two circular shelves, placing stored mate- 
‘iy rial at your fingertips. No stooping and probing 
a QUALITY into hidden corners with a Lyon Twirl-o-matic 
S TESTED corner unit. It is new and different— gives 
2, kitchens that final touch of efficiency. 





Write direct to us at Aurora to determine if thereisa 
Lyon Kitchen Dealership available in your territory. 


METAL PRODUCTS, INCORPORATED 
General Offices: 521 Monroe Avenue, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 





LYON PRODUCTS STILL SERVING INDUSTRY © BUSINESS © INSTITUTIONS © HOMES 
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How to Sell Freezers with a Food Plan 





CONTINUED FROM PAGE 56 


Selling the food-freezer plan. 

Developing prospects. 

Canvassing. 

The approach (Purpose talk). 

Selling price — terms — carrying 
charges, etc. 

Classroom product presentation. 

Questions and answers. 


Procedure for Field Salesmen 


Planning the Day’s Work: Time is 
a salesman’s most valuable asset. It’s 
the time spent in front of the prospect 
that pays off. Good salesmen plan 
their day’s work ahead of time—thev 
know where they are going when the 
leave the office. They are the sales- 
men in the higher income brackets. 
They got there by hard work and in- 
telligent planning. 

A sale on the first call of each dav 
is the salesman’s greatest inspirational 
tonic. So save a good prospect from 
the previous day’s work to call on first 
thing each day. Return to the office 
about four o’clock. Lay out the next 
dav’s work. Make a minimum of ten 
phone calls on people you would like 
appointments with the next day. The 
proper telephone technique will get 
results if you have a sales story pre- 
pared to present. 

Planning House-to-House Calls: Se- 
lect a street in a certain section of your 
community and plan to call on every 
homemaker on that street—and do it. 

Know before hand what you are 
going to say when the homemaker 
answers your ring at the door bell. 

Have a supply of business cards—a 
note book and your sales presentation 
story. 

The Follow-Through: Sales plans 
have failed in the past and a look into 





the reasons for their failure discloses 
that in the majority of cases it was 
due to the failure of the salesman to 
sell the food plan thoroughly. There- 
in lies the key to our success. 

Food savings must be emphasized 
over and over until the customer gets 
in the habit of using the re-order form. 
Salesmen must understand that the 
number of user prospects they get will 
be in direct proportion to the number 
of satisfied users in their territory. 
User satisfaction comes about through 
service and a thorough understanding 
of the food savings plan and how it 
can be made to work for them. 

The most successful salesman will 
be on the job when the freezer is 
delivered to supervise the setting u 
and starting procedure. They wilt 
also be there when the initial food 
order is delivered to assist the user. 
Che important thing is to let the cus- 
tomer know that the salesman didn’t 
forget her after getting the order. It 
is this friendly interest in her prob- 
lems that will cause her to speak en- 
thusiastically about the product and 
the plan to her friends and neighbors. 
The follow-through has always paid 
dividends and it always will. 


Food Club Membership Requirements 


New Owners: Membership in the 
Food Club is open to all purchasers of 
home freezers when bought through 
you, the participating dealer. 

Existing Users: Application for 
membership will be submitted directly 
to you, and you, in turn, will obtain 
model and serial number from owner. 
his information together with user’s 
name and address will be forwarded to 
the food supplier. 

(Continued on page 150) 




















“QUICK, DEAR, RUN UPSTAIRS AND GET ME ANOTHER PAIR OF PANTS BEFORE 
1 LOSE MY NERVE!” 
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* NEW... Amana 


UPRIGHT FOOD FREEZERS 





Facts are facts. The food freezer is today’s most wanted 
major appliance! Amana, maker of the “best-by-inde- 
pendent-test” Upright Food Freezers is giving its dealers 
every opportunity to take full advantage of this expand- 
ing demand. 


Amana dealers do not just sell freezers — they sell actual 
proof* of superior performance . . . faster, better freez- 
ing .. . economy of operation and space-saving design. 


For 52 Amana brings two revolutionary new advance- 
ments: Decorator styling to increase the pride of owner- 
ship so consistently associated with the Amana Upright 
Freezer, plus a great engineering triumph, for the overall 
size of the Amana Upright has been made even more 


Alona 


BACKED BY A 
CENTURY-OLD TRADITION OF 
FINE CRAFTSMANSHIF 
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compact without reducing its food storage capacity. It 
answers the demand for large capacity freezers for the 
home with limited space. 

Be sure you are furnished with the Amana “Proof-of- 
Performance” story.* See the actual results of independ- 
ent laboratory tests that prove the Amana Upright 
freezes larger quantities of food faster than all other 
freezers tested. These are facts that sell your customers 
and keep your profits high. The 1952 chapter of the 
greatest selling story ever told will be the story of 
Amana dealer freezer sales. 

*See your distributor for the results of tests made by 
Electrical Testing Laboratories, of the 9 popular brand 


freezers. 
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ATTENTION - APPLIANCE DEALERS! 


for more SALES... 
more PROFITS 


d 
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STORE 
FIXTURES 








Haw Shop 








Enjoy these Time-Saving . . . Money-Making 
luo-Stye ADVANTAGES 


Unlimited Flexibility. Individual Steps Removable . . . Easy to Effectively 
Display Merchandise of any size or shape. (Note roaster and mixer ) 


Mere Self-Service Sales because All Merchandise is in the “Buying Range “ 
More Impulse Sales because All Merchandise is Easy-to-See . . . Easy-to-Handle 
. - 50% More than Co tional Equi t 


bs beh od 


Rounded Step Corners Encourage Customers to Circulate around Display . . . 
Exposing More Merchandise for More Sales 


More Selling Space . 





Sliding Doors in Base Permit Easy Access to Storage Space 
Expertly built of Strong Veneers by Fixture Craftsmen, Beautifully Finished 
Shipped Completely Assembled . . . Ready to Make Immediate Sales for You 


AD 


SALES CO. © 714 Commercial Street ¢ Manitowoc, Wis. 





Date. 







Add Sales Co. 
714 Commercial St. 
Manitowoc, Wis. 





Please send me without cost or obligation your 
descriptive, illustrated circular on Flexo-Step Store 
Fixtures with Price List. 


Name 





Street. 
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How to Sell Freezers with a Food Plan 





Member’s Identification: Member- 
ship cards will be prepared by the 
dealer, duly signed and delivered to 
the customer along with a personal 
letter of welcome into the Club. Sug- 
gested form of card: 

“This certifies that Mrs. J. Doe is 

arg Ah dh. TEC 

Food Club and is entitled to all 

privileges included therein. 

Dealer’s name 
Address 
(Reverse Side) 


OCG: EMNINE 62 os oe biccawns 

Ordering Restrictions: ‘The food 
supplier will be solely responsible for 
carrying out his own policies. What- 
ever those policies might be, members 
must understand that certain mini- 
mum requirements must be met. This 
will be especially true with regard to 
the quantity of food which will be de- 
livered without charge on the re-order 


CONTINUED FROM PAGE 148 





form. (We suggest a minimum of 
$25.00 not including meat.) 


Compensation Plan 


It is recognized that the dealer’s 
plan of compensation to his sales 
personnel is a matter that comes 
strictly within his own province. On 
a basis of the average dealer's esti- 
mated cost of doing business we 
recommend a 10 percent commission. 
In order to interest the type of men 
and women needed to make this 
program a success, and to reduce man- 
power to a minimum, it is desirable 
that there be sufficient inducement to 
enable the average salesman to earn 
a good livelihood. 

The following case illustrates the 
cost-profit method used to arrive at a 
recommended commission of 10%. 
The dealer costs are figured on carload 
discount. Of course, the sale of larger 
home freezer sizes benefits the dealer 
and the salesman. The customer is 
also benefited because of larger stor- 
age capacity for a bigger variety of 
foods at greater savings. 


17 CU. FT. SIZE FREEZER: 























Customer Cost: Selling Price oa eens $569.95 
Sales Tax—3% (California) 17.10 
587.05 
Down Payment—15% 88.05 
499.00 
Carrying charge—7% for 18 mos 52.30 
Balance to Contract—Freezer only 551.30 
MONTHLY PAYMENTS—18 $30.60 
Food Purchase . $250.00 
Sales Tox 7.50 
257.50 
Carrying charge—7% for 6 mos 9.00 
266.50 
MONTHLY PAYMENTS—Food only 44.45 
Total of Monthly Payment—first 6 mos., Food and Freezer 75.05 
Dealer Cost: Freezer 343.97 
Dealer Profit 225.98 
Dealer Selling Costs: Commission 10% $57.00 
Delivery 15.00 
Year's Service 10.00 
Advertising 6.00 88.00 
Dealer Net Profit $137.98 





CONCLUSION 


We have attempted to guide your 
efforts in organizing a food-freezer 
plan along the lines of those who have 
met with the greatest degree of suc- 
cess. Try to follow these directions 
in a chronological order. 

First, contact your source of financ- 
ing. If the local banks do not offer 
favorable terms, try the independent 
financing companies. 

Second, locate a reliable source of 
foods who will give the best possible 
food service and at the lowest prices. 

Upon completion of this necessary 


ground work, start building a specialty 


sales organization. Once your men 

are hired, train them thoroughly. 
We firmly believe that if an intelli- 

gent approach to forming your own 


MAY, 





1952—ELECTRICAL MERCHANDISING 


food club is accomplished on a sound 
and permanent basis, as we have at- 
tempted to point out on these pages, 
you will enjoy a business volume far 
greater than your wildest expectations. 

The possible consequences of the 
ever-increasing popularity of food- 
freezer plans throughout the country 
could be far-reaching indeed. We 
have even heard it predicted by sane 
and sober men that the day of the 
big, cash grocery is doomed . . . that 
all but eggs, staples and dairy products 
will fall to the suppliers of food on 
one or more of these plans. 

Be that as it may, do not allow grass 
to grow under your feet during this 
formative period. Start now to build 
the biggest, most secure, best organ- 
ized food-freezer plan in your com- 
munity. End 
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ALUMINUM makes the difference 


in APPLIANCE SALES! 


ALUMINUM FEATURES MEAN MORE PROFIT... 
More Sales For You! 
More Value For Your Customer! 


SELL THE ALUMINUM FEATURES... 
Aluminum Makes The Sale! 


Not only Home Freezers, but Refrigerators... 
Washers... Ranges...all appliances can be sold 
easier, faster, with more confidence by pointing out 
the aluminum features and pointing up your sales! 
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ALUMINUM PARTS 
WILL SELL HER! 


You don’t have to sell “Mrs. Modern American” on 
the advantages of aluminum. She uses Reynolds 
Wrap, the original aluminum foil... appreciates 
aluminum in her home construction, her automo- 
bile, her utensils. Aluminum means Modern Living 
to today’s housewife. 


TAKE ADVANTAGE OF ALUMINUM ADVANTAGES 
— SELL THESE ALUMINUM PARTS 
IN YOUR FREEZERS! 


Tell your prospect about the aluminum inner liner with 
its serpentine aluminum coil. Aluminum liners are 
available with attractive embossed patterns. Many are 
also beautifully color anodized. 


Reed ett nei of eineesee mae Se Spee BO* 
vantages. Available in a variety of finishes, 

light but strong, easy to clean with a damp cloth, won 

rust or chip, stay bright and new-looking for years. 


And aluminum is better, even when it can't be seen! 
Aluminum serpentine tubing, fastened to the hidden 
surface of the liner, ents See cen eee See 
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Ahead of the Season 
with Air Conditioners 


ELEC l 4 IC DR y ERS es CONTINUED FROM PAGE 59 
e , . ” 
Y/, Noi; “Waiting for it to grow” almost 
YO 2 10/2... amounts to a Gerhard euphemism for 


“getting in ahead of other dealers.” 
He means that when the prospect does 
ane ae — decide to buy he will buy at Gerhard’s 
piu. and that when other dealers are just 
i Oo a getting started looking for prospects 
za Gerhard will have his all lined up 
ae and ready to drop into his lap. He 
points out, too, that the pre-season 
sales give his 32-man service depart- 
ment an opportunity to complete 
many installations before the big rush 

begins in July. 


Continuing Program 


It is not yet certain, but Gerhard’s 
vacation club programs may continue 
right up until the end of June. The 
amount of payment per week will have 
to rise and the number of weeks will be 
shortened, but the plan will be the 
same. By July 1, of course, it will be 
deader than last year’s Christmas pro- 
motion and will be put away until 
early 1953. But by the end of the 
cooling season Gerhard expects to 
have moved at least 500 units, at least 
100 of which will have been sold 
through the plan, and total air condi- 
tioner sales will have accounted for a 
conservative $150,000 of his expected 
yearly gross of $1,000,000. End 


Refrigerator 
Hullabaloo 


es CONTINUED FROM PAGE 62 eee 


The promotion will continue to be 
followed up to the best advantage, 
says Bumby, and a steady all-year sale 
of Kelvinators is expected. Trade-ins, 
of course, play a big part in the com- 
pany’s sale of refrigerators. Such 
trade-ins are reconditioned and re- 
sold in a special used appliance section 
of the store. 

“The cost of such a promotion as 
the one we staged is, of course, con- 
siderably larger than a simple showing 


————enrnrsaeersreeeeeeeer>reeerrr” 


Experience is something an ap- 
pliance dealer has after it’s almost 
too late to use it. 


of new lines,” says Bumby. “There 

are increased advertising costs as well 

Niehromie tect are as the outlay for the presentation. If 

ee you can rent your theater for around 

: : ’ $100 a day, get your program talent 
Driver- i | AAS . 0 mpan) for another $50, and add possibly 
: $100 more for prizes, refreshments, 

favors and the like, that should add up 
Chicag troit velo Angeles, San Frar to your direct outlay, other than your 
advertising. This, we submit, is a fine 

investment and we have proven it to 

ourselves by the resulting higher sale 

of new refrigerators and increase in 

trade-ins.” End 


HARRISON NEW JERSEY 
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“shady characters” 


before they can damage your business 


THE instrument you see is working for 
you. A sensitive light-measuring device, 
it is used like a doctor’s stethoscope, to 
explore the surface of a picture tube for 
screen imperfections the unaided eye 
would fail to detect. 

Employing a photosensitive surface and 
color filters, this device does two jobs. 
It checks not only the uniformity of 
brightness, but also the color values from 
center to edges of the faceplate. 

Why is this important? It is important 
because RCA has learned, through long 
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experience in the manufacture of picture 
tubes, that the best picture—the picture 
having superior quality—calls for un- 
usually rigid processing controls of the 
phosphor and its application. The light- 
measuring device spots any departure 
from RCA’s established brightness and 
color standards. Result? “Shady charac- 
ters” —those tubes that would produce 
pictures lacking in fine quality—never 
reach your shop. 

This constant vigilance and quality con- 
trol at all stages of manufacture assure 


that RCA standards will be met. In this 
way, RCA guards its own reputation for 
quality ... and yours as well. 


With RCA Receiving Tubes, 
as well as RCA Kinescopes, 
TOP-QUALITY CONTROL 
makes the difference. 





RADIO CORPORATION of AMERICA 


ELECTRON TUBES 


HARRISON, M.S. 
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Admiral's newest- 
and bulging with SELL! 


maceer eager a ey Tet aad 


a ee eo 


and there's no defrosting. ever! 


yar! 


“— - 


MORE THAN 


NCED TO 
AS ANNOU ADERS OF 


23 MILLION RE 


Get in on the 


SEE IT IN THE APRIL 21st LIFE! ADMIRAL DOLLAR SHOWER 
Special dramatic 8-piece tie-in window display makes $100,000.00 Window Display Contest 


it the season's top traffic-pulling sales-booster for you. For full details see your Admiral Distributor 


More, more, more proof that Admiral is the fastest-tising power in all the appliance industry 


Admiral 


The Admiral Corporation, 3800 Cortland Ave., Chicago, Illinois 


MAY, 1952—ELECTRICAL MERCHANDISING 





ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


TV Freeze Ends But It's A Slow Thaw 


The television freeze is over but 
at the moment most of the thawing 
process is on paper. 

On April 13, after three and a 
half years of preparation, the Fed- 
eral Communications Commission an- 
nounced its new TV allocation plan. 
The FCC authorized 2053 stations 
in 1291 communities, bringing tele- 
vision to that half of the U. S. popu- 
lation not now in range of existing 
stations. 

But the thaw isn’t going to create a 
boom in any branch of the television 
industry right away. It’s doubtful if 
more than a handful of new stations 
can get on the air within the next 
year—and none of those are likely to 
be in any of the bigger cities that are 
now without TV. What’s happen 
ing right now is happening on paper 
—a good deal is being written about 
the end of the freeze and station ap- 
plicants are preparing their applica- 
tions. But actual construction is some 
time off. No permits will be granted 
until the deadline for filing applica- 
tions expires on June 30. 

What Will Happen. And few if 
any of these first permits will go to 
big cities that are now TV-less. The 
reason is simple: strenuous competi- 
tion for the valuable FCC construc- 
tion permit without which you can’t 
get into business. The vast public ap- 
petite for television and the swift 
movement of TV stations’ balance 
sheets from red ink into black have 
stimulated competition for permits. 

As a result, there’s bound to be 
more than one applicant for the chan- 
nels assigned to any major market. 
Competition for these channels means 
that FCC must hold hearings for each 
of these cities—and the hearing pro- 
cedure takes months. For cities of 
any size it may be at least another 
year before any new station goes on 
the air. 

One Way Out. The one real possi- 
bility for speeding up the process lies 
with the applicant who gets a permit 
because there’s no other applicant for 
the channel he wants. In some places, 
this may turn out to be the educa- 
tional institution that’s ready to take 
up the channels that are set aside for 
non-commercial telecasters. 

Take Denver as an example. (Den- 
ver and Portland, Ore., are the two 
largest cities still without TV—which 
means they'll have hearings before 
other cities in this category.) Denver 
has been assigned five stations in the 
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Competition for new channels is expected 
to lead to hearings; as a result, only a hand- 
ful of stations will get on the air in ‘52 


UHF bands—channels 2, 4, 7 and 9 
for commercial use and channel 6 for 
non-commercial use. 

Because of competition for the 
city’s four commercial channels, hear- 
ings will have to be held, and all the 
legal but time-consuming procedure 


followed to the letter. But the Uni- 
versity of Denver has shown signs of 
interest in channel 6. And FCC will 
give top priority to such educational 
applications since there probably will 
be little, if any, competition for them. 
Consequently a permit could be given 





Who Gets New TV Stations First 


There's no way of telling how quickly your community may have 
new or additional television service as the result of the lifting of the 
freeze. A number of factors — including the possibility of heavy com- 
petition for the available channels — prevent accurate forecasting on 
this matter. But for use as a rough yardstick of your community's 
chances for quick action are some ground rules and priorities set up 
by the FCC in its freeze-lifting order. 


1. Processing applications for non-commercial (educational) sta- 
tions and for channels in U.S. territories and possessions will begin 
immediately after the filing period ends on June 30. The FCC expects 
few hearings on these applications since channels will probably be 


available for almost every applicant. 


2. Top priority among applicants for commercial channels will go 
to cities which do not currently have television (like Denver and Port- 
land) and cities which have been assigned only UHF channels (like Ft. 
Lauderdale, Rockford, Fall River, Springfield, Ohio, and Harrisburg). 
Cities within these groups will be taken up in order of size, the largest 


cities first. 


3. Then, FCC will take up the following, in this order: 

(a) Applicants from cities in which all VHF channels are assigned 
but where UHF channels are available 

(b) Applicants from cities which are within range of existing sta- 
tions but which have no TV station of their own 

(c) Applicants from cities having only one TV station now 

(d) Applicants from cities with two or more TV stations 


The new allocations require 30 existing VHF stations to shift to new 
VHF channels. Approval for these shifts will be granted right away— 
and, as compensation for being required to shift channels, these sta- 
tions will be allowed to step up their transmitter power and antenna 
heights when they make the shift. Other existing stations wishing to 
change power or heights will have to wait until Commission has acted 


on new applications. 


These priorities do not mean that applicants from areas now getting 
“some” TV must wait until every ‘‘non-TV" area has been processed. 
Simultaneous handling of applications by the Commission will permit 


a number of applicants in areas with “ 


some” service now to get con- 


struction permits without waiting until every ‘‘non-TV"’ area, no matter 


how small, has been taken care of. 
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TED WEBER, JR. 


a non-commercial telecaster like the 
U. of D. as soon as the period for 
filing applications expires. 

Big Hurdle. One important barrier 
to the swift processing of ge 
is the short-handed FCC staff. Where 
there are two or more applicants for 
a channel, a hearing must be held be-, 
fore an FCC examiner to decide 


which of the applicants is the best 


ualified, and will, therefore, 
the coveted construction permit. 


receive™ 


the budget being considered by Con-~ 
gress provides only some $50,000 for? 
the purpose. Z 
However, Colorado’s Sen. Johnson, ; 
chairman of the Interstate and For- 
eign Commeree Committee which? 
rides herd on FCC, is proposing to” 
step up FCC’s staff of examiners so 
that hearings can go forward in sev- 
eral cities at once. 


At] 
present, FCC has no examiners avail-7 
able to take on the TV-unfreeze and? 


Johnson’s pro- 
3 
posal was for 20 examiner-teams, and © 


chances are good that the idea will © 


be approved by Congress. In this elec- 
tion year, particularly, there’s hardly 
a Senator or Congressman who cares 
to go on record as “against TV”. 

But even with the fa arger staff, 4 
hearings are going to take time. In 
fact, “time” is the key word now 
that “freeze” has been eliminated 
from the television dictionary. In 
“time” there'll be lots more stations 
in many new areas with a resulting 
demand for more sets—in “time,” 
that is. 


TV: Factory to You 


A new solution to the television 
distribution problem was being tried 
out in 20 cities this spring by Scott 
Radio Laboratories. The plan is built 
around a factory-operated chain of 21 
retail stores offering promotionally- 
priced Meek Mirror-Tone television 
receivers. Last month the chain was 
offering a 20-inch table model at 
$99.95, a 20-inch console at $149.90 
and a 21 inch console at $179.90. 

Scott president John Meck ex- 
plained that he hopes his plan will 
pave the way for “the first real nation- 
wide merchandising operation in the 
industry”. 

For “Meck, the new operation as- 
sures his firm of mass distribution un- 
der all conditions. For the other re- 
tailers of Meck merchandise in the 
cities which have Meck stores, there 


| 
. 
' 





| will be compensations, Meck feels. 

Retailers will be “able to obtain fran- 
chises for the same merchandise, to 
offer the same promotions concur- 
rently with Meck stores, to enjoy the 
— impact of our local advertising and to 

_— 5 have the support of the entire organ- 

ization in their selling activities.” 
Many other manufacturers, Meck con- 
Jemiiion HAS THE PROGRA ha tends, have tied in with large retailers 
lentenseeahoaseanamee TIRE Cl in metropolitan areas, leaving small 
dealers at a disadvantage. Meck him- 
self functions as a key retailer, but 
affiliated dealers will get equal benefit 


Leyton from the factory’s promotion expendi- 
TO BUILD corree maken tures, Meck said. 
Bre | the og ek the year 
eck will spen on news- 
PROFITABLE APPLIANCE 
VOLUME FOR 















paper advertising and additional funds 
on radio and television; this activity is 
aimed at selling 50,000 sets before 
the end of the year. But the com- 
pany’s plans don’t stop there. When 
national distribution has been com- 
pleted, advertising in national media 
will be undertaken. 

Prices on the Meck merchandise 
are exclusive of excise tax. Installation 
and warranty are also extra but are 
optional. 


TV Interference Plan 


A TV interference reduction pro- 
gram which will be paid for in part 
by the set-owner who benefits has 
been initiated by the San Diego Bu- 
reau of Home Appliances. 

The plan provides set owners with 
forms for reporting trouble to their 
television dealer or service man. This 
includes an exact statement of the 
type of interference, the times of its 
occurrence and a signed statement by 
the customer that he understands 
“that any technical work and mate- 
rials necessary to effect a correction 
of the interference at the receiver shall 
be charged for at the regular rates for 
television repair service unless such 
work is included in any service war- 
ranty which I have purchased”. The 
complaint is turned over to the deal- 
er’s service department for analysis. 

If analysis indicates diathermy, 
neon signs or other unlawful radiation, 
the complaint is referred to the city 
electrical department. 

If it indicates amateur radio inter- 
ference, the complaint is referred to 
ARRL which contacts the operator. 

If neither of these sources of trouble 
is indicated, the TV service techni- 
cian continues the investigation to de- 
termine the source and make the cor- 
rection wherever possible, charging for 
time and work, in compliance with the 
customer's agreement signed on the 
initial “request for investigation” 
form. On completion of the work, the 


ATTRACTIVE DISPLAYS 
BROCHURES 
FOLDERS 
Dealer Aids 
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RADE MARK 


RATE WITH 









THE BEST : Be hict 
VET SELL ELECTRICAL APPLIANCES ds lacd by Oe tat eer pomeaeating 


FOR LESS! 


in the investigation. 





DOMINION ELECTRIC CORPORATION ¢ MANSFIELD, OHIO : 
Free UHF Strips 


Free UHF tuning strips will be 
given owners of Admiral sets if UHF 
telecasting becomes available in their 

| area this year. Admiral officials an- 
| nounced last month. Servicemen will 
| teplace an unused VHF strip with the 
| new UHF strip. 
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Model E-99 
NEW Norge Electric Range 
—with exclusive 
Tele-Speed heat indicators! 


Medel CW-220 
NEW Norge Washer 
Retails for $99.88 
—below 
Regulation W Controls! 





Model AW-422 
NEW Norge 
Automatic Washer 
Sensation of the 
Appliance Fields 





Model N-20 CP 
NEW Norge CP Gas Range 
—only CP range with 
Pick-a-Pan Cabinets! 


NEW Norge Table Top Water Heater 
(also vertical models) 
—with 10-year Protection Plan! 


..» THE LINE THAT PAYS 
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Model 810 
NEW Norge Refrigerator 
—a traffic builder 
at only $269.95! 


wat — 
Model N-3A 


NEW Norge 
Gas Range: | ##Oee 
—a leader at aaa | 
$99.88 

retail! 


we sate pemert 


Look ‘em over. They're the year’s best buys— 
buys that'll make ’52 a profit year. Every one of 
these models is sales-engineered to give you a 
faster turnover—bigger volume. There’s the 
new Norge CP Gas Range, the new Norge 
Electric Range, the record-breaking Time-Line 
Automatic Washer. These and scores of other 
models—one for every prospect—with top- 
flight features that'll give you the profit thrill 
of your life! 


THE DEALER! 
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DITIONAL GAIN 

AE BY COMBINING 
[eT BOOSTER WITH 
JOHN. 


41% MORE GAIN 


LONG JOHN “ 


“CHANNEL PERFORMER) 


NEW VEE-D-X 


YU 


8 Element Yagi 


THAN THE BEST 5 ELEMENT YAGI 
AND EQUAL GAIN TO A DOUBLE- 
STACKED 5 ELEMENT YAGI! ARRAY 


IMPORTANT: You can get an additional 50% gain by double-stacking Long John 
with a specially engineered phasing harness. Can also be four-stacked. 


If an Oscar was being handed out for 
antenna performance—Long John would 
get it. Yes, VEE-D-X engineers knew 
they had a good thing even when the first 
field test results of Long John were tabu- 
lated. But only a few of the sales depart- 
ment optimists dared dream of the tre- 
mendous demand that existed for the 
EXTRA POWER that Long John could 
deliver. In areas where folks had wanted 
TV badly but could not get a satisfactory 
picture, they are now Long John happy— 
exceedingly so. So good were the results 
that in several bad reception areas 
VEE-D-X ran co-operative LJ newspaper 


DVERTISIN 

REVEALS GREAT DEMAND 
Co-operative VEE-D-X-Jobber news- 
paper ads on LONG JOHN in se- 
lected test areas resulted in LJ orders 
by the carload. Special LJ co-opera- 
tive mewspaper advertising is avail- 
able through your jobber. 


LONG JOHN WAS ORIGINATED 
AND PERFECTED BY 


VEEDX 


NOTE: Beware of Chinese Copies 
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ads. Results were phenomenal. Typical is 
the following letter—‘Although an active 
amateur radio operator, I have been very 
much interested in TV, present location 
being 100 miles northeast of New York 
City and in a valley. Have experimented 
with many kinds of TV antennas, and then 
I finally tried your Long John on Channel 


your advertising is good. Previously, I 
had used an ‘ordinary’ Yagi on Channel 2, 
which came in with considerable snow. 
But with your Long John, the snow is 
98% gone. Your new antenna is certainly 
the answer for TV viewers in fringe 
areas.” 





FEATURES OF THE LONG JOHN 


Faster, easier to install than stacked 
arrays 


Better roof-top appearance 


Higher front-to-back ratio eliminates 
co-channel interference 


Full 6 megacycle band width 
Rugged pre-assembled construction 


COSTS LESS 


Channels 7 to 13 
Channels 2 or 3 . 
Channels 4 or 5 . 
Channel 6 .... 


THAN A DOUBLE- 
STACKED ARRAY 


Only $12.50 LIST 


.. .$26.15 list 
. . $23.65 list 


Maybe Long John is the answer to 
YOUR fringe area sales and prob- 
lems. The coupon below will 
you the POWER-FILLED FACTS. 


! THE LaPOINTE-PLASCOMOLD CORPORATION | 
| Windsor Locks, Connecticut 


| Gentlemen: 
| Send information on 

[) Long John [7 Rocket Booster 
| NAME 


| street 


aring the Price Picture 


Motorola and Admiral switch to “inboard” pric- 


ing for their lines; many companies reduce prices on 
their lines, both old and new 


The price picture in the television 
industry was clearer last month—even 
if it wasn’t steady. 

Several of the industry leaders were 


| now pricing their sets to include ex- 


cise tax and warranties (something 
dealers had been seeking for many 
months). And price changes seemed 
to have leveled off temporarily after 
cuts in March and early April. How 
long this price structure would hold— 
especially in the face of continuing 
slow sales and the approaching sum- 
mer season—wasn’t certain, however. 
Inboard Prices. An industry which 
loves catch words lost no trouble in 


| tagging the new all-inclusive prices as 


$29.85 list | 


ring 
| 


HW 


“inboard pricing”. Whatever the 
name, the new policy was welcomed by 
dealers, some of whom had spoken out 
vigorously against the policy of tagging 
sets with a relatively low list price and 
then adding on tax and/or warranty— 
with the dealer’s margin being figured 
on the list price alone. 

Notable converts to “inboard” pric- 
ing last month were Admiral and 
Motorola. RCA had maintained this 
policy all along, leaving only two of 
the industry’s Big Five with “out- 
board”’ price lists. 

Announcement of Admiral’s “con 
version” on March 31 was accom- 
pamied by a letter from Mort Farr, 
president of NARDA, which has long 
advocated a single price policy for TV. 
Expressing his “personal appreciation” 
of the “prompt and courageous action 
taken by Admiral”, Farr predicted that 
“your decision will, I am confident, 
go a long way toward eliminating the 
present confusion in the pricing of 
television receivers.” 

Motorola announced 


its price 


change at the same time it revealed 
details of a new line to be called the 
“convention” series. Although com- 
pany officials said that the new prices 
did not represent price cuts, the new 
“inboard prices” were, generally speak- 
ing, at the same level as the previous 
“outboard” prices. The new pricing 
formula applied to seven new and four 
carry-over models. 

Slightly earlier in the year, Hoffman 
Radio Corp. had adopted the “in- 
board” technique. And some firms— 
RCA and Hallicrafters, for example— 
had never shifted from this policy. 

Price Cuts. March saw five manu 
facturers—Magnavox, Sylvania, G-E, 
Emerson and Muntz—slash list prices, 
and in early April, both Motorola and 
Admiral introduced new lines which, 
considering that the firms were now 
using inboard pricing techniques, rep- 
resented reductions from previous 
price levels. 

Sylvania’s prices dropped from $10 
to $70 while G-E’s ranged between 
$20 and $90. Magnavox cut the prices 
of 12 TV sets and four radio-phono- 
graphs. The TV cuts ranged between 
$19 and $75, the radio-phono reduc- 
tions from $20 to $45. (The com- 
pany also announced that it was cut- 
ting its ‘'V-radio-phono line from 25 
to 15 models and its radio-phono line 
from eleven to eight units 

he biggest splash in the price pic- 
ture came late in March when Emer- 
son’s Ben Abrams announced that his 
firm was setting out to be the “Ford of 
the industry”, much as the company 
had established itself as the price 
leader of the radio field. Emerson had 
been biding its time, Abrams said, and 
the company felt now that the time 


Greetings from the President 


EMERSON PRESIDENT Ben Abrams, center, greets William Schuster, left, and 
Walter Erle, president and sales manager of the Warren Radio Co., Erie, Pa., 
during a recent Emerson distributor meeting at the Waldorf-Astoria. 
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Beauty, Adaptability, 
Economy Mean Better 
Sales To You 





































The demand is there, capitalize on it! The big 
trend in steel kitchens is toward the use of COLOR, 
and HARRISON offers cabinets in six gay colors 
to suit the whims of even the most discriminating 
customer. In white or color, you'll find HARRISON 
kitchens sell better because HARRISON kitchens 
are better, and your profits go up, UP, UP! 


HARRISON SELLS ON SIGHT 











Let This Display Unit 
Do Your Selling For You! 


Perfect for attracting attention ... perfect for demonstrating 








Harrison Steel Kitchen features such as the spring-hinge doors, roller 





bearing drawers, “knee-zone” recessed sink fronts, insulated quiet- 
closing doors and all the other features that make HARRISON the 
outstanding value in steel kitchens. Remember, your displays are 





the most-effective sales tools you have, and since kitchen sales give 
you more profit per sale than any other item on your floor, it is 
important that you display them to their best advantage. With 
this display, your customer can see for herself the superior quality 
of a finished HARRISON kitchen exactly as it would appear in 
her own home! 


a 





























This free-standing display unit comes 






| 
| 


s rr” Here are just two of the complete in every detail. Can be 
ae many special purpose assembled in less than two hours. 
wy" cabinets featured in Other sales aids available. 





y= HARRISON kitchens. 


pen 














SEND THIS COUPON NOW! 


LAZY CORNER VEGETABLE BIN f ; 
Shelves rotate for Grilled door for air Harrison Steel Cabinet Co. 
easy access circulation 4718 West Fifth Ave. 


Chicago 44, Ill. 


Please send more information on HARRISON 
steel kitchens to: 


Harrison offers a complete line of Standard and Custom Cabinets made of 
heavy gauge steel and finished with beautiful, lasting baked-on enamels. 
Formica counter tops are available in 100 patterns. Order complete kitchens 
or single cabinets, in white or pastels. Name __ 


¢ 








aise cchcter nis atcedisinehatore sae 


STEEL CABINET COMPANY | Steet_—_________— 
W. FIFTH AVENUE e CHICAGO 44, ILLINOIS | “"Y 
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SERVING THE 
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Since so many advertising men are located in 
New York and Chicago it is often assumed 
that 34th Street and State Street are typical 
shopping centers. 


ELEcTRICAL MERCHANDISING’S circulation 
doesn’t miss these important areas—it is read 
regularly in the country’s biggest department 
stores. But ELEcTRICAL MERCHANDISING, the 
trade magazine bought by appliance-radio- 
TV dealers, also reaches every corner of the 
country. Each year nearly every village, town 


APPLIANCE-RADIO-TV INDUSTRY 
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Fai 
and city in the country is visited by one of the 
150 McGraw-Hill subscription salesmen. This 
is in addition to mail subscription efforts which 
reach every prospective dealer reader who sells 
appliances and radio-TV sets. 


These circulation efforts spell dividends to ad- 
vertisers because ELECTRICAL MERCHANDIS- 
1NG’s circulation parallels the nation’s buying 
power ... it isn’t squeezed into the large metro- 
politan areas. 57% of its subscribers are in 
cities and towns of less than 25,000. This spells 


EEECERICATL 
MERCHANDISING 
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BALANCE for your trade advertising efforts. 
During the 1951 appliance-radio-TV sales 
slump the big cities had price wars but the more 
remote areas carried on almost as before . . . il- 
lustrating the desirability of balanced coverage. 


Place your national advertising message in the 
industry’s Best Seller . . . a truly national trade 
publication which reaches leading appliance- 
radio-TV dealers and distributors everywhere. 
It’s the trade publication labelled by dealers 
as “Most Useful.” 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, NW. Y. 
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Here’s More Profit NEWS for You 


USE THE 


PROCTOR PARTNERSHIP 
PLAN 


To build volume sales profitably Now! 


Ask your Proctor Representative about the profit details of these 


merchandising offers which have been consumer tested and proved 


red hot! Tie-in with these Life advertisements and build traffic and 


volume, profitably—NOW! Ask your Proctor Representative to 


show you the complete Proctor Partnership Program. Wire, 


call or write now aia 


—— 
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Here is a sample of the 
results retailers are getting! 
Jack Butler of Demerey’s, 
Inc. says of the Proctor 
Partnership Plan, 
"‘Demerey's has sold 
more Proctor 1469 
Toasters, in the last 10 
days, than all other brands 
combined for the last 
three months’ 


Get your share of these prof- 
itable Proctor sales now! 























This Advertisement 
will appear in LIFE 

07 April 28, May 19 
and June 2. (As part 
of Proctor’s continu- 
ing Life program 
reaching more than 
66% of the con- 
sumers in your trad- 
ing crea.) 





‘! 
€ You can 18” 
3rd Street & Hunting Park Avenue, Philadelphia, Pa. 





was ripe to make its bid for price lead 
ership. ‘The company knocked the 
price of a 17-inch table model down 
from $249.95 to $179.95 and made 
reductions on five other sets. 

When Admiral announced its con- 
version to “inboard” pricing in early 
April, the company remained silent on 
new models. But within two weeks it 
had announced a new 21-model line 
with a 16-inch table model as the price 
leader at $180. 

During a televised distributor con- 
vention last month Philco introduced 
five “campaigner” models but did not 
adopt “inboard pricing”’. 


Consumer Reaction 


Generally speaking, customers are 
pretty well pleased with the TV sets 
turned out by major manufacturers, a 
survey conducted recently by Magna- 
vox indicates. Eighty-five percent of 
owners said their present sets had 
been satisfactory and 83 percent would 
buy the same brand again. 

Twelve percent of those owning 
sets have TV-radio-phono combina- 
tions and 18 percent of non-owners 
would pick out a combination if they 
were in the market. About 58 percent 
of non-owners would buy TV receiv- 
ers only. 

Slightly over five percent of the 
owners said they had considered pur 
chase of a new set. Of this group, 18 
percent would like a second set for 
the home, 70 percent would merely 
replace the old set, and the remainder 
were undecided. 

About 70 percent of the owners said 
they would buy new sets from the 
dealer who sold the one they have. 


 dmiral 
FieViSi( e 


' "HARE, 








Atomic Advertising Stunt 


NEW YORK OFFICIALS become space cadets for a few moments as they utilize 
atomic energy to illuminate Admiral’s new ‘spectacular’ in Times Square. Man- 


Martinis Sell TV 


Cocktail parties for distributors and 
dealers are nothing new in the tele- 
vision industry but a Philadelphia store 
has carried the process one step further. 

Hatboro Appliance Corp. recently 
staged a cocktail party for owners of 
RCA 10-inch sets in its area. The 
result: sale of 12 new sets in a single 
evening. 

Owner Jacques Purpura conceived 
the cocktail party technique after fail- 
ing to find enough salesmen to cover 
his territory. One hundred special in- 
vitations were mailed to small-screen 
set owners. In addition to selling 12 
receivers, Purpura also made several 
range and refrigerator sales during 
the evening and lined up a number of 
future leads. Cost of the evening was 
said to be about that for an ad in the 
local papers. 


Ready Chicago Shows 


Over 200 firms will have exhibits 
at the 1952 Electronic Parts Show in 
Chicago this month and most manu- 
facturers of “hi-fi” equipment. will 
have displays at the Audio Fair which 
will follow the Show. The show will 
run from May 19-22 and will be 
closed to the public but the Audio Fair 
on May 23 and 24 will be open to the 
general public. Both shows will be 
held at the Conrad Hilton Hotel. 

Ihe Parts show has attracted a rec- 
ord number of displays and the educa- 
tional sessions are the “most elabo 
rate” in history. Attendance is ex 
pected to range between 8,000 and 
9 VOOU 


hattan borough president Robert F. Wagner, Jr., handles a neutron pistol as 
Robert K. Christenberry, president of the Broadway Assn., looks over his shoulder. 
Stream of neutrons from the pistol hit a Geiger counter in the bull’s eye; this 
started a chain reaction which set off a small magnesium bomb and activated the 
new sign. Watching at right are Admiral ad director Seymour Mintz and vice- 
presidents W. C. Johnson and Richard A. Graver. 
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~NEW SUBSCRIPTION ORDER 


Enter my new subscription for ELECTRICAL MERCHANDISING 
for 3 years for $4. I'l send money on receipt of your bill. 
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Above rate fer U. $. and U. S. possessions ONLY. 
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NOTICE TO PUBLISHER OF CHANGE OF ADDRESS 


PLEASE CHANGE THE ADDRESS FOR MY COPIES OF 
ELECTRICAL MERCHANDISING 
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te 

z isis (City) é (Zone #) (State) 

ow 

nes (Show any bers or detes included In address on copies for identification) 

co 

a 

«| FO: 

w (New Address—Street and No., Apt. No., P.O. Box No., or RFD Number) 

— 

a Boe Se ae DS Re RR TR ae eet eae OS ne 
(City) (Zone #) (State) 

NAME: DATE: 








(Aa # appear ea your magasine) 


TION In wie > 
down. 


HOUSEHOLD 
es ie | 


— as ve + 4 


ee HOUSEHOLD 


balance your budget ! 


Household Magazine, Topeka, Kansas 
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Here's More Profit NEWS for You 


USE THE 


PROCTOR PARTNERSHIP 
PLAN 


To build volume sales profitably Now! 


Ask your Proctor Representative about the profit details of these 
merchandising offers which have been consumer tested and proved 
red hot! Tie-in with these Life advertisements and build trafic and 
volume, profitably—-NOW! Ask your Proctor Representative to 
show you the complete Proctor Partnership Program. Wire, 


call or write now 
} 


Here is a sample of the 
results retailers are getting! 
Jack Butler of Demerey’s, 
Inc. says of the Proctor 
Partnership Plan, 
‘Demerey’s has sold 
more Proctor 1469 
Toasters, in the last 10 
days, thanall other brands 
combined for the last 
three months’ 


Get your share of these prof- 
itable Proctor sales now! 





























This Advertisement 
will appear in LIFE 
<q on April 28, May 19 
and June 2. (As part 
of Proctor’s continu- 
ing Life program 
reaching more than 
66% of the con- 
sumers in your trad- 
ing area.) 
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3rd Street & Hunting Park Avenue, Philadelphia, Pa. 
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was ripe to make its bid for price lead 
ership. The company knocked the 
price of a 17-inch table model down 
from $249.95 to $179.95 and made 
reductions on five other sets. 

When Admiral announced its con- 
version to “inboard” pricing in early 
April, the company remained silent on 
new models. But within two weeks it 
had announced a new 21-model line 
with a 16-inch table model as the price 
leader at $180. 

During a televised distributor con- 
vention last month Philco introduced 
five “campaigner” models but did not 
adopt “inboard pricing”. 


Consumer Reaction 


Generally speaking, customers are 
pretty well pleased with the TV sets 
turned out by major manufacturers, a 
survey conducted recently by Magna- 
vox indicates. Eighty-five percent of 
owners said their present sets had 
been satisfactory and 83 percent would 
buy the same brand again. 

['welve percent of those owning 
sets have TV-radio-phono combina- 
tions and 18 percent of non-owners 
would pick out a combination if thev 
were in the market. About 58 percent 
of non-owners would buy TV receiv- 
ers only. 

Slightly over five percent of the 
owners said they had considered pur 
chase of a new set. Of this group, 18 
percent would like a second set for 
the home, 70 percent would merely 
replace the old set, and the remainder 
were undecided 

About 70 percent of the owners said 
they would buy new sets from the 
dealer who sold the one they have. 





Atomic Advertising Stunt 


Martinis Sell TV 


Cocktail parties for distributors and 
dealers are nothing new in the tele- 
vision industry but a Philadelphia store 
has carried the process one step further. 

Hatboro Appliance Corp. recently 
staged a cocktail party for owners of 
RCA 10-inch sets in its area. The 
result: sale of 12 new sets in a single 
evening. 

Owner Jacques Purpura conceived 
the cocktail party technique after fail- 
ing to find enough salesmen to cover 
his territory. One hundred special in- 
vitations were mailed to small-screen 
set owners. In addition to selling 12 
receivers, Purpura also made several 
range and refrigerator sales during 
the evening and lined up a number of 
future leads. Cost of the evening was 
said to be about that for an ad in the 
local papers. 


Ready Chicago Shows 


Over 200 firms will have exhibits 
at the 1952 Electronic Parts Show in 
Chicago this month and most manu- 
facturers of “hi-fi” equipment will 
have displays at the Audio Fair which 
will follow the Show. The show will 
run from May 19-22 and will be 
closed to the public but the Audio Fair 
on May 23 and 24 will be open to the 
general public. Both shows will be 
held at the Conrad Hilton Hotel. 

Che Parts show has attracted a rec- 
ord number of displays and the educa- 
tional sessions are the “most elabo 
rate’ in history. Attendance is ex 
pected to range between 8,000 and 
9 OOU 


NEW YORK OFFICIALS become space cadets for a few moments as they utilize 
atomic energy to illuminate Admiral’s new ‘’spectacular’’ in Times Square. Man- 
hattan borough president Robert F. Wagner, Jr., handles a neutron pistol as 
Robert K. Christenberry, president of the Broadway Assn., looks over his shoulder. 
Stream of neutrons from the pistol hit a Geiger counter in the bull's eye; this 
started a chain reaction which set off a small magnesium bomb and activated the 


new sign 


Watching at right are Admiral ad director Seymour Mintz and vice- 


presidents W. C. Johnson and Richard A. Graver. 
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HOUSEHOLD MAGAZINE has good reason 
to go heavy on electrical equipment, much of it 
in the $100-and-up class. 


The reason is this: 76% of HOUSEHOLD’s 
reader families own their own homes—they 
don’t hesitate to spend on them. 


Then, too, they need more equipment than most. 
Their bigger homes (average near 3 bedrooms) 
take more cleaning and washing. Their big 
families (830,000 teen-agers, 1,300,000 
younger children) take more cooking, sewing, 
entertaining ... they take appliances. 


Chances are these 2,100,000 families don’t see 
your product unless they see itin HOUSEHOLD. 
Other large-circulation magazines go light 
where these people live—the non-metropolitan 
communities. There’s where HOUSEHOLD 
goes heavy...it concentrates 83% of its circula- 
tion in the small cities and towns from 25,000 
down. 


balance your budget ! 


Household Magazine, Topeka, Kansas 
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wo Beller Homes 
Post: VicCalls 


* MODERN BRIDE - 


“LIVING - 


FOR YOUNG HOMEMAKERS 










... Delivering some 
35,000,000 Reader Impressions 
During April, May and June! 


Write Today For Free Sales Aid 


(NESCO-) 


201 North Michigan Ave., Chicago 1, Illinois 



























Gifts for 
Thoughtful Givers 


* Nesco... 
A Trusted Name 
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High Prices Hurt Buying 


That's the explanation consumers interviewed in 
the Federal Reserve’s annual buying survey gave for 
planning fewer appliance purchases this year 


Appliance dealers who expect to 
separate the consumer from his money 
this year will face one big problem— 
price. 

Vhat’s the number one lesson in 
the Federal Reserve Board’s annual 
survey of consumer spending plans. 
Information was gathered by personal 
interviews in January and February. 

Consumers will have plenty of 
money to spend—if they want to 
spend it. But the survey shows a 
persistent belief that prices are too 
high. 

As a result, consumer plans for 
buying major household appliances 
were at a lower level this January- 
February than in the same _ period 
last year. And, for the record, Fed- 
eral Reserve officials point out that 
the survey last year tipped off the 
slowdown in sales which was to de- 
velop beginning in March. 

Toward the bottom of this year’s 
“intention to buy” list are refrigera- 
tors, console radios and washing 
machines. Near the top are TV sets. 
In fact, TV demand looks as good as 
it did last year—the only major appli- 
ance put in this category. Prospects 
for other lines are down, but the 
survey report did not disclose how 
much. This is because the survey is 
intended to show broad trends rather 
than to spell out details for particular 
types of goods. 

Housing Outlook. ‘The housing 
section of the survey is a cheerful one 
so far as the appliance business goes. 
I'he indications are that just about 
as many families will be furnishing 
new houses this year as last. The 
number expressing a definite inten- 
tion to buy new or existing houses 
was about the same as last year. There 
was some decline in the number 
who said they might buy. 

For housing plans the survey looked 
as far ahead as 1953. What it saw 
was encouraging. Those who plan 
to buy a new house in 1953 are at 
least as numerous as those who plan 
te buy this year. 

Price Again. The 1952 price prob- 
lem crops up in several ways in the 
survey. For example: six out of ten 
persons interviewed said this was a 
poor time to buy; three out of ten 
said this was a good time to buy. One 
of ten didn’t express an opinion. 

Put another way, this means twice 
as many people think this a poor 
time to buy as think it is a good time. 
And high prices are the chief reason 
given by those who think it is a poor 
time. 

Consumers don’t seem to be say- 
ing this with any idea of waiting a 
few months for an expected turn- 
down in price. Just the opposite. Six 
out of ten say they think prices will 
rise during the year. Three out of 





MAY, 


ten think prices will hold even; that 
leaves only one of ten expecting a 
decline. 

Consumers are cheerful about their 
expected income—for every one who 
expects a decrease, four expect an in- 
crease. But, a third think prices will 
go up more than their incomes. 

In all, the Federal Reserve experts 
conclude that consumers intend to 
be moderate in their purchase of con- 
sumer durables this year, following 
the 1951 pattern at somewhat lower 
levels. Of course, a change in the 
international situation or a series of 
domestic events which made inflation 
look more certain could change con- 
sumers’ minds in a hurry. The Fed- 
eral Reserve is careful not to make 
predictions based on the survey. It 
says only: as of January-February, this 
is what consumers said their inten- 
tions were. 


Fair Trade Fading 


Proponents of a new Fair Trade 
law fell behind their time-table last 
month and some observers thought 
that in doing so they had hurt their 
chances. 

On the other hand, the two prin 
cipal Fair Trade groups had managed 
to agree on a single bill (heretofore 
the American Fair Trade Council had 
been supporting the Keogh bill and 
the National Assn. of Retail Druggists 
had lobbied for the McGuire bill). At 
an early-April meeting, representatives 
of the two groups agreed to sponsor 
the McGuire bill with an amendment 
incorporating a key provision of the 
Keogh bill. 


Behind Schedule. Proponents of 


Assumes NPA Post 





M. C. YERIGAN, service manager for 
General Mills home appliances, has been 
granted a leave of absence to accept a 
position as unit chief of the consumer 
durable goods division for NPA: He will 
be in charge of electric housewares, fans 
and lamps. 
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Admiral announces a 
NEW Radio Line at Sensational Fices| 





Model 5A32 Deluxe Clock-Radio. 
Has all the wanted features! Auto- 
matic on and off, appliance plug-in, 
lavish gold trim. Comes in popular 
ivory. In mahogany, $37.95. 





Admiral’s complete new radio line 
is planned to appeal to every cus- 
tomer with its fresh new styling, 
brilliant performance, and low, low 
prices. It’s planned for sound 
profits, too... with every model a 
real money-maker. You’re in for a 
pleasant surprise when your Ad- 
miral distributor gives you the in- 
side story! Get set with Admiral 
now for fast, profitable selling in the 
wedding-graduation-vacation 
season that lies just ahead! 





Model 5X21 Clock-Radio. Newest 
idea yet! Big Clock, “hidden” radio, 
ideal for desk, mantel or bedside .. . a 
terrific value in ivory or mahogany. 
Ebony, only $29.95. 








Model 6C22 Table Radio. Powerful 
6-tube beauty ‘“‘pulls in’ far-off sta- 
tions with 3-gang tuning, Ferro-Scope 
antenna. In ivory plastic; mahogany 
(shown), $34.95. 


Model 5Z22 Table Radio. Outstand- 
ing style, high-lighted with touches of 
gold. Superb tone, Alnico speaker, 
Aeroscope antenna. Lustrous ivory 
—mahogany (shown), $27.95. 





Model 5$21 Table Radio. Low price 
sensation! Ultra-modern design, Al- 
nico speaker, built-in antenna, amaz- 
ing tone quality! Colors: mahogany, 
ivory —ebony only $19.95. 





nena ae nd, 
ee anaiill 








Model 5Y22 Radio-Phono. Plays 
33%, 45 or 78 rpm—all sizes; super- 
sensitive radio. Mahogany plastic 
cabinet only 9” high! An incompar- 
able value at $69.95. 


Prices slightly higher South ond West. 


ELECTRICAL MERCHANDISING—MAY, 





Admiral 


~*~ * * * * 











































Model 4V18 Portable. AC/DC or 
batteries. Compact, sturdy cabinet 
with gold grille, flexible handle—a 
knockout for style! Same price gray, 
maroon, green—$32.95. 








This smart, permanent merchandiser is 
yours at no cost with your purchase of 
a representative assortment of New 
Admiral radios. Holds more than a 
dozen sets, including radio-phono- 
graph, at ideal height for easy selec- 
tion... accessible from all sides. 
Rugged plywood construction, fin- 
ished with three coats of lacquer. A 
quality store fixture you’ll be proud of! 
ASK YOUR ADMIRAL DISTRIBUTOR TODAY! 
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Cadillac dealers say the way 


these cleqners ‘‘nozzle up” 
dirt makes demonstrations 
really click with homemakers. 
You'll like the way one 
Cadillac sale leads to 
another .. . (1) because 
satisfied users spread the 
good word, and (2) because 
Cadillac national adver- 
tising continually pulls 
presold prospects into 

your store. 

What's more, you'll like 
doing business with the 
maker of this reliable line. 
Let us tell you about our 
liberal discount policy 

and many other 

[Yo] (-Tamel-MZslaliele (te 


2-SPEED CONTROL 
low speed for delicate fabr 
High speed for deep 


thorough cleaning 


G 





CLEMENTS MFG. CO. 


6666 S$. Narragansett Ave. * Chicago 38, Ill. 


new legislation had been hoping to 
get a House vote before the Easter 
recess (April 10-21). This would have 
coincided with the arrival of a flood 
of letters and telegrams. But the Fan 
I'raders ran into a stone wall in tr 
ing to pressure House Speaker Sam 
Rayburn into putting their bills on 
the calendar for early action. Now, 
the pressure of appropriation bills 
threatens the chances of consideration 
for the Fair Trade legislation 

Vhe “Keogh amendment” provides 
Fair Traders with protection against 
competition from sellers in states that 
do not have Fair ‘Trade laws Phe 
amendment makes interstate sclling 
or delivery of Fair ‘Trade merchandis« 
at less than established prices an “act 
of unfair conrpetition.” 

Other News. There were other de 
velopments on the Fair ‘Trade front 
last month. The ‘Toastmaster Prod 
ucts division of McGraw Electric Co. 
filed a 42-page brief in support of the 
new legislation And Sunbeam re 
iterated its intention to continue use 
of its Fair ‘Trade “contract policy”. 

The ‘Toastmaster brief presented 
data indicating that prices of Fair 
l'raded articles have increased 
than those of items not Fair ‘Traded 

Although the government has filed 
im anti-trust suit against the firm’s 
contract policy, Sunbeam will con 
tinue to sell only to distributors and 
dealers signing a Fair Trade contract, 


le Ss 





president B. A. Graham said last 
month. In addition, Graham pointed 
out that the firm would adhere to the 
contract policy even if Congress re 
stored the non-signer clause. Sun 
beam explained that the firm felt 
there “some merit” in the criti 
cism that a non-signer clause allows a 
manufacturer to impose his distribu 
tion method on all retailers. Accord 
ing to Sunbeam, a manufacturer who 
sincerely wants to Fair Trade his 
products should be willing to confine 
the distribution of his merchandise 
solely to wholesalers and retailers will 
ing to enter mto a contract 


Was 


NARDA Control Stand 


Price and wage controls—no, Credit 
controls—maybe. 


That’s what NARDA_ members 
think about the necessity of continu 
ing government controls. Slightly 


over 60 percent of those replying 
said they felt price-wage controls wer 
no longer I'wenty-seven 
percent favored retaining them on a 
stand-by basis 

On credit controls, +5 percent said 
they should be continued and 45 per 
cent said they were no longer neces 
sary.. Ten percent favored keeping 
them on a stand-by basis. 


necessary. 


Reg W: Eased A Little Bit 


But further relaxations—this time on down pay- 
ments and length of contracts—may be authorized by 


Congress in new controls bill 


Last month's minor changes in 
Regulation W don’t mean that the 
lederal Reserve Board has changed 


its mind about the necessity of 
cre dit curbs 

When the Board climinated down 
payments for home improvements 
and then exempted merchandise 
costing less than $100 from the terms 
of Regulation W, it looked as though 
the long-awaited relaxation of credit 
control was underway 

But the FRB says no; the Board is 
as strong as ever for existing restric 
tions on down payments and length 
of contracts. ‘That leaves the possi 
bility of relaxation up to Congress 
where the look better than 
cver. 

Enforcement Trouble. 
Reserve insists it raised the 
tion W exemption (from 
$100) in the interest of operating 
eficicncy. It gave the same 
for climinating the 10 percent down 
payment on home improvements. In 
both said the Board, enforce 
ment was the problem 

Senate Progress. In the meantim¢ 
the Senate Banking and Currency 
committee was debating a credit 
easing drive of its own. Liberaliza 
tion of down payments came within 
a single vote of being adopted just 
before the steel strike threat ended 
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Che Federal 
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hearmgs on the proposed Defense 
Production Act. Senators Moody and 
Capehart headed the liberalization 
drive—Capehart with his eye on re 
ducing the 15 percent down payment 
on household appliances and Moody 
going along in order to get a lower 
down payment on autos. The ques 
tion will be raised again, with a good 


chance that the relaxation will be 
approved. If not, the issue is bound 
to come up again when the bill 


reaches the House and the Senate. 
FRB’s Reasons. The Federal Re 
serve stood firm against taking action 
of its own on the grounds that it 
couldn’t vet tell about the inflation 
threat. It thinks there’s a chance 
that consumers may vet start a run 
on limited supplies of appliances. 
Until it 


can tell—-one wav or an 

other—it wants to keep controls 
where thev are 

Congress, of course, can change 


the rules if it wants to, and the Fed 
cral Reserve will have to accept them 
Or the Board of Governors of the 
Reserve can over-rule its own install 
ment credit experts. Of the two pos 


sibilities, Congress looks like the 
better bet. This means uncertainty 


over credit regulations until Congress 
idopts a new Defense Production 
Act—and that mav possiblv be well 
into the summer 
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. Walin, owner of Walin’s Electric Shop, Marquette, Michigan, knows that 


Westinghouse Light Bulb Promotions pay off in profits. 


Westinghouse 


“RECENT WESTINGHOUSE LIGHT BULB PROMOTION 


Re ir 


et 





BOOSTED MY SALES 50%” 


Dealer Walin of Marquette likes to 
give credit where it’s due. Writes Mr. 
Walin: “I am sure you will be inter- 
ested to know that your most recent 
promotion has been a boon to our 
light-bulb sales. Our constant pro- 
motion with the use of your free 
streamers and displays has given us 
over a 50% increase. Keep up the 
good work.” 

Unusual? No, sir! We have scores 
of similar letters from dealers report- 


ing such gains in light bulb sales. One 
dealer testifies to an incredible 790% 
increase from one promotion alone! 
You, too, can up your bulb profits by 
putting Westinghouse light bulbs in 
your windows and on your racks. It’s 
the promotion-proved brand that sells 
more lamps—and it’s backed by the 
biggest advertising effort yet in Wes- 
tinghouse history. [fyouaren’talready 
handling Westinghouse light bulbs, 
make the switch and see how profit- 


able the light bulb business can really 
be. Lamp Division, Westinghouse 


Electric Corp., Bloomfield, N. J. 





TUNE IN ON HISTORY! 


Only Westinghouse brings you 
complete coverage of four-month 
political campaign over CBS tele- 
vision and radio. 











you can BE SURE...1F ITS 


Westinghouse 
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FOR 


GET IN ON THE GROUND FLOOR! 


New Opportunities 
Distributors... Dealers 











litz 


STOVE COMPANY 


WARM-AIRE 


GAS-OIL-COAL HEATERS 


LOUISVILLE, KY. 















SCOUNts 


The Stiglitz Corporation 
Louisville 3, Kentucky 
Dept. 202 

Please send details of 
your new expansion pro- 
gram. 


NAME OF FIRM 
INDIVIDUAL 
STREET AND NO 


CITY AND STATE 
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Scheduled Meetings 


PUBLIC UTILITY ADVERTISING 
AS 


Natrona! Convention 
Minneapolis, Minn 
May 8-9 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


Pacific Zone Meeting 
Empress Hotel, Vancouver, B. C 
May 13-15 


NATIONAL APPLIANCE SERVICE 
ASSN., INC. 


Annual! Convention 
Bismarck Hotel, Chicago 
May 14-16 


APPLIANCE PARTS JOBBERS 
ASSN., INC. 


Annual Convention 
Detroit-Leland Hotel, Detroit 
Moy 21-24 


1952 PARTS SHOW 


Radio Parts & Electronic Equipment Shows, 
Inc 

Chicago 

May 19-22 


AUDIO FAIR 


Conrad Hilton Hotel, Chicago 
May 23-24 


SACRAMENTO ELECTRICAL 
HOME SHOW 


Memorial Auditorium 
May 23-25 


STEEL KITCHEN CABINET 
MFRS. ASSN. 


Cleveland Hotel, Cleveland 
June 4 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


44th Annual Convention 
Atlantic City, N. J. 
Week of June 9 


CANADIAN RADIO-TV 
MFRS. ASSN. 


Convention 
Bigwin Inn, Lake of Bays, Ont. 
June 13 


SUMMER MARKETS 


Merchandise and Furniture Marts, 
Chicago 
June 16-26 


AMERICAN HOME ECONOMICS 
ASSN. 


Convention 

Hotel Claridge, Atlantic City 

June 24-27 

Home Economics in Business, Pre-con- 
vention 


June 21-23 


NATIONAL APPLIANCE & 
RADIO-TV DEALERS ASSN. 


Mid-year Meeting 
Sherman Hotel, Chicago 
June 22-24 


CANADIAN ELECTRICAL ASSN. 


Convention 
Banff, Alberta 
June 30-July 3 


HOUSEWARES SHOW 
National Housewares & Home Appliance 
Mfrs. Exhibit 

Auditorium, Atlantic City, N. J. 

July 7-13 








1952—ELECTRICAL MERCHANDISING 


















WEBSTER ELECTRIC’S reputation for quality 


makes selling MORE PROFITABLE FOR YOU! 


It's just plain good business sense for you to push Webster 
Electric products . . . and turn Webster Electric's unchallenged 
43-year reputation into a sales-and-profit asset for you! Offer 
your customers these three great lines: TELETALK, the undis 
puted leader in quality intercommunication; the improved 
EKOTAPE Recorder, choice of people who demand the 

utmost simplicity of operation as well as superb tone- 

fidelity; and FEATHERIDE crystal cartridges for 


gree) goed oleh A-1e Me lale mm olalelal-miaeluileyiarehilelire 


Webster Electric's good name plus your own good 
name add up to a tremendous sales-and- 

WEBSTER ELECTRIC ° . ° ' 
profit potential in these three 


kotape rapidly growing markets! 


RECORDER REPRODUCER 


Even your most critical customers will agree that 


the improved Ekotape meets their severest de- 


mands toa “T.”” By any standard—tone quality, 


sturdiness of construction, simple and foolproof WEBSTER gute raic 

operation, styling, modern features—Ekotape i| | t 

wins out in competition. All models are portable Se e a 
® 


e . . . . to & Pal. Office 

for easy handling—priced right for easy selling. " 

There’s a big untapped market 
for Teletalk—pioneer and still 


WEBSTER ELECTRIC leader in the intercommunication 


* field—right in your own front 
Ca eTl #7 Do you have a radio-phono- yard. Offices, stores, factories, 
graph service department? institutions of all kinds need 
If so, Featheride Replace- Teletalk badly—and now! The 
iment Cartridges can make new Teletalk has greater eye ap- 
real profits for you. Just peal; tone quality is “super”’; it 
two models—the AX for is easy to sell and service. 
3-speed changers and record 
players, the WS for 78 RPM 


machines—are all you need 








for practically every replace- 
ment job. No big inventory 
no replacement chart! 


Position 











WEBSTER ™ ELECTRIC 


Reueeect- © WISCONSIN 








(D Teletalk Intercommunication Systems 
() Featheride Replacement Cartridges 


WEBSTER ELECTRIC COMPANY, Dept. EMS, Racine, Wisconsin 
(CD) Ekotape Recorders 


Tell me how I can increase my 1952 sales and profits with— 


Firm nome 
Street address____ 


od us 
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A DRAMATIC PRESENTATION was used to announce the 1951 prize winners. The play, ‘An Earful for 
Mr. Sinclair’ was written by Clara Zillessen. 


SALESMAN AND MODEL: Eureka’s A. C. McCarthy tries 


his vacuum cleaner sales pitch on model. 





EEI Tackles Utilities’ Selling Problems 


Utility men attending the eighteenth annual sales conference in Chicago 
discuss the problems posed by inilation and the present buyer’s market 


Finding answers to selling problems posed by 
inflation and today’s buyer’s market occupied the 
attention of 950 utility men and 200 home 
economists during the Edison Electric Institute’s 
eighteenth annual sales conference in Chicago. 

Setting the keynote for the four day meeting 
(March 31-April 3), Merrill E. Skinner, chairman 
of EEI’s commercial division general committee, 
told the group: “Probably the most serious single 
factor affecting us today is inflation. It affects 
us in a wide varicty of ways. The fact that the 
rise in the cost of the service we supply has been 
slow and far less than most other service and 
commodities has driven business into our lap. 
he cost comparison of using electricity as against 
other means of doing work has been shifting in 
our favor in all markets. But the overall results of 
inflation are bad and the problems it poses are 
deserving of your earnest attention. 

“An important problem for sales management 
developing out of inflation is the rising cost of 
sales operations. Considering salaries, transporta- 
tion and other expenses, it probably costs twice 
as much to maintain an individual salesman in 
the field now as it did before World War II. On 
the other hand, he can’t call on any more cus- 
tomers than could his prewar prototype. How 
can we increase his sales effectiveness to offset 
the increased costs? We can train him better 
and provide him with better tools, but the total 
gain in efficiency from such sources is limited. 
New sales approaches are needed and a review of 
the activities indicates that our EEI committees 
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are keenly aware of this need and have made 
significant contributions toward the solution of 
this problem.” 

Suggestions. No finger was laid on a formula 
that could get business, but there were hints that 
team play by utility, dealer and distributor might 
revive the sales skill that clicked before the war. 

Residential section meetings included speeches 
on a wide variety of subjects. Topics and 
speakers included: “Electric Utility Health Home 
Programs,” by Miss Elizabeth Williams; “As an 
Appliance Dealer Sees Us,” by Al Robertson, a 
retailer from Oklahoma City; “You Can Use It,” 
by Will T. Clark; “Television Today and Tomor- 
row,” by Dr. Allan B. Du Mont; “There’s No 
Business Like Know Business,” by R. J. Miller; 
“Employee Purchase Plans,” by J. M. Stedman; 
“New World Home,” by R. L. Coe; “NEMA 
Promotional Programs,” by T. J. Newcomb; 
“How We Get Volume Sales of Water Heaters,” 
by J. H. K. Shannahan; “Electric League Values 
for Utilities,” by J. S. Bartlett and a presentation 
of lighting for new homes by William Wier and 
Mrs. V. M. Victorsen. 

Home Service. During the home service con- 
ference on the opening day of the Chicago meet- 
ings, Miss Willie Mae Rogers of Admiral and 
Mrs. Vivian Overand of Westinghouse discussed 
“How to Train Salespeople.” Other subjects 
covered during the home service meetings were 
“School Programs,” “Evaluating Home Service 
TV Programs” and “New Light on Your Favorite 
Subject,” Harry Restofski vice-president of West 
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Penn Power talked on “Home Service and the 
Health Home.” 

During the home service breakfast on Tuesday 
morning, F. A. Compton, vice-president and 
general sales manager of Detroit Edison, discussed 
“New Horizons for Home Service.” 

Speakers at the general sessions of the confer- 
ence included Jacob Baker of the Econometric 
Institute, W. H. Sammis, president of Ohio Edi- 
son, Keen Johnson, vice-president of Reynolds 
Metals Co., William A. Lyons, vice-president of 
the New York State Electric & Gas Coprp., 
Dwayne Orton of IBM, F. B. Hout of the 
National Assn. of Domestic & Farm Pump Mfrs., 
Dr. Howard Rusk, H. Thomas Hallowell, Jr., 
president of the Standard Pressed Steel Co., and 
Walter H. Johnson Jr., secretary of American Air- 
lines. Speakers at the general luncheon session 
were George M. Gadsby, EEI president, and 
Cal D. Johnson, president of Midwest Sales and 
Service Corp. 

During his speech, Baker predicted appliance 
production would decline during the next few 
years. He said this falling off would be due to a 
general decrease in capital goods production. 
Specifically, he said he felt refrigerator production 
would drop from an estimated 3.3 million units 
this year to 2.96 million in 1953 and that washer 
output would fall from 3.1 to 2.8 million in the 
same period. Although the production of newer 
appliances is likely to rise, Baker said, it will not 
completely offset the fall in production of items 
like washers and refrigerators. 
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WESTERN PARTICIPANTS in the Chicago conference 
included W. A. Huckins, left, of Utah Power and Light, 
and H. C. Rice, Southern California Edison Co. 


UTILITY MEN Fred Kimbell of Kansas Gas & Electric SOUTHERN VISITOR S. L. Drumm of New 
and Will T. Clark of the Cleveland Electric Illuminating Orleans Public Service takes his turn at the 
Co. visit between sessions of the EEl’s sales conference. conference microphone. 








TWELVE DOLLARS worth of roast beef are used by 
Westinghouse’s Ralph Sorenson in demonstrating a 
roaster for EE! audience. 


RESIDENTIAL SECTION chairman E. O. George, left, of MINNEAPOLIS’ Carl T. Bremicher, vice- 
Detroit Edison, greets C. H. Reiter, Jr., of Potomac Elec- president of Northern States Power, testifies 
to the efficiency of a sales training program 


tric Power as the conference gets under way 








MANUFACTURER AND UTILITY get together. At left AMONG WEST COAST utility men represented ANOTHER WESTINGHOUSE-UTILITY exchange finds 
is Westinghouse’s T. J. Newcomb. With him is O. P. B at Chicago was O. R. Doerr, vice-president Bob Oliver, right, visiting with J. M. Stedman of Penn- 
Johnson of Indiana and Michigan Electric Co of Pacific Gas & Electric sylvania Power & Light 
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EEl Draws the Women Too 


HOME ECONOMISTS from industry and utilities swelled 
EEI attendance. Here Helen Kirtland of Hotpoint, left 
with Mrs. Julie Kiene of Westinghouse 


visit 


ARVIN’s new home economist, Rhea Shields, visits with 
Loreen Jacobson, right, of Wisconsin Power & Light 


FRIGIDAIRE LAUGH: home economist Verna Miller 
laughs at a joke by Frigidaire Chicago branch manager 


Johnny Walker 


PAGE 172 


SHOWING OFF her unique “roaster hat’ 


Selma Andrews 


CAUGHT in a pensive mood is Adelaide Fel- 


Philco home economist and newly 


elected EWRT president 


» \e 
fa 


is 
NESCO home economist 


VISITING with EEI’s Jim Coatsworth is Edwina 
Nolan Daily, wife of Lewyt’s Walter Daily and 
herself a well known home economist. 


_ 


READY FOR LUNCHEON ore Margaret Aubrey, right, of 
Crosley and Paul Berner of the Tide Home Laundering 


Bureau 


RELAXING AFTER LUNCHEON are Karen Fladoes, left, 
of Nash-Kelvinator, and Helen Tangen of Hamilton Mfg. 


McCALL’S AWARD WINNER Marguerite Surles, right, 
of Carolina Power & Light Co., poses with Elizabeth 


Sweeney Herbert of McCall's 
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NATIONAL ADS—Every month, thousands of pros- “FATHER’S DAY” PROMOTION KIT—We’'re pre- 


pects read the Trans-Oceanic story in nationally- 
circulated magazines. These profit-building ads 
create ready-to-buy customers right in your own 
neighborhood. Plan to cash in on these pre-sold 
buyers. Make your store neighborhood head- 
quarters for Super Trans-Oceanic! 


paring a special kit to help spark your Trans- 
Oceanic sales for Father’s Day. Snappy, new 
display takes no counter space—attaches to radio’s 
Waverod Antenna. Colorful window streamer and 
giant post-cards for general mailings complete 
this “mighty mite” package. 


SPACE-SAVING DISPLAYS—Here are two of the 
hardest working displays in the radio business. 
Attached to the Waverod Antenna, they occupy 
no counter space. Boating Display is designed to 
attract yachting enthusiasts. Universal Appeal dis- 
play quickly tells the story of Trans-Oceanic’s 
power and wide coverage. 


HARD-HITTING RETAIL ADS—There are no 
punches pulled in the ad mats Zenith prepares for 
you. You’ve got a smash Trans-Oceanic story to 
tell—and these ads get it across. They’re eye- 
catching and designed to capture the page with 
a maximum of impact and a minimum of space. 


ise, OSES. WR 


DIRECT MAIL CAMPAIGN—Your distributor is 
planning to reach the cream of the man’s market 
via direct mail. He’s going to offer men in the 
$10,000 a year bracket a 10-day home trial of the 
Trans-Oceanic—and he'll pass hot leads on to you 
to follow up. These are practically “cinch” sales 
—ready-made for you. 


ZENITH RADIO CORPORATION = Chicago 39, Illinois| 
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In Chicago, it takes 2— 
to round up big figures 


BECAUSE .. . Chicago has outgrown the 


power of any single daily newspaper to 


reach even half of your city and sub- 
urban prospects.* 
Today it takes two daily newspapers 


to reach a majority of the market—and 


ee rece cen et rennin 


for MOST net unduplicated coverage, one 
of your two MusT be The Chicago SuN- 
TIMES! 


* See your copy of the independent Publication 
Research Service study, “Chicago Daily News- 
paper Coverage and Duplication, 1951,” or 
write us for details. 





CHICAGO 


“= SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


Total Circulation, 586,970 Average Net Paid Daily (ABC Publisher's Statement for 6 mos. ending 9/30/51) 
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Gavels for the Presidents 





WHEN Richard J. Simmons, vice-president of the Birtman Electric Co., recently 
proposed that the Vacuum Cleaner Mfrs. Assn. present gavels to its former presi- 
dents he specifically excluded himself, although he had held that office for 11 
years. But the VCMA membership disregarded Simmons’ advice and honored him 
along with the other former officials. Shown here lined up to receive their gavels 
from secretary-treasurer C. G. Frantz (extreme right) are, reading from right to 
left, Simmons, Walter Dietz of Electrolux, the current president, Joseph Nuffer of 
Air-Way, George H. Scott of Scott & Fetzer and Lee Moss, standing in for Bret C. 


Neece of Landers, Frary & Clark. 





EWRT: Why Farmers Buy 


Appliances save more than money, Electrical 
Women’s Round Table hears; freezer, vacuum cleaner 
and washer problems also discussed 


Farm women in all sections of the 
country rate convenience, time and 
energy saved by electrical appliances 
as far more important than the money 
they save, it was revealed at the Elec- 
trical Women’s Round Table Work- 
shop for March in the General Elec- 
tric Auditorium in New York, N. Y. 

Louisan Mamer, home electrifica- 
tion specialist, REA Div. of U.S. 
Dept. of Agriculture, in her talk en- 
titled, “Electricity Pays Its Way In 
The Rural Home” reported a number 
of surveys made by various farm ex- 
perimental stations throughout the 
country, and in practically every sur- 
vey, Mrs. Mamer reports that comfort 
and energy saved headed the lists of 
benefits farm women said they derived 
from use of electrical equipment. 

Home electrification in rural areas, 
according to Mrs. Mamer, has had 
far-reaching results in family life on 
the farm. It has affected home man- 
agement by influencing management 
practices, living patterns, work pat- 
terns and purchasing practices. It 
often improves income by permitting 
women to work outside the home. It 
tends to encourage young farm women 
to stay in rural areas and marry farm 
men. Electricity substitutes for a lot 
of hired labor and keeps the workers 
who stay on the farm better satisfied 
through better living conditions. Im- 
provement of housing has also accom- 
panied rural electrification. 

In “How the Freezer Pays Its Way” 
Nancy K. Masterman, consultant, 
Crosley Div., Avco Mfg. Corp. pointed 
out that making the freezer pay for 
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itself is secondary to other benefits a 
family derives from owning a freezer 
“More important, freezer ownership 
raises the level of living,” Mrs. Master- 
man stated. “It saves time formerly 
spent in marketing; and it is an invest- 
ment in better nutrition,” the Crosley 
consultant added. 

Other speakers on the program in- 
cluded Madge Dilts, who reported on 
the 1951 Vacuum Cleaner Confer- 
ence, and George H. Klumb, director, 
Culligan Soft Water Institute, who 
reported on the myriad of impurities 
contained in natural water and the 
problems they present, especially in 
conjunction with automatic clothes 
washers and dishwashers. 


Promote Water System 


A new cooperative promotional pro- 
gram designed to produce a vast ex- 
pansion in the market for farm pumps 
and water systems was revealed at the 
Edison Electric Institute sales confer- 
ence in Chicago last month. 

Sponsor of the new program is the 
Electric Water Systems Council, 
which consists of representatives of 
EEI and the National Assn. of Domes- 
tic and Farm Pump Mfrs. The coop- 
erative effort will embrace power sup- 
pliers, manufacturers, distributors, 
dealers, county agents and representa- 
tives of state colleges and the Dept. 
of Agriculture. A speaker’s bureau has 
been set up to bring the new “Four- 
for-One” formula to the attention of 
all power companies and REA mem- 
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G.E's New Sleep-Guard Automatic Blanket 
wins highest Home Safety Award! 


Picked from hundreds 
of housewares products 


Judged TOPS in Safety! 


“NNENICENE SLOVO, SPAN Ele CANN AACR | ERE’S BIG NEWS! General Electric has won the 
PRESER ‘ H GRAND PRIZE in the National Home Safety Compe- 
tition for 1951 sponsored by Lewis & Conger, famous New 
DUSING Ti York specialty store and foremost promoter of safety in 
‘Pett, SOs ee Or ee ¢ the American home! 
TREELO)NENELOD AO ROrr te AN 


FORT STN 


The award was given to G. E. for having developed and 
introduced its new Automatic Electric Blanket featuring 
the famous ‘‘Sleep-Guard’”’! An impartial panel of well- 
known safety experts made the selection from hundreds of 
products submitted by housewares manufacturers. 


IGANWSIOME 


ss : 
semana Ay This is that extra punch you've been looking for . . . that 
strong selling point that will give your electric blanket 
sales a big boost. Tell your customers about this Safety 


Award every time you feature the G-E Automatic Blanket. 


Promote it in your displays... and in your own ads. And 
tie in with the nationwide publicity campaign behind it! 


General Electric Company, Small Appliance Division, 
Bridgeport 2, Connecticut. 


SEE YOUR G-E DISTRIBUTOR TODAY! 


GaN New G-E Automatic Blanket 


Shego-Guard 


with amazing “SLEEP-GUARD” 


New, Exclusive G-E “Sleep-Guard”—adjusts for normal 
changes in room temperature . . . eliminates lumpy thermo- 
stats . .. provides protection against overheating through- 
out entire blanket. Only G. E. has “‘Sleep-Guard.”’ ’ 


G-E Bedside Control—serves two purposes: indicates when 
blanket is turned on . . . makes it possible to dial degree of 
warmth desired. A luxurious extra convenience! 


G-E High-Style Decorator Colors—four beautiful shades . . . 
Ash Rose, Camelia Red, Bluebonnet, Glade Green. Rich 
binding complements blanket colors. 


Luxurious Fabric—a blend of wool, rayon and cotton that 
gives sunny warmth without weight. Beautiful, soft and 
long-wearing. Saves storage costs, laundry costs. Guaran- 
teed washable. 


= ‘ie leas re 


More than 1,000,000 users 
have found sleeping comfort 
with G-E Automatic Blankets 
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HOME OWNERS’ CATALOGS B® @ Kon L. Cook has been named as- 
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Emerson lelension 
NEW "700" SERIES...GREATEST VALUES 
IN 30 YEARS OF GREAT VALUES! 


Emerson and ONLY Emerson could offer these 
amazing Television values at Low — Low Emerson 
Prices! Designed to move merchandise for you 
NOW! Featurethis sensational new “700” series for 
Greater Value, Quicker Turnover and Bigger Prof- 
its. Now, more than ever, Emerson means Business. 


Mahogany wood veneer cabinet 
Super-powered Long-Distance circuit specially engineered for 
fringe area or city center. Fringe Compensator adjusts for 
best reception in your own home. Built-in antenna. Remov- 
able bezel to clean picture tube. Mahogany veneer cabinet. 


¢ 
7 CONSOLE 


MODEL 714 


‘229 


Super - powered Long 


Distance circuit. | ’ INCH $ 95 
Fringe Compensator mi } MODEL 709 
adjusts for best a ie ; 

tion under all condi- a? | hoga abinet 
tions. Built-in antenna. y/ a ay ae bag § : 
Removable treat benel Super-powered Long Distance cir- 
for cleaning picture : cuit specially engineered for fringe 
tube and glass. Mahog- l me a and high-signal areas. Fringe Com- 
any wood veneer i pensator adjusts for peak perform- 
éalsines. ; 5 ance in any location. Built-in 

antenna. 


ee ——— 
oO mee 


Call, Wire or Write Your Emerson Distributor Today for the Hottest Selling Proposition In The Industry 


Prices plus federal excise tax and warranty—prices slightly higher in south and west. 


EMERSON RADIO AND PHONOGRAPH CORPORATION © NEW YORK 11,N. Y. 
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LOOKING FOR A TiME-TesteD PRODUCT 
WITH THE FEATURES THAT SELL? 
rumcup Strainer << a7 eluxe Faucet with Spray 
Po te eaten al S Acid cee 
Cupboard with Full Shelf Or ite i r Oa Porcelain Top 
Utility Basket On Door 
















Cutlery Drawer 
+ Dupont Dulux Finish 
Bonderized 


All Heavy Gauge Steel j 
LOOKING FOR A PROVEN SALES PLAN ) 


—, 
Extra Storage Space 
in Center 








Two Deep Bulk 
Storage Drawers 






























LOOKING FOR WHOLESALE-RETAIL MARGINS) 
WITH Top-poLAR PROFITS? 








\___IF YOU ARE... 


ALLEY PEOPLE 


PROFITABLE __, 
foCITCHEN SALES! 


for 
MOTION PLAN 


PALLEY 

MANUFACTURING CO. 

1101-1107 WEST NORTH AVE. 
PITTSBURGH 33, PA. 





STEE | 


EXCLUSIVE PALLEY pRO 


te or phone now 
Fit PRO 














Allegheny 1-1600 









Fight Back Door Selling 


Montana dealer group suggests that members 
deduct profits lost on direct sales from their monthly 


bills from distributors 


A vigorous campaign against “‘back 
door” selling has been launched by the 
Billings (Mont.) Appliance & Radio 
Dealers Assn. which has suggested 
that its members deduct profits lost 
on such sales from their monthly 
bills. ; 

In a letter sent to all appliance dis- 
tributors in the area, the dealer asso- 
ciation asked distributors “to make 
their choice”: either enforce sales 
policies and eliminate direct sales or 
have dealers deduct profits “on fran- 
chised pieces of equipment (that have) 
been sold direct” from their bills. “We 
are at this time filing such intentions 
with all wholesale outlets, with our 
local credit bureau, with Dunn and 
Bradstreet, with the Billings Commer- 
cial Club, and with the National Ap- 
pliance & Radio Dealers Assn. and 
ELeEcTRICAL MERCHANDISING,” the 
letter continued. 

The Reasons. In a letter explaining 
the group’s decision, Harry V. Corning, 
chairman of the association’s “vigi- 
lante” committee, told E Lecrrica. 
MERCHANDISING that “We think that 
ill we need is a factory and distributor 
policy that affords some measure of 
protection.” 

“Billings is a town of some 36,000 
people,” Corning said, “and about 35 
percent of the population is engaged 
in some form of wholesale business 
as Billings is in the center of a large 
farm area. About 15 percent of our 
population is in the oil business and 
the balance are farm people or very 
close friends of the 35 percent who 
are in the wholesale business. So some 
30 dealers are competing for the re 














mainder of the business after the 
wholesale customers have all been 
taken care of. 

“This last month I lost one sale. It 
was an employee of a pipeline com- 
pany. He brought an electric range 
through the purchasing agent of the 
local refinery of another company. So 
there is no end to the line.” 

Membership in a fraternity, coun- 
try club or church group is often 
enough to earn a member the right 
to buy products direct from a whole- 
saler who is a fellow member of the 
group, Corning claimed. 

“Someone, somewhere has got to 
take a stand,” wrote Corning. “He 
must decide who he wants to repre- 
sent him and his merchandise and 
clean this thing up.” 

As an alternative to its profit- 
deduction move, the Billings dealer 
group suggested that “distributors or- 
ganize to do their own police work. 
It is for the good of the industry.” 


City by City 


RMEL. The three-day spring con- 
ference of the Rocky Mountain Elec- 
trical League, held in Denver late in 
April, featured a series of general ses- 
sions and committee meetings stress- 
ing current industry problems as well 
as dealer problems. W. S. Law of the 
McCollum-Law Corp., Denver, pre- 
sided over a joint meeting of the sales 


and promotion, television and ade- 
quate wiring committees. Speakers 


were K. G. Clark of the San Francisco 








x 


TAKING OVER the presidency of the Electric League of Los Angeles is E. E. Young 
(left), who is receiving the gavel from Jack L. Hargrove, former president. Other 


officers are: Al Averoff, executive vice-president; 


Bob Williams, treasurer. 
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Ken Johnson, secretary, and 
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there’s more to 
meet the eye at 


THE MART 


2451 LINES UNDER ONE ROOF 


209 lines of furniture and bedding e 

bs: 948 china, glass, pottery and gift lines @ 
< y 476 lines of housewares, appliances, radios and televisions @ 
174 lines of curtains, draperies and fabrics @ 

134 lines of floor coverings e 

125 lines of toys, games and wheel goods e 

224 lamps, shades and lighting fixture lines @ 

% 161 linens, beddings and domestic lines @ 


52-WEEK MARKET CENTER 

EXCELLENT PARKING AND TRANSPORTATION FACILITIES 

ELEVEN AIR-CONDITIONED MODERNIZED RESTAURANTS 

30 EXPRESS ELEVATORS EVERY MINUTE 

PACE-SETTING HOME FURNISHINGS EXHIBITIONS AND ROOM SETTINGS 


The Merchandise Mart 


SHOW-PLACE OF AMERICA'S BEST-KNOWN BRANDS 
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Get real... 
here they come, 


Limi 


S 


cy 


ie they come! The millions of Americans 
| who'll soon be on their annual hunt for relief 


from Summer’s heat. 


You can have geod news for them in 752. Six 
of the best-made, best-priced fans in the 
world—backed, this year, by FASCO’s sale- 


clinching 5- YEAR GUARANTEE. 











Write for FREE Displays Featuring Fasco’s 5- Year Guarantee 


GOT ALL SIX IN STOCK? 


Ke 
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Model 101 
10-inch oscillator, | speed 


paw. 








Model 127 
inch oscillator, 3 speeds 


Model 55 
12-inch floor fan, 3 speeds 
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Model 163 
16-inch oscillator, 3 speeds 





Mode! 40 
10-inch floor fan, 2 speeds Model 165 16-inch 
pedestal oscillator, 


3 speeds 





















201 AUGUSTA STREET, ROCHESTER 2, NEW YORK 

















office of the Federal Communication 
Commission; Gene O'Fallon, Radio 
Station KFEL, Denver; George 
McCormack, chief building inspector 
of the city and county of Denver, 
and A. W. Bernsohn, managing direc 
tor of the National Appliance and 
Radio-TV Dealers Assn., Chicago. 


Indianapolis. Albert L. Maillard, who 
has been president of the Electric 
League of Indianapolis for six years, 
has been re-elected to the office. Other 
officers for 1952 are: C. H. Domhoff, 
vice-president; Harry Rasmussen, 
secretary; Don Massa, assistant secre 
tary; O. T. Fitzwater, treasurer, and 
Henrv Damm, assistant treasurer. 


IEEL. At a recent session in Spokane, 
Wash., the newly formed Inland Em- 
pire Electrical League set up several 
‘functional’ sections to cover the 
different fields of appliances, supply 
and apparatus, and _radio-television. 
Heading the appliance section is Rus- 
sell Williams, with O. F. Allen as 
vice-chairman. Carl Hoffman is chair- 
man of the supply and apparatus sec- 
tion, assisted by Henry Vincent as 
vice-chairman. Head of the radio-tele- 
vision section is Leonard Albert, with 
A. E. Brown vice-chairman. 


Cleveland. The Electrical League of 
Cleveland recently sponsored a $5,000 
range contest to celebrate the sale of 
the 100,000th electric range in Cleve- 
land and northeastern Ohio. Prizes for 
completing in 50 words or less the sen 
“T want an electric range be- 
cause...” were 15 electric ranges made 
by 13 different firms. 


tence, 


Memphis. Rackets and fact-distorting 
advertising, one of the appliance and 
television industry’s biggest plagues, 
can be beaten, said Mort Farr, presi- 
dent of the National Appliance and 
Radio-TV Dealers Assn., in a speech 
before the Memphis Appliance Deal- 
ers Assn. recently. The remedy lies in 
hard hitting, intensive, clean selling, 
he insisted, adding that “the store 
that’s out selling won’t be outsold.” 


Valet Service for EEl Guests 


UTILITY HOME ECONOMISTS attending the annual EE! sales conference in 





Philadelphia. The electric housewares 
division of the Electrical Assn. 
has Jaunched a three-month campaign 
to sell housewares through 1,000 deal- 
ers in the area. Charles M. Betts, head 
of the electric housewares group of 
the association, directed the organ- 
izational work, and John A. Morri- 
son was in overall charge. 


New Orleans. Six persons received cer- 
tificates for 50 years’ service in the 
electrical industry by the Electrical 
Assn. of New Orleans, Inc., at its 
annual banquet. Walter J. Barnes, 
association president, made the awards 
to P. J. Fallon, A. C. Huggett, John 
L. Pulster, Fred Sintes, Sr., Ferdi B 
Stern and Lawrence F. Villermin. 


Charlotte, N. C. Dealer indifference 
to the threat presented by price cut- 
ting can undermine the structure of 
the appliance industry, Harry B. Price, 
Jr., vice-president of the National 
Appliance and Radio-T'V_ Dealers 
Assn., told the Charlotte, N. C., Mer- 


chants Assn. at a recent meeting. 


San Francisco. W. J. Lee of Sherman 
Clay & Co., San Francisco, has been 
re-elected president of the Northern 
California Electrical Bureau. Other 
officers re-elected were: C. R. 
Mathews, vice-president; C. R. Doerr, 
secretary, and Frank Runyon, treas- 
urer. John S. C. Ross was named chair- 
man of the executive committee, and 
LeRoy H. Bennett manager of the 
bureau. The bureau is running a $50,- 
000 promotion throughout northern 
and central California for the month 
of May, which is designated as “Elec- 
trical Living Month”. The promotion 
features the offer of a free gift of a $1 
book, “Better Meals at Lower Cost,” 
to persons visiting retailers’ stores. 


Pittsburgh. B. D. Levaur, vice-presi- 
dent of the Pittsburgh Reflector Co., 
is the new president of the Electric 
League of Western Pennsylvania. 
George W. Provost, Jr., R. G. Frame 
and A. J. Vecchiola are new directors, 
and Harry H. Johns, Jr., is manager. 


Chicago last month inspect a dress pressed for them by National Pressure Cooker’s 
special valet service. Guests at the convention were given tickets to have their 
clothes pressed by hotel valets using Presto steam irons. At left is Miss Evelyn 
Hansen of Utah Power & Light and at right is Mrs. Mariquita Dygert of Detroit 
Edison. With them is Dorothy Bergman of National Pressure Cooker. 
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McCall’s sells with Ideas 





May Idea: Table-setting contests dramatize 


the use of dishwashers and automatic laundries 





Right now six great public utilities* and McCall’s are launching with an entirely fresh approach. Only a woman’s magazine, 
table-setting contests to sell dishwashers and home laundry completely devoted to a woman’s interests and enjoying her 
equipment. These contests are sparked by McCall’s editorials confidence, can do this kind of selling job. Only McCall’s does it 
. .. backed to the hilt by local appliance retailers. so well! Write Appliance Marketing Department for full details. 


May McCall’s, with an article on dishwashers and laundries 
plus four pages of beautiful table settings in full color, shows *Cincinnati Gas & Electric Co., Cincinnati, Ohio 
Florida Power & Light Co., Miami, Florida 


F : : ‘ Kentucky Utilities, Lexington, Ky. 
it easy for them to entertain graciously and frequently. Pecific Ges & Blectsic Ge., Sen Francisco. Calif 


more than 4,150,000 homemakers how modern appliances make 


Rochester Gas & Electric Co., Rochester, N. Y. 


This promotion uses a woman’s love of gracious living to 
I : ‘ gre 8 Union Electric Co., St. Louis, Mo. 


dramatize dishwashers and appliances . . . opens up the market 


| Ty 25 (ens 
the greatest name in appliance selling |. 
\ tare Be 


- 


230 PARK AVENUE, NEW YORK 17, N. Y. 
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You profit TWICE when you 
hitch this Automatic Control 
to every space heater sale 


Your customers won't be without 



























































: . 

| Automatic Control...once you show them! 

; 
Here’s the way to pocket an extra profit on the sale of every 
oil burning space heater. Your customers want the comfort and 
convenience of thermostatically controlled heat. They want its 

: fuel-saving economy. They can have these benefits inexpensively 








if you'll sell this compact accessory with every heater. 














The A-P Comfort Control is designed especially for use on 








any space heater on the list below. It’s easily installed, and as 








inexpensive as a subscription to your customer’s favorite news- 
-and you'll sell it. 





paper. Show it, demonstrate it 


Easy to install 


Anyone can install the A-P Com- 
fort Control. Takes only a few 
minutes. No complex wiring. Kit 
furnished complete. Choice of 
electric or mechanical type for 
popular makes of oil-fired space 





































































































heaters. 
WHAT BRAND DO YOU SELL? 

ALLEN'S ENTERPRISE (Conoda) INTERNATIONAL PERFECTION 
BARNES ESTATE HEATROLA JUNGERS PREWAY 
BENNER-NAWMAN EVANS. KEMAC (Conada) QUAKER 
BEYER EVEN-TEMP KLEER-KLEEN QUAKER (Canada) 
COLE HOT BLAST FAWCETT TORRID- LACO SAFEWAY 
COLEMAN OIL (Canada) LONERGAN SCOTSMAN 

| COLEMAN (Conoda) FESS (Canada) MAGIC CHEF SIEGLER 
CREST (Canada) FINDLAY (Conoda) MARCHAND (Canada) SILENT FLAME 
CREST-AIRE (Canada) FLOOR-O-LATOR MONARCH SUPERFLAME 
CUSTOM AIRE FLORENC MONARCH (Concda) THARRINGTON 
DOMESTIC GILLEN MONOGRAM THERMO-PRODUCTS 
DRACO FIREBALL iH. C.. LITTLE NESCO TORRIDAIRE 
DUO-THERM HERCO HEAT FLO  =NORGE HEAT VIKIMATIC 
ENTERPRISE (Canada) ORAN WASHINGTON 

FRUGAL 














A-P CONTROLS CORPORATION 


| (formerly Automatic Products Company) 
| 9400 N. 32nd Street « Milwaukee 45, Wis. ¢ In Canada: A-P Controls Corp. Ltd., Cooksville, Ont. 
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CONVENTIONS 





Revco Shows Line 


Over 100 distributors and sales rep- 
resentatives assembled in Toledo in 
early March for a convention spon- 
sored by Revco, Inc., manufacturers of 
“Chill Chest” freezers. 

Highlight of the meeting was the 
introduction of a new 15 cubic foot 
model unit to retail at $379.95. 

Distributors attending the conven- 
tion assembled in Toledo’s Perry 


RECIPIENTS OF the first annual ‘Chill Chest’’ merchandising award sponsored by 
Revco, Inc., were Lem Branson, left, general sales manager, and T. F. Rhoy, 
center, president of the California Distributing Co. 
Revco’s March sales convention in Toledo is Gregg F. Forsthoefel, Revco president. 


Presenting the award during 





Hotel, but meetings were also held in 
the company’s Deerfield, Mich., plant. 
Among the speakers were J. Harold 
Overmyer, vice-president in charge of 
sales, J. R. Jenkins, John A. Fiocca, 
Ken O. Schultz, John W. Rietzke, ad- 
vertisting and sales promotion manager 
for the firm, and Revco president 
Gregg F. Forsthoefel. Of particular 
interest was an explanation of food- 
freezer plans by T. F. Rhoy, president 
of California Distributing Co. 





New Models Via TV 


A coast-to-coast closed circuit tele- 
cast was employed by Philco Corp. 
last month in telling its dealers about 
its merchandising, promotion and ad- 


| vertising plans for the coming season. 


Presented from the stage of NBC’s 
Center Theatre in New York, the 
hour-long show also included pick-ups 
from other New York studios, Wash- 
ington and Chicago. 

Merchandising plans centered 
around Philco’s sponsorship of NBC 
coverage at the political conventions 
this summer. Among the highlights 
of the telecast was the introduction 
of five new “campaigner” television 
models. 

During the show a number of the 
NBC commentators who will cover 
the conventions were introduced to 


| the dealer audience and previews of 


Washington and Chicago coverage 


| were presented by NBC outlets in 
those cities. 





Big Year for Tracy 


The largest advertising and reese 
tional program in the firm’s history 
was outlined at a sales conference held 
by the Tracy Mfg. Co., division of 
Edgewater Steel Corp., in Pittsburgh 
in March. 

Indications of the firm’s growth 
were obvious during the meetings: the 
field sales force had been increased 50 


| percent since the last conference; 
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management described new products 
and expanded production facilities; 
and the conference itself was the larg- 
est ever held by the company. 

Ben T. Roe, vice-president in charge 
of sales, told the conferences that 
Tracy considered 1952 a “hard selling 
year” but added that the company 
was prepared to meet such conditions 
“with the most attractive merchandis- 
ing offers we have ever made and the 
hardest hitting sales programs we have 
ever developed.” 

Frederic Kammann of Kammann- 
Mahan, Inc., Tracy ad agency, out- 
lined advertising and promotion pro- 
grams for the conferees. 


Dollars with Dexter 


A “Dollars with Dexter” contest for 
distributor salesmen got off to an im- 
pressive start last month when resi- 
dents of Fairfield, Iowa, turned out to 
welcome Dexter distributors and field 
personnel to a meeting announcing 
the opening of the contest. 

Dexter washers have been manufac- 
tured in the small Iowa town since 
1894 and a large number of residents, 
together with the high school band, 
were on hand early last month when 
distributors assembled in Fairfield to 
learn details of the new sales contest. 
The meeting also marked the opening 
of a cross-country tour by Dexter 
which covered meetings in Tennessee, 
North Carolina, New York, Louisiana, 
California and Oregon. 
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takes performance 
- aiivact attenti,, 


DW-WHITEHEAD 





that’s what sells 1 
yo 
AUTOMATIC GAS AND ELECTRIC WATER HEATERS 


Just as top stars continue to attract audiences— 
so DWW Automatic Gas and Electric Water Heaters 


7 ; 3 keep consumers coming wherever they are sold. 
| That's because these dependable performers offer 
nt. ' J " , Z Nationally Advertised 
old , the luxury of quality service while answering the need 
of : for practical savings. It’s this much desired combination— 
a the result of D. W. WHITEHEAD craftsmanship and 
ad- ; 
ger know-how—that turns customers into fans and 


ent sales into recommendations year after year. 


here’s why consumers choose 


dealers recommend and 
architects specify 





ot AUTOMATIC GAS AND 
1€S;, 
a1g- : ELECTRIC WATER HEATERS 
All DWW Automatic Electric Water Heaters 
ge feature: Plenty of clear hot water * Econ- 
} omy * Trouble-free performance * Chroma- 
hat “me ; : : ; 
. ox immersion heating unit * Easily 
ing removable porthole cover * Cathodic pro- 
any tection by magnesium rod * Heavy legs for 
ons sturdy support * Inlet and drain located to 
dis- offer greatest installation convenience * Heat 
tl trap to prevent back circulation in piping 
1€ * Double extra-heavy galvanized steel tank 
jave * Underwriters’ approved heavy wiring * 
Precision engineering * Upright models to 
nn- conserve floor space, tabletop for extra 


work space * Advanced design * Gleaming 
enameled casing * Adjustable thermostats 
pro- * Extra-thick Fiberglas insulation. 

D. W. WHITEHEAD also features 
an exclusive baffle at cold water 
inlet. This prevents mixing of hot 
water with incoming cold, insur- 


out- 


for ing consistently even water tem- 
im- perature and greater economy of 
resi- operation. 
t to All DWW Automatic Gas Water Heoters 
ield offer: Efficient economical operation * Heavy 
“ing Fiberglas insulation to prevent heat loss 

& * Adjustable thermostat, easily set for any 

temperature * Advanced design with latest 

ifac- scientific improvements * Gleaming enamel 
ince casing with smart, modern lines * Precision 
nts engineered * Robertshaw control * Auto- 
d. matic safety pilot that automatically shuts 
ind, off gas if light goes out * Liberal 10-year 
hen guarantee. Non-clogging burners * Dust- 
1 to free base for trouble-free performance ELECTRIC 
test. 
ning 
xter 
io D. W. WHITEHEAD MANUFACTURING CORP., 


599 West Ingham Ave., Trenton 8, N. J. 
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Prices: More Up Than Down 
The logical answer to slumping sales would be 


price cuts; but manufacturers find that rising costs 
may force them to raise prices instead 


The men who determine appliance 
prices found themselves on the horns 
of a dilemma last month 

With sales still slogging along at an 
extremely slow pace, the natural in- 

lination was to avoid price rises—and 
if possible, to introduce price reduc- 
tions. But manufacturing costs were 
in many cases forcing manufacturers to 
raise their prices instead. 

(TV prices were another story, how- 
ever. See page 158 for details.) 

The higher prices were not yet 
widespread but there were several scat- 
tered examples of firms being forced to 
raise their price levels and there was 
the opinion of a top trade executive 
(G-E’s Clarence Linder) that the 
industry “is not realizing an adequate 
return on investment.” 

Early last month C. T. Lawson, 
vice-president in charge of Kelvinator 
sales, announced price hikes on cer- 
tain models in the 1952 Kelvinator 
and Leonard range and refrigerator 
lines. They average about two per- 
cent on ranges and less than four 
percent on refrigerators. The increases 
were approved by OPS under the 


Capehart amendment but do not 
over tooling or other added costs of 
improvements in 1952 models, Law- 
son said. “Cost increases leave no 
ilternative but a reflection in prices,” 
he said The cost trend remains up, 


ind there is no indication that it can 
ye turned downward in the near 


Late in March Westinghouse re- 
vealed that it had raised the prices of 
most of its housewares (excluding 
sheets, blankets and fans which re- 
mained at their old levels and two 
heating pads, which were reduced). 

Addressing a supplier’s conference 
in March, G-E’s Linder said that in 
his opinion “the major appliance in- 
dustry as a whole has been short- 
sighted in its pricing policy during the 
post-war period. It appears that full 
cognizance was n@t given to rising 
costs of labor and materials and the in- 
creased corporate taxes. 


Universal Merger 


Stockholders of Artkraft Mfg. Corp 
and Baltimore Porcelain Steel Corp. 
have voted to merge the two com- 
panies under the name of Universal 
Major elec Appliances, Inc. Universal 
will offer a complete appliance line in- 


cluding refrigerators, freezers, room 
air conditioners, dehumidifiers, wash- 


ers, dryers, ironers, ranges, water heat- 
ers, kitchen cabinets, dishwashers, dis- 
posers, and television sets. 

Officers include R. R. Trubey, chair- 
man of the board; Morton L. Clark, 
president-treasurer; A. R. Grierson, 
vice-president, manufacturing; R. H. 
Money, . vice-president, engineering; 
ind George J. Madill, vice-president, 
works manager. 


Recording a “Talking Letter” 





MINNESOTA governor C. Elmer Anderson records a “ 
Matthew B. Ridgway and James A. Van Fleet. 
1 shipment of 12 Revere tape recorders and 4,800 reels of 
ing tape which were sent to army service clubs in Korea in mid-March by the 


manufacturers. Recipients of “’ 
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talking letters’’ 
Revere dealers for playback and also record a return message for the servicemen. 


talking letter’’ to Generals 
The governor's letter accompanied 
“Scotch” sound record- 


from servicemen can take them to 






Life with the Squirrels 


op i) 





3) 


a 


LUA 


Y WANDS, 
ROMING 


42770, 


SPRINGING A SURPRISE on his associates of the American Home Laundry Mfrs. 


Assn., Monroe A. (‘‘Money”’ 


review said, “’ 
body else, who will, etc. 


) Toussaint of Conlon-Moore has written a book about 
suburban Chicago life. Called ‘With the Squirrels on the Hill,’’ 
the daughter of Horace A. Bumby, another industry veteran. 


it is illustrated by 
A Chicago Tribune 


. when you read it, you'll tell somebody else, who will tell some- 
It's that kind of book.’ 





G-E: 6200 Appliances Daily 


That's the planned capacity for an eight-hour 
shift at the company’s new “appliance park”; initial 
production will begin there in late fall 


General Electric’s major appliance 
division in late March gave its sup- 
pliers a preliminary look at the com- 
pany’s ambitious Appliance Park now 
under construction near Louisville, Ky. 

The 900-odd suppliers, civic officials 
and company executives who partici- 
pated in the March preview saw the 
progress the company had made on 
three of the five manufacturing build- 
ings which will eventually house all of 
GE's major appliance manufacturing. 
They saw, too, pictures of what the 
landscaped park will look like when 
it is completed. And they heard com- 
pany officials recite a series of statistics 
that provided some picture of what 
the firm is trying to do at Louisville. 

For example: 

Eventually, Appliance Park will pro- 
vide production capacity for 6,240 ap- 
pliances units every eight hour shift. 

The park will be located on a 
1,000 acre tract, with 100 acres under 
roof and 400 acres in active use. Each 


360 Mower Meetings 


Over 360 dealer meetings drawing 
an attendance of between 5,000 and 
6,000 persons were staged by the 
Jacobsen Mfg. Co. during the spring 
in carrying out its dealer training pro- 
gram. Company officials said that the 
ambitious program was the first of its 
type ever sponsored by a power mower 
manufacturer. 

Each Jacobsen salesman conducted 
between 15 and 20 evening meetings 
at which sound slide films and color 
slides were shown. 
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of the five manufacturing buildings 
will have about 500,000 square feet. 

About 10 million gallons of water 
per day will be required; power re- 
quirements will be 60,000 kilovolt am- 
peres; there will be nearly 20 miles of 
railroad trackage and about 300 cars 
per day can be handled with these 
facilities; there will be 42 miles of 
conveyor installations. 

What It Means. During the sup- 
pliers conference, the emphasis was 
on what the future held for the firms 
which supply parts and materials for 
G-E’s major appliances. But in ex- 
plaining why the firm had undertaken 
the consolidation of its product lines 
it Louisville, project manager J. W. 
McNairy summed up the park’s mean- 
ing for the entire trade. 

There were, McNairy said, three 
principal reasons for consolidating ma- 
jor appliance production, now sep- 
arated in a number of cities. First, 
since there is a similarity in the basic 
design and construction of most major 
ippliances, the company hopes that 
its appliance engineers will be able 
to pool their skills. Similarly, the 
company expects to be able to achieve 
more efficient production through a 
pooling of manufacturing techniques. 
Finally—and most important to deal- 
ers—production of all products at one 
point will make consolidated car ship- 
ments of mixed products easily pos- 
sible. 

In explaining why G-E picked 
Louisville, McNairy pointed out that 
the area offered pa water transpor- 
tation, an adequate labor supply, good 
utility rates and a location near the 
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PHILCO 


“3 proud Lo bung 
to the People of America 


Pheatest and Most Complede 
Coverage of the /952 
Political Conventions 
} and Lhe 
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ES, for Philco dealers everywhere, Philco 

is bringing the country’s most extensive 
and complete coverage of the political conven- 
tions and election returns over the combined 
NBC TV and radio networks. It’s the big- 
gest news in the history of broadcasting! 
There’s never been anything like it before! 


All Philco products—TV, radio, appliances 
and accessories—will be paraded before the 


ee 





largest combined TV and radio audience 
ever assembled. All Philco dealers—from 
border-to-border and coast-to-coast—will be 
in the MAIN TENT for the greatest selling 
event the appliance industry has ever known. 
Once again, it points to Philco as the one 
name and the one franchise that offers the 
dealer his safest investment and best oppor- 
tunity for volume and profits. Once again, it’s 
Philco merchandising leadership in action! 


More than Ever in this All Important Election Year... 


Concentrate on PHILCO 


The Most Powerful ... Most Profitable Franchise in TV-Radio and Appliances 


1952 
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For melting pots for 
solder, wax, plastics, etc. 


= 
> | 
For electric hot water 

boosters and water heaters. 








For coffee urns, deep-fat 
fryers, ovens and 
cooking equipment. 


For automatic heat 
sealing machinery. 








For sterilizers and 
other applications. 


a ae 
By 
RY 
For label dispensers and 
iscell heating equip ? 


MODEL D-1 





A ruggedly built control of 

great accuracy and sensitivity 

for a wide variety of heating 

applications with a maximum range 

of 550°F. No separate “off" switch. 

Mechanism actuated by hydraulic thermostatic 
element consisting of bulb, capillary tube and 

diaphragm. Write for Catalog D-1. 


In Home and Industry, Everything's Under Control 


ertshaw 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 
YOUNGWOOD, PENNSYLVANIA 


@ 
TG 
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distribution center for the firm's ap- 
pliances. 

What's Ahead. C. H. Linder, gen- 
eral manager of the major appliance 
division, told the group that the com- 
pany anticipated a relaxation of ma- 
terials controls resulting in “substan- 
tially freer supply” in all product lines 
by the end of the year. He criticized 
unwarranted price cutting and said 
that “the major appliance industry as 
a whole has been short sighted in its 
pricing policy during the post-war 
period.” Continuing, he pointed out 
that “the major appliance industry is 
not realizing an adequate return on 
investment.” 

Looking ahead, Linder estimated 
that annual sales billed by the major 
appliance industry would total about 
$4.5 billion by 1960 (compared to 
‘pproximately $3 billion last year). 
Product by product, he predicted 

Refrigerators—Saturation in 1960 
5 percent (86.4 percent now). 

Automatic washers—Saturation in 
1960: 39 percent (12.8 percent now). 


| Sales in 1960: 2.6 million units (1.55 
million in 1951) 


Drvers—Saturation in 
percent (1.1 


1960: 16.9 
percent now). Sales in 





1960: 1.2 million units (350,000 units 
in 1951). 

Ranges—Saturation in 1960: 43 per- 
cent (21 percent now). Sales in 1960: 
2.2 million units (1.4 million in 1951), 

Water Heaters—Saturation in 1950: 
24 percent (11.6 percent now). Sales 
in 1960: 1.8 million units (845,000 
now). 

Freezers—Saturation in 1960: 24.6 
percent (5.8 percent now). Sales in 
1960: 1.1 million units (one million 
now). 

Dishwashers—Saturation in 1960: 12 


percent (2 percent now). Sales in 
1960: one million units (260,000 
now). 


Disposers—Saturation in 1960: 15 
percent (2.1 percent now). Sales in 
1960: 1.25 million units (335,000 
now). 

Linder said that initial production 
of appliances at Louisville could be ex- 
pected late this year. First appliances 
to come off the lines there will be 
dishwashers, room coolers, automatic 
washers and dryers. Range production 
will begin in Louisville next year. By 
July 1 of this year all sales, marketing 
and general management personnel 
will be centralized in Louisville. 


Financial Reports 


Company executives in reporting to stockholders 
emphasize the higher costs brought about by shortages 
of materials and government restrictions 


Early spring brought with it the 
usual flood of annual reports, special 
ized reading of particular interest to 
stockholders of individual firms, but 
also valuable as an indication of what 
has happened in the industry and what 
can be expected to happen in the com- 
ing year. Here’s how the picture was 
developing in late March 

Philco. Sales in 1951 amounted to 
$305 million, second highest in his 
torv. Earnings for the year were $12 
million. “Present indications are that 
the material situation will ease in the 
latter part of the year and make it 
possible for the company to benefit to 
a greater degree from public preference 
for our products,” officials said. 

Sylvania. Net income in 1951] 
reached an all-time high; net sales also 
set a record, passing the $200 million 
mark for the first time. Sales of every 


| division except TV picture tubes were 


ahead of 1950. The vear also marked 
the greatest increase in the company’s 
physical facilities in history. 

Zenith. Sales reached $110 million, 
second highest total in the company’s 
history, despite “acute problems” 
which beset the industry in 1951. Net 
profits were $5.3 million. Sales and 
earnings of the Rauland Corp., a sub- 
sidiary, were adversely affected by the 
industry-wide decrease in TV receiver 
production. As for the future, “the 
problems of market saturation when 
properly interpreted are very minor 

. .and the prospects of technologi- 
cal advancements and the develop- 
ment of a substantial replacement 
market make the longer term outlook 
verv bright.” 
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Stromberg-Carlson. Both gross in- 
come and net carnings declined, ‘‘en- 
tirely” as the result of reduced sales 
and lower prices of television sets. 
Ihe company’s other three divisions 
enjoved their best vear in history. 
Gross income was $33.6 million with 
net earnings totaling $685,777. 

Hamilton Mfg. Co. Sales volume 
totaled nearly $25 million, 44 percent 
higher than the previous record year 
1950). But increased operating costs 
and higher taxes reduced earnings to 
$1.4 million, 10.3 percent below 1950 
levels. The company estimates that 


New Sales from Old 





A GROUP of over 40 antique vacuum 
cleaners has been collected by the Hoover 
Co. and is available to authorized dealers 
for display and sales promotion purposes. 
Vice-president H. W. Hoover, Jr., right, 
watches Ray L. Wearstler demonstrate an 
old-timer 
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Advance-Design 


TRUCKS 
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* SYNCHRO-MESH TRANSMISSION—for fast, 
smooth shifting * HYPOID REAR AXLE—for 
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CHEVROLET 
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CHEVROLET ADVANCE-DESIGN TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES— 
Loadmaster or the Thriftmaster—to give you 
greater power per gallon, lower cost per load 
POWER-JET CARBURETOR—for smooth, 
quick acceleration response * DIAPHRAGM 
SPRING CLUTCH—for easy-action t del 


dependability and long life © TORQUE- 
ACTION BRAKES—on light-duty models ° 
PROVED DEPENDABLE DOUBLE-ARTICU- 
LATED BRAKES—on medium-duty models * 
TWIN-ACTION REAR BRAKES—on heavy-duty 
* DUAL-SHOE PARKING BRAKE— 


for greater holding ability on heavy-duty ING—for increased comfort and modern 
models 


CHEVROLET DIVISION OF GENERAL MOTORS, DETROIT 2, MICHIGAN 


YOU PAY LESS TO BUY! 


Get the price on the Chevrolet truck that's the 
right size, type and capacity for your work. 
You'll find that it lists for less than any other 
truck capable of doing the same job. Chevrolet 
has the lowest priced line in its field. 





YOU SAVE ON COST PER MILE 


You can't beat Chevrolet's Valve-in-Head engine 
for over-all economy—fuel, oil, upkeep. It just 
keeps rolling along. And extra-rugged frame, 
hypoid rear axle, and Flexi-Mounted cab mean 
longer life, lower maintenance. 















No.2 


YOU GET THE RIGHT TRUCK FOR THE JOB 


No truck is worth the price if it doesn't get the 
job done—fast and sure. Chevrolet trucks are 
factory-matched to the payload, factory-matched 
to the job. There’s a standard body and chassis, 
or chassis for special body, that's just right for 
your work. 


YOUR TRUCK INVESTMENT IS SAFER! 


Comes time to trade in an old Chevrolet truck for a 
new one, here’s good news: Year after year, used 
Chevrolet trucks traditionally bring more money 
compared to what they cost, than other makes. The 
demand is there, because Chevrolet trucks stand 
up better. 
































springs for complete riding comfort * VENTI- 
PANES — for improved cab ventilation ¢ 
WIDE-BASE WHEELS—for increased tire mile- 
age * BALL-TYPE STEERING—for easier han- 
dling * UNIT-DESIGNED BODIES—for greater 
load protection * ADVANCE-DESIGN STYL- 
























CAB SEAT — with double-deck 








appearance. 
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Here it is...the 


TAPPAN 
SUPER SIXTY 


C ce - 


EASY 


TO TALK 


EASY 


TO DEMONSTRATE 


EASY 


TO SELL 





HIS IS THE SALES TONIC you have been waiting 
. SPRING TONIC for your customers. 
Every new feature specially designed to meet 
their requirements and never before available on 
any other range. 


for.. 


SALES TONIC for your sales force, too; exciting, 
new features easy to talk, easy to demonstrate, 
easy to sell. Perk up sales and profits with the 
new Tappan Super Sixty. 











Lift-of Oven Door 
This Visualite door 
can be quickly and 
easily removed to 


simplify oven clean- 


ing. A dramatic 
feature for store 
demonstration. 


Full-out Broiler — 
Every inch of 
broiler space rolls 
out for full view, 
full use. Makes it 
easy to see and 
turn food. Demon- 
strate it! 


lid Basket — Has in- 
stant appeal. Dem- 
onstrate its many 
uses and step-sav- 
ing advantages. 











Pres-toe Broiler— 
Press the pedal and 
broiler drawer rolls 
out. Makes for easy 
“peeking”. Gently 
touch the door to 
return. Fine dem- 
Onstration feature. 


A call to your Tappan representative, a wire or letter 
to us at Mansfield will bring you complete details on 
the New Super Sixty with its super sales appeal. 


THE TAPPAN STOVE COMPANY 


Mansfield, Ohio 
For 71 years the makers of fine ranges 
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“of the 700,000 automatic clothes 
dryers in use in the fall of 1951, 
300,000 were made by Hamilton.” 
Ten field men, 60 distributors and 
6000 dealers handle the dryer line. 

Speed Queen Corp. Earnings for 
1950 were just over one million dol- 
lars, compared to $1.8 million in 1950. 
Absorption of cost increases ‘‘very 
greatly reduced manufacturing 
profits.” 

Hoover Co. Net sales were $40 
million, compared to almost $42 mil- 
lion in 1950. Net earnings dropped 
from $2.9 million to $1.8 million, 
with the largest part of this decrease 
in profits being the result of losses on 
defense contracts. During the year the 
company borrowed $4 million to build 
up an inventory of cleaners. The re- 
port continued: “We feel confident 
that we will have no trouble in dis- 
posing of these inventories — 
(they) should serve in good stead in 
the event of anticipated shortages that 
may be ahead of us in consumer dur- 
able goods.”” Operations of the elec- 
tric iron plant were “reduced to a 
low level the last half of the year.” 

Cory. Sales for 1951 were $8.3 
million (compared to $7.5 million in 
1950). Net income, however, fell 
from $555,000 to $481,000. Use of 
substitute materials resulted in higher 
manufacturing costs on many items. 
(he company entered the air condi- 
tioning field when Fresh’nd Aire Co., 
a division of Cory, introduced two 
room air conditioners and a room de- 
humidifier. 

Nesco. Sales totaled $29 million, 
an increase of 52 percent over 1950. 
Net earnings increased to $874,060, a 
jump of 41 percent per share from the 
1950 level. 

Reo. Sales volume climbed to 
$112.7 million, 44 percent greater 
than the previous record year. Net 
earnings were $2.42 million. The 
company’s lawn mower division 
showed a 15 percent gain in dollar vol- 
ume but higher manufacturing costs 
reduced profit margins in the divi- 
sion 

Ironrite. Sales reached a new high 
($9.3 million compared to $8.5 mil- 
lion in 1950) but net earnings dropped 
from $787,000 to $511,000 as the 
result of increased manufacturing 
costs due to materials shortages and 
government restrictions. President 
H. A. Sperlich said that over 25 per- 
cent of all ironers sold in 1951 were 
Ironrites 


Training Puzzles 


Westinghouse is trying its hand at 
concealing sales training in the form 
of a cross-word puzzle—and adding 
a set of prizes to further stimulate the 
interest of retail salesmen. 

Devised by C. G. Duy, advertising 
manager of appliance specialties, the 
“cross feature puzzle” is based on 
eight features of the firm’s open 
handle iron. Each of eight sentences 
about the iron has one word missing 
and the eight correct words fit into 
a cross-word puzzle blank. The con 
test closes May 15. Contestants must 
complete the puzzle and also finish a 
50-word (or less) statement on the 
feature of the new iron they like best. 
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OK Whirlpool Merger 


Whirlpool Corp., now regarded as 
the world’s largest manufacturer of 
home laundry equipment, grew even 
larger in late March when stockhold 
ers approved a merger with Clyde 
Porcelain Steel Corp. 

According to Elisha Gray, presi 
dent of Whirlpool, there were threc 
motives behind the merger: 

1) Reduction of manufacturing 
costs by producing certain component 
parts previously purchased from out 
side sources. 

2) Establishing proximity to addi 
tional sources of raw materials, par- 
ticularly steel. 

3) Increasing production of laun 
dry appliances—particularly the auto 
matic washer, demand for which the 
company has been unable to meet 
since it entered the automatic field in 
1947. 

An unusual result of the merger 
will be formation of a unique rela 
tionship between Whirlpool and one 
of its principal rivals in che home 
laundry field, Bendix Home Appli- 
ances, Inc. The Clyde plant hargdles 
all of the porcelain finishing for Ben- 
dix, whose plant adjoins the Clyde 
factory. In taking over Clyde, Whirl- 
pool becomes a supplier for its com- 
petitor and will, therefore, have com- 
plete data on Bendix production. 

Acquisition of the Clyde facilities 
will add over 400,000 square feet of 
production area to Whirlpool’s man- 
ufacturing facilities, bringing total 
functional areas to over 1,200,000 
square feet. Whirlpool also has about 
300,000 additional square feet of fac- 
tory space devoted to defense work 


Penny Prospects 


Pennies will produce prospects and 
profits if a nation-wide selling activity 
now being staged by Hotpoint and 
its dealers works out the way the 
company thinks it will. 

Dealers will mail entry cards con- 
taining “lucky” pennies to local “at 
pect lists, offering a free prize to those 
who return their entry cards to the 
dealer’s store. If the date on the 
prospect’s penny matches the master 
penny held by the dealer, the contest- 
ant receives in addition a small appli- 
ance, frozen food, or an extra trade- 
in allowance. 

Other phases of a campaign include 
“lucky penny parties” in dealer stores 
and a public drawing of entry cards. 


Nesco Buys Fleck 


Nesco, Inc., has purchased the bus- 
ness of Fleck, Inc., manufacturer of 


infra-red broilers. President William 
Howlett said that the purchase was 
the first step in Nesco’s plans to 
widen its product lines “substantially.” 

Howlett said there would be no 
interruption in the sale of present 
Fleck broilers and added that Nesco 
would introduce a family-size broiler 
and motorized rotisserie-type unit 
soon. The new units will carry the 
Nesco name and will be sold nation- 
ally by the Nesco sales force. 
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DISPLAY CALGON! 
GIVE CALGON EYE-LEVEL 
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—— CALGON Inc 


CALGON, INC. 


HAGAN BUILDING, PITTSBURGH 30, PA. 


WRITE FOR LITERATURE 
ABOUT CALGON 
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brings to every 


new ayes 
marvels of . 


EVERY HOTPOINT 
AUTOMATIC WASHER THAT'S SOLD 
CONTAINS A SAMPLE PACKAGE 


OF CALGON 


Superior performance is a big item to the buyer of a new 
Hotpoint automatic washer. And when Hotpoint offers 
CALGON for use in its washer, you know you can bank on 
CALGON’S performance. CALGON does away with soap film 
and soap curds ... makes clothes whiter and brighter . . 
keeps the machine clean inside. 


YOU CAN CASH-IN 
ON CALGON’S POPULARITY 


Every owner of a Hotpoint washing machine in your neigh- 
borhood is a customer for CALGON! Stock CALGON and 
profit from these extra sales. Put it out front so folks know 
you carry it. Mention it in your ads. 


Remember,” with leading “manufacturers of washing 
machines recommending CALGON, there’s bound to be a big 
demand for it! 


Get in on this extra business! Make extra profits! 


PAGE 189 






















PICTURE only at the 
NATIONAL 








New Products . 
Ideas . 
Changes i in Consumer Distribution . 


. New egg 
. New Display oo" 





. Produc tion. ae 


These are all vital factors affecting your business. 
And you get the national picture no where else but tae 
at your industry’s one and only national meeting rat 


place—the NATIONAL HOUSEWARES EXHIBIT. Ve 


The rapid growth of the housewares industry in es 


recent years makes it impossible to get a complete Lu Seat 


national picture of your industry any other way. 


To learn and fully understand what your large 


and varied industry is doing and planning, you need aes 


the NATIONAL HOUSEWARES EXHIBIT. wie 
It offers you the only opportunity to learn top Sa 
management's thinking on matters necessary to your Gitar 

business — and all on a personal face-to-face basis. ae 


If you plan to stay — and grow — in the 
housewares business, there is absolutely 


no other way to get the NATIONAL 
JULY 7-11 


INDUSTRY PICTURE. 
(MONDAY THROUGH FRIDAY) 





AUDITORIUM 


ATLANTIC 
CITY, N.J. 


NATIONAL HOUSEWARES 


MANUFACTURERS ASSOCIATION 
1140 Merchandise Mart, — 54, Illinois 
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More Utility Merchandising? 


A new survey among larger power companies indi- 
cates that two out of every three are currently merchan- 


dising appliances 


A new study into present merchan 
dising policies of 249 large power com 
panies throughout the United States 
has just been completed by Execrri 
CAL MERCHANDISING’S sister publica 
tion, Evrecrricar. Wortp, and indi 
cates that two thirds of the utilities 
contacted are now merchandising. 


These new findings differ some 
what from those presented by 
ELECTRICAL MERCHANDISING in its sta 


tistical issue of January, 1952, a varia 
tion due largely to the different cover 
age attempted by the two surveys 
\ll the companies queried by Exec- 
rRicAL Wor tp served 5,000 or more 
customers on their lines. Of these 
companies, 139 were devoting their 
efforts entirely to both major appli 
ances and housewares, and 28 handled 
big ticket items only. ELecrrical 
MERCHANDISING in its survey did not 
attempt to restrict its questionnaires 
to larger companies but instead sam- 
pled the plans of utilities both large 
and small throughout the United 
States. Returns from this national 
cross section of power companies im 
dicated that as of January, 1952, only 
43 percent planned to actively mer 
chandise during this year. 

Regional Picture. As evidenced by 
the chart accompanying this article, 
Wortn’s survey revealed that region 
ally the largest concentration of mer 
chandising utilities were clustered in 
the New England states. In this area, 
47 utilities (88 percent) said they 
were actively engaged in sales of ap 
pliances. This represented an increase 
over the 84 percent figure ELecrricat 
MERCHANDISING had discovered in its 
most recent study. 

Eighteen Middle Atlantic utilities 
out of 30 replying to ELecrricar 


HOW MANY UTILITIES 


ELECTRICAL 
MERCHANDISING'S COUNT 


No. Utilities 


Wortp’s questionnaire were mer- 
chandising. Results from the coastal 
south Atlantic states showed 59 per- 


cent of the utilities were merchandis 
ing compared to 60 percent reported 
by ELecrricAL MERCHANDISING. 

In the east north central group of 
78 percent) of the 42 utili- 
ties approached had depariments de 
voted to sales of appliances. 

Four — states comprising the east 
south central grouping were repre 
sented by the reports of 11 utilities, 
five of whom merchandised. While 
these five comprised only 45 percent 
of the total, they served 64 percent of 
the wired homes (745,109) in the 


39 
states, 39> { 


areca 

Western Picture. Moving west- 
ward, Exvecrrican Wortp reported 
contacts with 53 utilities in the plains 
states of the west north central and 
west south central regions. Of these, 
38 companies (71 percent) serving 
3,195,595 customers reported mer- 
chandising policies. On the Pacific 
coast the picture continued to be one 
of non-merchandising power com- 
panies, following closely the pattern 
revealed by Execrricat MERCHAN- 
DISING’S January vse § The Pacific 
area comprising California, Oregon 
and Washington, reported that only 
two utilities out of 13 were selling 
appliances. Since these 2 companies 
served only 180,933 meters as against 
3,239,042 for the 11 non-merchandis 
ing companies it was evident that 
Pacific coast utilities were in no hurry 
to reverse the stand that they had 
taken at the close of World War II. 
[he more sparsely settled mountain 
states were following this lead with 
only 8 of a reporting 20 utilities in- 
terested in pushing appliance sales 


ARE MERCHANDISING? 


ELECTRICAL 
WORLD'S COUNT 


No. Utilities 


No. Utilities Queried | Merchan- Merchan- No. Utilities Queried 
and Meters Served dising Region dising and Meters Served 
*19Co's 2,194,579 16(84.2°%) NewEngland 47(88.6%) 53Co's 2,920,207 
21 Co's 7,076,396 10(47.6°%) Mid Atlantic 18(60.0%) 30Co's 9,222,492 
30 Co's 6,833,298 19(63.3%%) E.No. Central 33(78.5°%) 42Co's 7,288,786 
24Co's 2,126,067 16(66.6%) W. No. Central 29(87.8°%) 33Co’s 2,446,858 
20Co's 3,441,819 12(60.0%%) South Atlantic 16(59.2%) 27Co's 4,452,888 
13Co’s 1,334,857 3(23.0%) E.So. Central 5(45.4%) 11Co's 1,162,853 
16Co's 2,354,966 3 (18.79%) W.So. Central 9(45.0%) 20Co's 2,459,135 
34 Co's 896,392 6(17.6%) Mountain 8 (40.0%) 20Co'’s 1,027,603 
28 Co's 4,002,737 3(10.7°%) Pacific 2(15.3%) 13Co’s 3,419,975 


205 Co's 30,261,110 88(42.9%%) United States 


167 (67.0%) 249 Co's 34,400,797 


* Includes member Companies of New England Electric System, which is reported as one Co. 
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Longer Tank Life Makes Sales Job Easier! 


| Longer tank life is an important sales point when you are dealing 
p of with a potential water heater purchaser. You can make the most of it 
utili- when your heaters are equipped with Dow Magnesium Rods. They 
” add years to heater life by protecting against premature leaks and 
east rusty water caused by tank corrosion. Corrosive forces attack the 

+ rod instead of the tank; the rod corrodes but the tank stays sound. 
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Dow Magnesium Rods Give Maximum Protection! 


All magnesium rods are not of equal value. The amount and duration 
of the protection obtained depends upon the composition and purity of 
the magnesium alloy used. Years of research and field testing went 
into the perfection of the alloy used in Dow Magnesium Rods, and 
there is no better rod on the market. 


Dow Magnesium Rods Help You Sell Quality Heaters 


Leading manufacturers are equipping their quality heaters with Dow 
Magnesium Rods. Use this sales point to help sell quality heaters—boost 
your dollar volume, increase your profit. Remember, too, that there is 
profitable repeat business in every sale. When the rod is expended, it should 
be replaced. Write your jobber for full information about Dow Magnesium 
Rods. If he can’t supply you, write to Dow. 


THE DOW CHEMICAL COMPANY 


Magnesium Department ¢ Midland, Michigan 


New York © Boston © Philadelphia © Atlanta © Cleveland © Detroit © Chicago 
St. Lovis © Houston © San Francisco ©® Los Angeles © Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada 
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PRODUCTION 





Two Points of View 


When compared to January, February production 
looks all right; but only dryers manage to equal levels 
established in February of 1951 


It all depends on how you look at 
February's production figures. Com 
pared to January’s low levels, only two 
products failed to register improve 
ment. But compared to February last 
year, production was still in the 
doldrums 

Only dryers among all appliances, 
radio and television categories, were 
able to better 1951’s figures. And 
paradoxically enough, although dryer 
production of 44,500 units was almost 
21 percent better than February last 
vear, it was slightly under the January 
figure. As a result, the only appliance 
to better 1951 figures was also one 
of the two appliances to fall behind 
the January pace. 

In the electronics field, television, 
portable and home radio output were 
slightly better than January totals 
while auto radio and clock radio out- 
put moved strongly ahead. Even so, 
auto radio production was almost 39 
percent behind last year’s figure. (No 
1951 figures on clock radios are vet 
available.) 

Poor Comparison. Outside of dry- 
ers, there was no bright spot in the 
February appliance production picture 
if Februarv of last vear were used as 
the basis for comparison. Refrigera- 


tor output was down 34 percent, 
ranges down 47 percent, washers down 
25 percent, ironers down 45 percent, 


Big Part, Big Machine 


vacuum cleaners down 10 percent, 
freezers down 21 percent and water 
heaters down 27 percent. Yet, in the 
case of all but the,ranges, February 
production was better than January. 

Range production in February was 
65,000 units (compared to almost 
$1,000 in January). This was 47 per- 
cent behind the comparable month 
last year and, with .the exception of 
the vacation months of July and 
August last year, was the lowest 
monthly total since November, 1949. 

Refrigerator production in February 
edged upward to 278,000 units, about 
3,000 better than January’s total and 
well above any of the final six months 
of 1951. But it was 34 percent behind 
last January’s figure and two months 
cumulative production of 553,000 
units was 39 percent behind 1951. 

Water heater production in Febru- 
arv totaled better than 43,000 units, 
almost 6,000 better than January but 
27 percent (16,000 units) behind 
February of 1951. 

Laundry Totals. The drop in dryer 
production behind the January total 
was only fractional (45,121 in January, 
44,540 in February) and was probably 
due to the slightly longer work-month 
in January. The February total was 
21 percent ahead of February last 
vear and brought two month totals to 
30 percent ahead of the 1951 figure. 









































































































































































A WORKMAN removes oa plastic door liner for the Admiral 12.2 cubic foot Dual 


Temp refrigerator from a giant press at Amos Molded Plastics 


Edinburg, Ind 


The door liner is the largest injection molded plastic product ever produced and 
requires a five and one-half ton custom mold. Admiral officials point out that the 


new liner conserves steel, titanium, cobalt and other critical materials 


results in 


lower assembly costs, provides greater resistance to acids and chipping, has excel- 
lent insulating qualities and reduces the overall weight of the refrigerator without 


compromising strength. 
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But elsewhere in the home laundry 
picture the story wasn’t quite as happy 


as with dryers. Washer production 
moved upward fairly sharply in Febru- 
ary (214,000 units in January, almost 
256,000 in February) but even this 
higher figure was 25 percent behind 
last year’s mark. It was, however, 
better than February production in 
either 1947 or 1949. 

Ironer production also edged up- 
ward in February (from 15,600 to 
17,600 units) but this was 46 percent 
behind the 1951 pace. 

Other Appliances. Freezer output in 
February totaled 50,000 units, up 
6,000 from January, but down about 
13,000 (almost 22 percent) from 
February a year ago. The 1952 figure, 
however, was better than February out 
put in 1948, 1949 or 1950. 

Compared to last year, vacuum 
cleaner output was holding up much 


Manufacturers’ 


BED COVERINGS Units 
(NEMA Members, Not Industry) 

Feb., 1952... 20,344 
jon, . 0958... 42,356 
2 Mos., 1952... 62,700 
(1951 not available) 

COFFEE MAKERS 

(NEMA Members, Not Industry) 

Feb., Teen... 88,678 
Feb., 1951... 119,689 
Jan., 1952. 49,927 
Jan., 1951. 74,886 
2 Mos., 1952 138,605 
2 Mos., 1951. 194,575 
% Change vs. 1951 

Feb, 1952..... ~25.91% 
Se sa — 33.33% 
2 Mos., 1952..... —28.77% 


DISHWASHERS, Motor Driven 
(Residential Type) 
(NEMA Members, Not Industry) 


Feb., 1952 aT 
Feb., 1951 20,451 
Jan., 1952 14,448 
Jan., 1951. 21,541 
2 Mos., 1952 

2 Mos., 1951. 41,992 
Jo Change vs. 1951 

a 8 
Jan., 1952.... — 32.93% 
2 Mos., 1952 


DRYERS, CLOTHES 
(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


Feb., 1952 44,540 
Feb., 1951 36,851 
Jan., 1952 45,121 
Jan., 1951 31,935 
2 Mos., 1952 89,661 
2 Mos., 1951 68,786 
Jo Change vs. 1951 

Feb., 1952. +920.87% 
Jan., 1952. +41.29% 
2 Mos., 1952 + 30.35% 
FREEZERS, Home and Farm 

(NEMA Members, Not Industry) 

Feb., 1952 50,127 
Feb., 1951. 63,996 
Jan., 1952. 44,147 
Jan., 1951. 71,708 
2 Mos., 1952. 94,274 
2 Mos., 1951.. 135,704 
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better than many other appliances. 
The February total of 236,000 units 
was only about 10 percent behind ’51. 

Electronics. Television output dur- 
ing February slogged along at the 
100,000 per week pace established last 
October. The February total of 409,- 
000 units was about 5,000 better than 
January but was 40 percent behind 
February a year ago. 

Auto radio output jumped to almost 
268,000 units from January’s total of 
195,000. Home radio production 
moved up from 289,000 to better than 
312,000 while portable production 
went from 68,000 in January to almost 
73,000 in February. Clock radio 
production jumped sharply upward to 
106,000, compared to 80,000 in Janu- 
ary. Auto radios were 39 percent 
behind the February 1951 pace, home 
radios lagged by 59 percent and 
portables by about nine percent 


Sales 


Jo Change vs. 1951 


Feb., 1952... —21.67% 
Jan., 1952. —38.44% 
2 Mos., 1952. — 30.53% 


HEATERS, Convector and Radiant 
(NEMA Members, Not Industry) 


Feb., ia 2,433 
Feb., 1951. 15,825 
Jan., 1952.. 3,885 
Jan., 1951. 11,274 
2 Mos., 1952. 6,318 
2 Mos., 1951. 27,099 
Jo Change vs. 1951 
Feb., 1952. —8463% 
Jan., 1952. —65.55% 
2 Mos., 1952 — 76.69% 
HEATERS, Fan Forced & 

Fan-Heater Combs. 
(NEMA Members, Not Industry) 
Feb., 1952 8,504 
Feb., 1951 37,628 
Jan., 1952 18,247 
Jan., 1951. 36,626 
2 Mos., 1952 26,751 
2 Mos., 1951. 74,254 
Ye Change vs. 1951 
Feb., 1952 —17.40% 
Jan., 1952 —50.18% 
2 Mos., 1952 —63.971% 





HEATING PADS 
(NEMA Members Only, Not Industry) 


Feb., 1952. 35,647 
Jan., 1952 30,528 
2 Mos., 1952 66,175 


(1951 not available) 


HOTPLATES & DISC STOVES 
(NEMA Members, Not Industry) 


Feb., 1952 25,435 
Feb, 1951... 40,188 
Jan., 1952. 21,178 
Jan., 1951. 35,776 
2 Mos., 1952 46,613 
2 Mos., 1951.. 75,964 
J Change vs. 1951 

Feb., 1952... —36.711% 
Jan., 1952. —40.80% 
2 Mos., 1952. —38.64% 


(Continued on page 194) 





lances, 
) units 
id 51. 
at dur- 
it the 
ed last 
F 409,- 
t than 
ehind 


almost 
tal of 
uction 
t than 
uction 
ilmost 
radio 
ard to 
Janu- 
ercent 
home 

ind 


“ONLY DULANE CAN GIVE YOU THIS 
GIGANTIC D-200 PROMOTION 
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BEST-KNOWN NAME IN FINISHES! 


No other trademark in the world says, “This is a 


quality finish!” to so many people, so quickly, as The 


Sherwin-Williams name and trademark. 


That’s why market-minded manufacturers, more and 








more, are identifying the quality finishes on their products 


with seals or tags that bear this well-known symbol. 


Look for it... feature it... let it work for you in providing 


that added ‘‘sales plus” so often needed to overcome 


last-minute doubt in buyers’ minds . 


.. to swing their 


preference in favor of the known reliability of a familiar name! 


The Sherwin-Williams Co., Industrial Division, 


Cleveland 1, Ohio. 
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SHERWIN-WILLIAMS 


INDUSTRIAL FINISHES 


MANUFACTURERS’ SALES 


IRONERS 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 
Feb., 1952 


17,630 
Feb., 1951 32,400 
Jan, 1952 15,636 
Jan., 1951 24,600 
2 Mos., 1952 33,266 
2 Mos., 1951 57,000 
Jo Change vs. 1951 
Feb., 1952 —45.59% 
Jan., 1952 —36.44% 
2 Mos., 1952 —41.64°% 







IRONS, Automatic, Standard 
(NEMA Members, Not Industry) 


Feb., 1952 224,863 
Feb., 1951 375,060 
Jan., 1952 150,821 
Jan., 1951 253,940 
2 Mos., 1952 375,624 
2 Mos., 1951 629,000 
% Change vs. 1951 

Feb., 1952 — 40.06% 
Jan., 1952 — 40.61% 
2 Mos., 1952 — 40.28%; 


IRONS, Steam & Steam Attachments 
(NEMA Members, Not Industry) 


Feb, 1959 183,633 
Feb., 1951 132,163 
Jan., 1952 122,503 
Jan., 1951 105,118 
2 Mos., 1952 306,136 
2 Mos., 1951 237,281 
Jo Change vs. 1951 

Feb., 1952 +38.94° 
Jan., 1952 +16.54% 
2 Mos., 1952 +29,02% 
MIXERS, Food 

(NEMA Members, Not Industry) 

Feb., 1952 23,665 
Feb., 1951 32,409 
Jan., 1952 26,354 
Jan., 1951 27,957 
2 Mos., 1952 50,019 
2 Mos., 1951 60,366 
Jo Change vs. 1951 

Feb., . 1952 ~26.98% 
Jan., 1959 — 5.73% 
2 Mos., 1952 —17.14°% 
RADIOS, Home 


(Industry Estimate by Radio-Television 
Mfrs. Assn.) 


Feb., 1952 312,705 
Feb., 1951 795,377 
Jan., 1952 288,723 
Jan., 1951 780,410 
2 Mos., 1952 601 428 
2 Mos., 1951 1,575,787 
YJ Change vs. 1951 

Feb., 1952 — 60.68; 
Jan., 1952 —63.00% 
2 Mos., 1952 —61.83°% 


RADIOS, Portable 
(Industry Estimate by Radio-Television 
Mfrs. Assn.) 


Feb., 1952 72,866 
Feb., 1951. 79,859 
Jan 1952 68 433 
Jan., 1951 75,294 
2 Mos., 1952 141,299 
2 Mos., 1951 155,153 
YJ Change vs. 1951 

Feb., 1952 —8.76% 
Jan., 1952 —9.11% 
2 Mos., 1952 —8.93°% 
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(continued) 


RADIOS, Automobile 
(Industry Estimate by Radio-Television 


Assn.) 

Feb., 1952 267,779 
Feb., 1951 437,779 
Jan., 1952 195,147 
Jan., 1951 346,799 
2 Mos., 1952 462,926 
2 Mos., 1951 784,578 
Yo Change vs. 1951 

Feb., 19592 — 38.83" 
Jan., 1959 ~ 43.13% 
2 Mos., 1952 —41.00°, 








RADIOS, Clock 
(Industry Estimate by Radio-Television 

frs. Assn.) 
Feb., 1952 106,103 
Jan., 1952 80,152 
2 Mos., 1952 186,255 
(1951 not available) 
RANGES 
(NEMA Members, Not Industry) 
Feb., 1952 64,984 
Feb., 1951 124,118 
Jan., 1952 80,826 
Jan., 1951 132,437 
2 Mos., 1952 145,810 
2 Mos., 1951 256,555 
% Change vs. 1951 
Feb, 1952 ~41.64"% 
Jan., 1952 —38.97% 
2 Mos., 1952 — 43.17% 
REFRIGERATORS 
(NEMA Members, Not Industry) 
Feb., 1952 277,986 
Feb., 1951 423,420 
Jan., 1952 275,297 
Jan., 1951 488,607 
2 Mos., 1952 553,283 
2 Mos., 1951 912,027 
Ye Change vs. 1951 
Feb., 1952 — 34.35% 
Jan., 1952 — 43.66% 
2 Mos., 1952 — 39.33% 
ROASTERS 
(NEMA Members, Not Industry) 
Feb., 1952 23,571 
Feb., 1951 51,119 
Jan., 1952 28,444 
Jan., 1951 33,885 
2 Mos., 1952 52,015 
2 Mos., 1951 85,004 
Yo Change vs. 1951 
Feb., 1952 — 53.89%, 
Jan., 19592 —16.06% 
2 Mos., 1952 —38.81°, 
TELEVISION 


(Industry Estimate by Radio-Television Mfrs. 
Assn.) 


Feb., 1952 409,337 
Feb., 1951 697,319 
Jan., 1952 404,933 
Jan., 1951 645,716 
2 Mos., 1952 814,270 
2 Mos., 1951 1,325,035 
J Change vs. 1951 

Feb., 1952 —39.74°% 
Jan., 1952 —37.99% 
2 Mos., 1952. —38.55°; 


(Continued on page 196) 
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DEALERS! Make More 
Dollars wi 


Wappy Customers 
and LOW, Low 
Woney 


eak clear\ 
The facts $P' a5 vee 9° 


yi The Dexter de 


more per unit ’ 


s— 
er wasnet outperform 
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a 


Records gnow ‘hot & | 
‘ ’ s\e 
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This saves money -° 


re Paw cal\\s . 


ss ire 
SA se \ WITH THIS PROMOTION! 
<<, \ Dexter's newest tested promotion will 
<® 


zo \ work for you. You can't miss with this 
e\ 


\ low cost Ovenware set tied in with a 


: a LR, ; . hot traffic-builder 
Sa 
Pi 





Dexter reare 

i 
. ynere ore ? 
' 


qnakes more Pro 


Service Wears 
xo Dexter Deslers 


oler makes 


of yeasons: 


wanes faster 


, wosnet WAVSING 


The Dex 
Nat 
a cleaner ynan ony ° e 5 il 
oii end Dexter ko When 
m0 


e\Qnoots: 


@ DEXTER TWIN-A-MATIC outperforms 
any other washer, including automatics. 
octically 8° Washes whiter, brighter, cleaner in 1/2 
the time! No other washer like it! 


s \ess semMiand: 


firs Kor YO": 


Get all the facts on this low cost promotion from your distributor or from 
the factory. Build traffic, close sales with Dexter's red-hot Ovenware deal! 
It's ready for you now! Premiums at carload prices! Window displays! Mats! 
This tested plan will sell for you! 


MAIL COUPON / THE DEXTER COMPANY, FAIRFIELD, IOWA 
TODAY TO: 


\ or Mail to your Dexter distributor 





More Satisfied Customers! 
Higher Net Profits! with 


DEXTER 


PIONEERS 
WASHDAY ENGINEERS FOR OVER 50 YEARS! 
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We want to know all about how to make extra profits with the Dexter washer and 
the OVENWARE PROMOTION. 


FIRM NAME 
ADDRESS 
CITY 


YOUR NAME 
No Charge. . . No Obligation 
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ELECTRIC 
WATER 
HEATERS 


ALAA 

















WITH HOT AND SNAPPY FEATURES... 


to increase your sales and keep customers “sold” 






























I'M HOT, the exclusive, 100% 
efficient Immersion-Type Heat- 
ing Element. I'm completely 
submerged so that all my heat is rapidly trans- 
ferred directly into the water. I'm easy to re- 
























move ... the tank stays full while you slip me out 
of my “no-drain” copper well. 

















MERS.’ SALES (continued) 


TOASTERS 

(NEMA Members, Not Industry) 

Feb. 1952. 144,843 
Feb. 1951. 330,017 
Jan., 1952 120,407 
Jan., 1951. 301,064 
2 Mos., 1952.. 265,250 
2 Mos., 1951..... 631,081 
% Change vs. 1951 

Feb., ‘ . —56.11% 
a ee . —60.01% 
2 Mos., 1952... . ~57.97% 


VACUUM CLEANERS 


(Industry Estimate by Vacuum Cleaner 
Mfrs. Assn.) 


















I'M SNAPPY, the pat: 
ented Snap-Action Ther- | 
mostat.I'LL SNAP on and ; . 

off without chattering or arcing. I'm submerged : : 
in the water, too, for accurate, positive tempera- 
ture control. I'm easy to service or remove... 
no need to drain the tank... just slip me out of 
my “no-drain” copper well 

(illustrated) The DOUBLEX ELECTRIC, one of a complete line of round and table-top 
water heaters. Sold through leading electrical wholesalers. Write for catalog. 





ote  cianiaaligeaancmmap ini - ¥ 
>. % q 
3 ta: on 5. “4 ae 


















































NATIONAL STEEL CONSTRUCTION CO. 


JO MYRTLE STREET 
SEATTLE 8, WASHINGTON 











301 WATER STREET 
LOGANSPORT, INDIANA 





1801 PASADENA AVENUE 
LOS ANGELES 31, CALIFORNIA | 


WHY THE FLAG LABEL HELPS 
SELL ELECTRICAL APPLIANCES 








































































































Sy 
hp) 
Use of the Flag Label on power supply cords— Vf 
and cord sets—increased more than 2400% Ee 
in three years. = 
SS 
Because appliance manufacturers, electrical dis- SS 








tributors, and retailers of home electrical equip- 
ment recognize the Flag Label as a symbol of 
dependable cord set performance. 























Above all, consumers recognize it, too! 








Participation in the Safe Electrical Cord Pro- 

gram — which promotes Flag Labelling and 

Electrical Safety in the home—is cordially in- 

vited. Appliance manufacturers, distributors and 
| dealers will be sent full particulars on request. 
Address the International Association of Elec- 
trical Inspectors, 612 N. Michigan Ave., Chicago, 
Ul., or The Safe Electrical Cord Committee, 155 
East 44th St., New York 17, N. Y. 

































































People Look for FLAG LABELS on Electrical Appliances 








s.  WMaxiestweie 235,936 
Feb., 1951 261,572 
Jan., 1952 230,226 
Jan., 1951 282,305 
| 2 Mos., 1952. 466,162 
2 Mos., 1951. 543,877 
Jo Change vs. 1951 
Feb., 1952. — 9.80% 
Jan., 1952. —18.45% 
2 Mos., 1952 —14.29% 


WAFFLE IRONS—-SANDWICH 
GRILL COMBINATIONS 
(NEMA Members, Not Industry) 


Feb., 1952 23,821 
Feb., 1951 110,702 
Jan., 1952 25,004 
Jan., 1951 93,409 
2 Mos., 1952 48,825 
2 Mos., 1951 204,211 
Jo Change vs. 1951 

Feb., 1952 —78.48% 
Jan., 1952 ~13.23% 
2 Mos., 1952 — 76.09% 


WAFFLE IRONS, Single Units 
(NEMA Members, Not Industry) 


Feb., 1959 8,037 
Feb. 1951 28,136 
Jan., 1952 6,523 
Jan 1951. 25,589 
2 Mos., 1952. 14,560 
2 Mos., 1951 53,725 
% Change vs. 1951 

Feb., 1952. . —71.44% 
Jan., 1952. —74.51% 
2 Mos., 1952. —72.90% 


WASHING MACHINES, Standard 
(Electric & Gas Engine) 

(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


Feb., 1952. 255,864 
Feb. 1951 341,328 
Jan., 1952 213,998 
Jan., 1951 321,092 
2 Mos., 1952. 469 862 
2 Mos., 1951... 662,420 
Ye Change vs. 1951 
Feb., 1952. —25.04% 
Jan, 1952. — 33.35% 
2 Mos., 1952... —29.07% 
WATER HEATERS, Storage 
(NEMA Members, Not Industry) 
Feb., Des veterteu s 43,453 
Feb., eae 59,501 
ee. See 37,730 
Ds «= OSS... 73,992 
2 Mos., 1952... 81,183 | 
2 Wes, 1981... 133,493 
% Change vs. 1951 
Feb., . eae . —26.97% 
—_. ae . —49.01% 
| 2 Mos., 1952... . —39.19% 
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The MASTER Line 


OF HOME HAIR DRYERS 


HAS 
EVERYTHING! 








THRIFTEE 


for volume sales 
Highest quality in low priced field. Beautiful 
plastic housing in gray, wine or beige. Hot 
or cold air. AC only. 


List Price (with chrome stand) $7.95 
teem SUNNY + + + © 
NS Maximum beauty and 

pna- * ov] performance in its price 

t y range. Superior to dryers 

| selling for much more. 
=~! 4 o Three sun-splashed col- 
A ors. AC or DC. List 

Price (with chrome 

stand). ... $14.95 

UTILITY » + + > 


Professional performance 
at a minimum price. 
Portable use only. Hot 
or cold blast. Green 
hammerloid finish. Long 
trouble-free perform- 
ance. AC or DC. List 
Price ... $17.95 


GENERAL 


Ultimate 








in perform- 
ance. Comes with de- 
tachable stand. Blue 
hammerloid metallic fin- 
ish. Hot or cold air 
blast. Sturdily built for 
long hard usage. AC 
or DC. List Price (with 
chrome stand) $19.95 


ADMIRAL 


Tops in both beauty and 
performance. Acclaimed 
best on the market by 
thousands of users. Die- 
Cast housing, sturdy AC- 
DC motor, quiet fan. 
Hot or cold blast. Com- 
bination polished alumi- 
num and plated finish. 
List Price (with chrome 
stand)......... $21.95 





















R ‘uroxer wheels. 

Also _mfrs. of thhe MAMCO 

HEAT GUN. Sce your dis- 
}) tributor or write... 

Vea UW APPLIANCE 

CGV Haster wis. 

RACINE wis 


NALIN 


1952—ELECTRICAL MERCHANDISING 





Line 


YERS 
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It had to come! REVOLUTIONARY 


REFRIGERATOR -HOME FREEZER / 


The 1952 Servel gives you the exclusive selling advantages of 


FREEZING SYSTEM 


No Moving Parts—Stays Silent Forever 


On your mark, Mr. Dealer! Customers are 
headed your way! Folks who know the 
amazing story about PERMACOLD, world’s 
most advanced freezing system. 

Yessir, they’re reading our national ads— 
finding out there is an honest-to-goodness 
new kind of refrigerator-home freezer— 
with more exclusive advantages than any 
other refrigerator can offer! Make certain 
they buy their new Servel from you! 


Servel, Inc., Evansville 20, Ind. In Canada, Ser- 
vel (Canada) Ltd., 548 King St., W., Toronto, Ont. 


LOOK! seavei's 


REVOLUTIONARY & 
EXCLUSIVES 


No moving parts in freezing system! 
Nothing to wear or make noise — ever! 








Goes into action with a change of 
even one degree! 


Permanently silent! 
Runs on gas or electricity! 
Freezing system guaranteed 10 


years! Twice as long as any other 
refrigerator! 





Choice of interior color decoration! 
Icicle Blue, Sunfrost Green, Luminous 


PLUS... Airs 


¢ Automatic Defrosting! Dew-Action Fresheners! 
Wide, deep fruit and vegetable 
/ Butter Conditioner! * drawers! 
W Plugs in! Moveable! 








, Adjustable Shelves! 


J Odds & Ends Basket! f For any desired interior ar- 
V Handy catch-all for small items! rangement! 


GAS OR ELECTRIC 
REFRIGERATORS 





ALL AMERICA WILL WANT THIS NEW TYPE 
OF REFRIGERATOR! MAKE CERTAIN THEY BUY IT FROM YOU! 
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MARKETING 





Food Freezer Plans Boom 


There’s nothing really new in the idea but West 
Coast merchandisers prove that freezers will sell if 
owners can be shown how they can save money 


A knowledge of the grocery business 
is a big asset to an appliance dealer 
right now 

For the brightest spot in an other 
wise ‘‘slow’’ spring sales picture was 
the success of food-freezer merchan- 
dising plans. Last month the plans 
had assumed almost “boom” propor 
tions The successful West Coast 
originals had inspired a whole string 
of copies from coast to coast. A book 
had been written on the operation of 
the plans (see page 53 of this issue). 
And “fast buck” specialists, attracted 
by the immediate success of the orig 
inal plans, had invaded the field and 
forced the OPS and Better Business 
Bureaus to step into the picture. 

Nothing New. The most surprising 
thing about the plans was the fact 
that they weren’t really new. For 
vears, freezer manufacturers have been 
urging dealers to sell the savings story 
rather than the unit itself. Various 
authorities in the field have long con 
tended that the key to volume sales 
of freezers lay in making it possible 
for the average freezer owner to pur 
chase food at a price which would 
allow him to realize a savings. 

But there was no precedent in the 
past for the present boom. And it is 
somewhat difficult to trace the sudden 
development of the food-freezer tech 
nique. There’s no question that to 
day’s rash of food plans started on 
the West Coast--probably in imita 
tion of the successful Rich plan. But 
by late spring it was difficult to find 
a distributor in any metropolitan area 
who wasn’t at least studying the plans 

ind most of them were rushing to 
put one of their own into operation 

Abuses. The sudden boom in mer 


chandising food with freezers was 


bound to invite some abuses. So far, 
most of these had taken one of two 
forms. Some companies managed to 
jack up the list prices of freezers by 
tacking on large delivery charges. OPS 
quickly stepped into the picture, forc 
ing reduction of prices to ceilings 
(which in many cases were above cur 
rent market prices) plus standard de 
livery The second abuse 
crept into advertising (“New York 
cuts for 61 cents a pound” with no 
qualification regarding the bone, the 
waste and the less désirable cuts in 
1 side of beef which averaged 61 cents 
a pound). Local Better Business 
Bureaus took a hand here. 

What’s Ahead. There were some in 
the industry who feared that the plans 
might be headed for an extremely ac 
tive (but a short-lived) existence. Some 
freezer-plan salesmen expressed con- 
cern over killing off the market by 
overly-intensive selling. And some 
industry spokesmen foresaw important 
modifications before a permanent pat- 
tern emerged. One important modi- 
fication would see retailers taking over 
as food suppliers for freezer purchasers 
(many of the present plans use whole- 
sale food suppliers). Some thought 
that grocery retailers would not con- 
tinue to allow wholesalers to take such 
a large share of this business. Such 
1 development might also be encour- 
iged by the entrance of more and more 
ippliance dealers into the food freezer 
field. Currently, many “plan” oper- 
itors have very little background in 
the appliance picture. <A logical de- 
velopment might see the organization 

f local “‘plans”’, with the freezer sale 
handled by appliance dealers and the 
food supplied (at discounts on quan 
tity purchases) by local retailers. 


charges. 


Inspect New Window Fan 





VIKING AIR CONDITIONING CORP. president Marion Levy, second from left, 


answers questions as field men inspect a new Viking window fan introduced during 
the company’s annual meeting for sales representative in late March. From left to 
right are Eb Cook of Philadelphia, Levy, sales manager Frank Gibbons, Woody 
Faison of Cincinnati and Al Schultz of Buffalo 
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Selling Washers With Cosmetics 


THOR GENERAL sales manager M. R. Wilson, right, reviews plans for the com- 





pany’s ‘’week-ender’’ promotion with ad manager Robert J. Runge. Promotion is 
budgeted at $500,000, exclusive of novel premiums, which include: (1) a $2.25 
Lilt home permanent kit to every woman watching a 10-minute Thor demonstra- 


tion and (2) a $39.50 ‘‘week-ender’’ 
promotion ends May 31 


cosmetic kit for purchasers of washers 


The 





Coolers Get Hotter 


The booming air conditioning industry recruits 
two newcomers; Remington's air conditioning division 
reports 1951 sales up 30 percent over 1950 


As spring wore on and the hot 
weather season approached the appli- 
ance industry’s enthusiasm over th 
room air conditioner continued to 
grow. There were kind words for the 
product from a firm already in the 
business; and two more companies 
announced plans to add room air con- 
ditioners to their lines. 

Kind words were no novelty to the 
room air conditioner business, but 
neither were new faces in the indus- 
try. Since the end of the 1951 sea- 
son at least ten companies—O. A. 


Free Radio Time 


New York radio station WNEW 
has instituted a novel series of un- 
sponsored industry-wide promotional 
spots. Practically every hour that the 
station is on the air a promotional an 
nouncement on some consumer dur- 
able is broadcast by the station. 

According to a station executive, 
the series of “business stimulators’ is 
designed to “get more goods moving, 
more SeETVICES contracted, more people 
buying.” 

A typical announcement runs some- 
thing like this: “If your refrigerator 
wheezes and grumbles and cakes with 
ice it’s probably time you bought a 
new one. And... say... those new 
models do everything but stock them- 
selves. See them now at your nearest 
appliance dealer.” 


MAY, 


Sutton, Crosley, RCA, Fresh’nd-Aire, 
G-E, Deering, Servel, Magic Chef, 
Gibson and Universal—have revealed 
plans to market new units. 

Veteran Speaks. Stockholders of 
Remington Corp. attending the firm’s 
annual meeting in March heard presi- 
dent Herbert L. Laube report a 30 
percent increase in Remington Air 
Conditioning division’s sales during 
1951. For 1952, Laube said, the com- 
pany expected an “even greater in- 
crease than this at the retail level. 
“We have an unbounded optimism as 
to the future growth of the industry 
of which we are a part,” he continued. 
“The consumer acceptance of single 
room air conditioners is now at a 
stage where, in the absence of abnor- 
mal factors, one may safely phophesy 
increasing production and sales for 
the next few years.” 

So far in 1952, Laube said, sales 
at the manufacturing level have been 
below the 1951 level, due to carry- 
over inventories at distributor and re- 
tail levels. But these inventories 
should guarantee a “banner sales year” 
at retail even in the face of possible 
production cutbacks because of ma- 
terial shortages, Laube said. 

Remington is no newcomer to me- 
chanical cooling, Laube pointed out, 
since it is the direct successor of the 
Remington Machine Co., which was 
formed in 1872 and entered the cool- 
ing field in 1889. The present com- 
pany was formed in 1937 and for 10 
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Your profits J 


Su rer. @ & 
when you sell the TQQVER 


The new and popular Hoover Aero-Dyne Tank 
Cleaner—easiest cleaner in the world to empty. 


You can be sure of your full profit on every 
Hoover Cleaner you sell. Hoover's quality 
standards and high degree of public preference 
makes them easier to sell without “special 
inducements.” 


And every Hoover sale is made either by or 


World famous Hoover Triple-Action Cleaner 
—the only cleaner that beats, as it sweeps, as it cleans. 


through a local retail dealer. The dealer al- 
ways gets full benefit. And with full profit, too. 

For each square foot of space that Hoover 
Cleaners take up in your store, you make more 
money than on any other type of appliance 
you can handle. 


THE HOOVER COMPANY 


North Canton, Ohio . Hamilton, Ontario, Canada . Perivale, England 
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you out front in sales. 


Give Sales a Lift 
with this Popular Gift 


Toasters are tops as gifts. And Magic Maid is the toaster 


of the famous Son-Chief line shown below. 


Keep them out front on your counters, 


shelves, in your windows. They'll keep 


that means a bigger share of gift profits for you. 


premium performance . . . but costs far less. It’s priced 


AUTOMATIC POP-UP TOASTER 


SON-CHIEF 
680-A 
TOASTER 


SON-CHIEF 
SUN-BOWL HEATER 
710U—10 INCH 


200 








SON-CHIEF 
388 AUTOMATIC 
IRON 


SON-CHIEF 
AUTOMATIC 
IRON 
334 






S SPEEDOMATIC 
HEAT PAD 805 


ZS 
Ee 


Handsome, trim, smartly styled and designed, Magic Maid offers 


every feature found in top priced models . . . gives the same 


to move in today’s budget-minded market. So are the other stars 










Fully Automatic, 2-slice toaster with adjustable color control 

. makes perfect toast every time. Brilliantly polished chrome 
finish, Bakelite panels and handles, hinged crumb tray, smartly 
engraved sides, heavy duty heater cord, sturdy rubber plug, auto- 
matic shut-off. And it’s priced far lower than you'd expect! 


A 


SON-CHIEF 


SON-CHIEF 
AUTOMATIC 
TOASTER 
622 


SON-CHIEF Svcctucs, Juc. 


WINSTED, CONN. 


years specialized in supplying heavy 
duty room air conditioners for export 
markets. It entered the domestic mar- 
ket in 1947 and growth since then 
has been so rapid that its 1951 volume 
was 8.5 times that of 1947. 


Newcomers Appear. Announced 
last month but not scheduled to make 
an appearance until 1953 is a room 
air conditioner to be produced by 
Servel, Inc. The units will be self- 
contained, electrically operated mod- 
els with capacities up to } or one 
horsepower. The company’s commer- 
cial electric refrigeration: division al- 
ready supplies compressor-type _refrig- 
erating units for other air conditioner 
manufacturers. Distribution will be 
handled by both Servel appliance and 
air conditioning distributors. 

In mid-March the Deering Air Con- 
ditioning Co., a new firm, announced 
development of a unit designed to fit 
casement windows. Heretofore, in- 
stallation of a conditioner in a case- 
ment window has entailed the cutting 
of the window mullions and modifica- 
tion of the window at extra cost. The 
new Deering units require no such 
window alteration, since that part of 
the unit which fits through the win- 
dow has been split in two. When the 
two lower panes are removed the unit 
can be slid into the window. 

Founders of the new company are 
Clifford P. Huesgen and Thomas J. 
Deering, inventor of the unit. Hues- 
gen was formerly with Montgomery 
Ward, Mercantile Stores, Inc., and 
Ernst Kern Co., Detroit. Deering has 
had experience as general manager of 
several air conditioning distributor- 
ships and most recently was a product 
specialist with Carrier. 

The units will be marketed through 
established distributors and directly to 
national chain and mail order com- 
panies. 

Early last month the Gibson Refrig- 
erator Co, announced that it would 
market a room air conditioner “within 
the next few weeks”. During 1952 the 
firm will concentrate its efforts on a 
} horsepower unit. It will be marketed 
through the company’s major appli- 
ance distributors. 


Promotion Chief 





WESTINGHOUSE’s J. G. Baird, sales pro- 
motion manager for the firm’s appliance 
division, accepts designation as an honor- 
ary chief of the Cherokee tribe during 
production of a training film in Holiy- 


wood. At right is Chief Iron Eyes who 
plays a role in the film, ‘’Ellis in Free- 
domland.”’ 





MAY, 





Sign Pfaff Show 





AGENCY MAN Harry J. Lazarus, left, 
vice-president of Bozell & Jacobs, Inc., 
advertising agency for Pfaff Sewing Ma- 
chines, signs a contract to sponsor ‘This 
Is My Song” over a 14 station ABC-TV 
network. At right is program producer 
Jesse Martin. The TV program is in ad- 
dition to Pfaff’s magazine advertising. 


Norge Drive Launched 


The largest concentrated promo 
tional campaign in the firm’s history 
has been undertaken by the Norge 
division of Borg-Warner Corp. In a 
three month period the firm will spend 
$2.5 million, with the majority being 
concentrated at the dealer level. 

Tied in with the firm’s twenty-fifth 
anniversary, the spring promotion is 
called the “silver jubilee Viking con- 
test.”” It includes a dealer contest with 
a wide assortment of nationally known 
merchandise. 


Weekend as Prize 


General Electric is currently build 
ing its promotion on its two millionth 
clock radio around an offer of a 
“Weekend with Waring.” 

For the second year the company 
is offering consumers an opportunity 
to spend three days at the Waldorf 
Astoria. Entrants merely fill in an 
official entry card which may be ob- 
tained from G-E radio dealers. The 
card must be mailed before midnight, 
May 24. A total of 100 prizes will be 
awarded. 

The campaign is designed to in 
crease store traffic and to stimualte in- 
terest in clock-radios. 


Marketing Briefs 


@A new heating pad sales campaign 
built around a number of “combina 
tion” offers has been announced by 
General Electric. The combinations 
provide dealers with an oppertunity 
to realize a gross margin of as high as 
474 percent. 


@ Members of the Phonograph Mfrs. 
Assn. and the association itself will 
receive recognition on ten national 
radio and TV shows as the result of a 
tie-in campaign with Tops Records. 
Association members will offer three- 
speed phonographs as prizes en the 
shows. 
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only BHG 


is selectively 











Only THIS one of the 3 biggest man-woman magazines screens millions 
of prime appliance prospects for the BUY on their minds! 


PPLIANCE retailers—the boys on the 
firing line—are in position to know 
what motivates their customers. These 
dealers elect Better Homes & Gardens 
as their greatest selling aid among all 
monthly magazines! 
Not surprising—for, with 3'-million 
family circulation, BH&G is the top 
magazine catering to home-building, 
home-owning, home-improving, home- 
entertaining families. 
They’re precisely the type families you'd 
pick as ideal prospects—families now 
building new homes (7 out of 10 of them 
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read BH&G)—millions of families own- 
ing bigger-than-average homes—busy, 
representative families with continuing 
need for every type appliance! 
Moreover, BH&G families are editorially 
screened for their BUY-mindedness—for 
their abounding interest in what’s new 
or better—and their financial ability to 
make it their own! 

AND —these hand-picked prospects con- 
sider BH&G their family “expert” on all 
household problems! That’s the big 
button-up that makes campaigns in 
BH&G such tremendous selling aids! 


1952 


Serving a SCREENED MARKET 


NF 
y 


of 3%-Million B Families 
MEREDITH PUBLISHING COMPANY, Des Moines, lowe 
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General Electric Co. 


R. Dail Moore has been named 
marketing manager of the General 
Electric room cooler department, 
which has been transferred from the 
air conditioning division at Bloomfield, 
N. J., to the major appliance division 
at Louisville, Ky. He was coordinator 
of the jet engine parts department of 
the major appliance division 

William L. Parkinson has been 
named manager of product service of 
the receiver department. He has been 
in charge of receiver department 
product service since 1950. 


Magnavox Co. 


Magnavox has named the following 
new district sales managers: Paul 
Solomon for northern New Jersey, 
Paul Hunter for New York state, 
Joseph C. Papp for Southern Cali 
fornia, Maynard Moore for the Bos 
ton-Providence territory, and Frank 
W. Bram for a new sales territory 
comprising parts of eastern Penn- 
svlvania, New Jersey and Delaware. 
Charles N. Hoffman, former Boston 
Providence district manager, has been 
transferred to head up a new territory 
covering most of Indiana and Ken- 
tucky 


Belmont Radio Corp. 





JAMES R. BUTLER 


James R. Butler has been named 
sales promotion manager of Belmont 
Radio Corp., maker of Raytheon radio 
md TV sets He left Free Sewing 
Machine Co., where he was national 
sales promotion manager. 

Donald W. Jackson, West Coast 
representative, has been promoted to 
assistant sales manager with headquar 
ters in the Chicago office. 


Hallicrafters Co. 


Tom C. Paxton has taken the posi 
tion of district manager for Halli- 
crafters Co. He will supervise distrib- 
utor operations in Indianapolis and 
Ft. Wayne, Ind., Louisville, Ky., St. 
Louis, Mo., and Cincinnati, O. He 
was formerly a Chicago representative 
for Zenith Distributing Co 

Theodore T. Sharaf has _ been 
named district manager for New York 
state and Pennsylvania. He was gen 
eral manager of Fort Orange Radio 
Distributing Co., Albany, N. Y. 
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New 


Positions 





Norge Div., 
Borg-Warner Corp. 





DAVID H. KUTNER 


David H. Kutner, former director 
of merchandising for Campbell-Ewald 
Co., New York advertising agency, has 
joined Norge Div., Borg-Warner 
Corp., as director of advertising and 
public relations. He succeeds Charles 
H. MacMahon, who has been named 
eastern regional manager. 


Eureka Williams Corp. 





& 


ALFRED L. AGNE 











A newly created position within the 
Eureka Williams Corp., that of adver 
tising manager, has gone to Alfred L. 
Agne, who was formerly account execu- 
tive with Cramer Krasselt Co., hand- 
ling field supervision for the Norge 
Div., Borg-Warner Corp. 

Robert E. Sears has been appointed 
manager of the Cincinnati region of 
the Eureka Div., Eureka Williams 
Corp. He was formerly a staff assist- 
ant in the Atlanta regional office. 





Sparton Radio-TV, 
Sparks-Withington Co. 


A new Sparton sales district has 
been formed in Southern California 
consisting of San Diego, Orange and 
Imperial counties. It will be headed 
by district merchandiser W. R. Brittle. 

F. E. Drouillard has been appointed 
sales representative for eastern Michi- 
gan excluding Detroit. He was form- 
erly with Electromaster Corp. and 
Electrical Specialties Co 


Crosley Div., 
Avco Mfg. Corp. 





GEORGE E. SIMONS 


George E. Simons has returned to 
Crosley Div., Avco Mfg. Corp., as 
advertising manager of all appliances. 
Three years ago he joined the firm as 
advertising manager, and later became 
an account executive with Benton & 
Bowles, Inc., advertising agency. 

New assistant manager of the tele- 
vision sales section is DeWitt C. 
Suplee, who has been manager of 
Detroit television and radio sales for 
Stromberg-Carlson. 

W. J. Rowlett takes the post of 
assistant manager of the range sales 
section. He was appliance sales man- 
ager of the Kalamazoo Stove and 
Furnace Co. 

John C. McDevitt is assistant sales 
manager of the radio sales section. 
After serving as regional representative 
for radio and television, he became 
zone manager for Crosley in Char- 
lotte. 


Ben-Hur Mfg. Co. 


oe 

















































RALPH ZICKERT 


Ralph Zickert takes over the job of 
distribution manager for Ben-Hur 
Mfg. Co. For six years he has been 
district manager in the midwest terri- 
tory. 


Knapp-Monarch Co. 


Jack Vier has been added to the 
New York sales office of Knapp- 
Monarch Co., and will contact elec- 
trical appliance wholesalers. 





Camfield Mfg. Co. 


W. H. Anderson has been named 
assistant to the vice-president in charge 
of sales and advertising for the Cam- 
field Mfg. Co, He was associated with 
the Firestone Tire and Rubber Co.’s 
home and auto supply department as 
electric housewares buyer, and during 
part of his tenure also bought and 
merchandised major appliances. 


Admiral Corp. 


The newly created position of sales 
manager for the radio division of 
Admiral Corp. goes to Henry A. 
Browe, who was advertising and sales 
promotion manager for Appliance Dis- 
tributors, Admiral’s Chicago branch, 
from 1948 until recently. 


Youngstown Kitchens Div., 
Mullins Mfg. Corp. 


Albert L. Reeves, regional manager 
in the New England area for Youngs- 
town Kitchens, is now zone manager 
in the DesMoines area. He is suc- 
ceeded by Dale F. Renner, formerly 
assistant manager of ere sales in 
Boston. Two new field service repre- 
sentatives are Edward J. Tracey and 
George F. Burke. 


Tracy Mfg. Co. 


William M. Scanlan has assumed 
charge of midwest sales for Tracy Mfg. 
Co. He was director of salvage opera- 
tions in the Chicago area for NPA, 
and earlier was sales manager of R. 
Cooper, Jr., and vice-president and 
general sales manager of R. S. Mc- 
Mahon Co., both Chicago distribu- 
tors. 





Belmont Radio Corp 








WILLIAM J. HELT 


William J. Helt has been named 
general sales manager of Belmont Ra- 
dio Corp., manufacturers of Raytheon 
television and radio sets. He has been 
with Belmont since 1950, most re- 
cently as television sales manager. At 
various times he has been with At- 
water Kent, organized and headed 
Swingmaster Products, founded Appli- 
ance Distributors, Inc., Indianapolis, 
and was national range sales manager 
for Coolerator. He joined Belmont as 
assistant general sales manager. 
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NOW... 
the famous 


-¢ Water 
«roa | TOASTMASTER 
0 pet mo , were 


"57% said cost 


aoewevene | mame on TWO types 
o. its "Life-Be P 
of Automatic 


Water Heaters! 














Built by the makers of the famous ‘ Toastmaster’’* Toaster 


TOASTMASTER 
AUTOMATIC WATER HEATERS 


* Toastmaster,” “Lire-Bevr,” and “lonopic” are trademarks o! 
McGraw Electric Company, makers of “Toastmaster” Toaste: 

“Toastmaster Water Heaters, and other “Toastmaster” Products. 
Copr. 1952, Clark Division, McGraw Electric Co., Chicago, Ill. 


Sales Manager, McGraw Electric Co., Clark Division 
5201 W. 65th St., Chicago 38, Ill. E-52 


Please send me full details on the profitable “Toastmaster” dealership 
checked below: 


ODAutomatic ELECTRIC Water Heater O Automatic GAS Water Heater 


Name___ 





Business____ 
Address___. 
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Westinghouse Electric Corp. 






the Removal of 


es tg 


(Destructive Dampness } 











J. J. ANDERSON 


Modern Appliance Dealers Use Modern 
Method of Handling Heavy Appliances 


It’s safer, faster, much easier to han- 
dle heavy merchandise in and out of 
a truck with a CEMCO Hydraulic 
Tailgate. 






























Consists of using hydraulic power 
(2,000 Ibs. lifting capacity) supplied 
by truck motor to make a lifting 
platform out of your truck tailgate. 
Can stop and hold load at any point 
on way up or down. Fits any truck ta 
of } ton or more capacity. Send for STANLEY J. STEPHENSON 
details! Write Dept. EM-S. 





Newly named manager of the 
laundry equipment department for 
the Westinghouse electric appliance 
division is J. J. Anderson, who succeeds 
R. J. Sargent. Anderson was mer- 


Electric 
chandise manager of the household 


refrigeration department. This post DEHUM | DIFIER 
J. 


has been taken over by Stanley 
Stephenson, who was merchandise 
manager for electric ranges. 





Capehart-Farnsworth Corp. ELIMI NATE 
Dripping pipes «+ rust 
* mold * moisture on floors 
* warping * unpleasant 
odors * rot * sweating 
walls * mildew. 


William Costello has been ap- 
pointed manager of the Chicago sales 
region of the Capehart-Farnsworth 
Corp. After joining Capehart in 1950 
FIRST 110-volt fomily-size clothes | 3 sales promotion manager, he also 

served as special sales representative 
dryer on the market of the consumer products division and 
as field sales representative of the 





@ This compact, attractively designed 


ONLY technical products division. Meier Dehumidifier is sure to be a 
automatic dryer that licks lint 


quick seller. It quickly removes the 
and moisture problem cause of thousands of dollars worth 
Orley Corp. of damage in homes and business 
. every year. Only 1814” high, fin- 
Norman B. Scott has been ap- 
. ; : ished in Hawaiian tan hammertone 
ALONE in the budget-price renge pointed assistant sales manager of the ; 


and trimmed in simulated leather. 


freezer division of Orley Corp. He Equipped with casters and is portable. 


has been active in the appliance field 


since 1937. Write todey f 
TAYLOR SUMMER BREEZE DRYER nadie Gite on 


all Meier products. 










$1 5 9-95 Retail Perfection Stove Co. ‘ ao haga 
slightly higher in West ® a Electric Wait 
C. Ivar Peterson has been named Ochemidifes Furnaces 


as a salesman for the Southern Cali- 


’ ecte le : 1eS Complete Line Meier Nu. Aur 
fornia and western Nevada territories | of Window automate 


for the Perfection Stove Co.’s Oak- ond Pertable Elect Fee 
land, Calif., sales district. 















| Kaye-Halbert 
oe Ake) mae) 1-10) se Bele). aie Fred Miller, formerly chief engi- 


ee an neer for Kaye-Halbert, has been pro- 
eo moted to the position of director of 
engineering and research. 
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You Can’t Afford To Miss This 


COMPLETE COVERAGE 


In Major Appliances Radio & Television 


OU’LL find your COMPLETE requirements here . . . among the 

national leaders ... who make your bread and butter for you. 
Under one roof, the BIG names, the leaders in acceptance and na- 
tional advertising . . . the latest merchandising and advertising 
helps, as well as the new FALL LINES. 





SUMMER MARKET Learn the appliance, tadio 

and TV outlook for Fall 

te from the Big top executives 

June 16 26 of the big top firms. Dis- 

cuss mutual problems with your fellow-merchants. This is 

an important event, as much for what you hear as for what 
you see. Write TODAY for Admittance Pass. 














LES wesw Ee Y 





B66 LAKE SHORE DRIVE «CHICAGO 
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They’re CERAMIC 


















AGA Approved 
For any gas 

















Here’s as pretty a set of fireplace logs as you'll find anywhere, and 
you know that good appearance plays an important part in the sale 
of logs today. 

Armstrong engineers have designed these logs to resemble rough 
oak—solidly made to stand any heat. Base is heavy bar steel, finished 
in rich black. Cast iron burner and solid brass valve. 17” high, 11” 
deep. 








ee 























L-20 21” wide 20,000 B.T.U 
L-24 24” wide 24,000 8.T.U 
L-30 27” wide 30,000 B.T.U. 








ORDER FROM YOUR JOBBER TODAY 
or write for literature on Armstrong Electric and ARMSTRONC 














Gas Heaters, Portable Ironers, etc. 


ARMSTRONG PRODUCTS CORP. 
Manufacturers of Quality Products Since 1899 
Dept. EM Huntington 12, W. Va. 


DEPEND ONIT! 











IT'S THE BEST 
OF ITS KIND 























Appliance Movers Like 


| Escort 


HAND TRUCKS ~*~ 


: CRAWLS on Roller Bearings 
up and down steps 












































































Ideal For Handling: 
© Refrigerators 


e Water Heaters r 
| 











Everybody likes this 


APPLIANCE TRUCK! 


The ideal truck for every purpose! No : : 
lifting . .. no fatigue . .. carries a full ® Music Machines 


~— 
load safely up and down stairs and e Any appliance / ~~ 
crawls over obstructions. Your men will / 
7 
WLER : i 
Escort c#* “o 
HAND TRUCKS 


=| STEVENS APPLIANCE TRUCK CO. 


5) P.O. Box 897 








e Gas and Electric 
Ranges 














Catalog on request 














Norton Road 
r = | Augusta, Ga. 
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STRONG GAS LOGS Arvin Industries, Inc. 


RHEA SHIELDS 


Miss Rhea Shields, who has been 
home economics director of the Deep 
freeze Div., Motor Products Corp., for 
the last four years, has been named 
director of the newly created home 
economics department of Arvin Indus- 
tries, Inc. 

William Sevy has been assigned as 
radio and television district manager 
for the Ohio River territory. 


Fedders-Quigan Corp. 





GEORGE E. SCHWARTZ 


George E. Schwartz has been ap- 
pointed general service manager of 
Fedders-Quigan Corp. He was pro 
duction control supervisor of Capehart 
Farnsworth Corp., and before that 
served with Horton Mfg. Co., F. S 
Jacobs Co. and Bendix Home Ap 
pliances 


Inland Steel Container Co. 


The newly appointed assistant sales 
manager of the Inland Steel Container 
Co. is Gordon W. Sherlock, who pre 
viously was sales manager of radio, 
TV and appliances for the Westing 
house Electric Supply Co. in Chicago 


American Kitchens Div., 
Avco Mfg. Corp. 


D. E. Walters has taken the posi 
tion of New York branch manager of 
the American Kitchens Div., Avco 
Mfg. Corp. He has been Philadelphia 
district sales manager for the last two 
years 


Mercury Television Corp. 


Fabian Bolte, former West Coast 
service engineer for Bendix Radio, 
becomes national sales representative 
for Mercury Television Corp. 
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* 
Nail Down 
KC 


nq 


ELECTRIC LANTERNS 


SAFEWAY asi 
No. 958 © aaa? 


Beams! Twin Switches. 
Red flasher cau- 
tions traffic, while 
side spot beam 
provides pow- 
erful service 
light. Pivot 
Base 


























$5.95 





Focal adjust- 
ment. Throws 
powerful spot-beam 
or floodlight by curn- 
ing lenshead 
Pivot base — 
light stays “‘put’” 
at ANY angle 
Plastic handle 






















Turn night 
into day! Twin 
lights — extra 
brilliant side 
light with cop 
flagd light 
Pivot base 
spots light 
up or down 


Meet the great Farm, 
Sports, and Motoring de- 
mand for Electric Lan- 
terns with these three 
EMPIRE styles. Nationally 
Advertised, this popular 
trio will keep your stock 
rolling—your profits 
growing. 


Ask for the EMPIRE Electric 
lantern Catalog. 


The METAL WARE Corp. 


Two Rivers, Wisconsin 











DISTRIBUTOR NEWS 





Memo on Housewares 


Sam Fingrutd tells what he, as a distributor, wants 
from manufacturers: concentrate on key market areas, 
limit franchises, keep displays small 


Ihe electric housewares market is 
soft because major manufacturers have 
enjoyed years of easy selling and do 
not concentrate their efforts in kev 
market areas, Sam Fingrutd, president 
of Everybody's Supply Co., Phila 
delphia electric housewares distributor, 
said recently. 

Present-day manufacturers operate 
their firms on a remote control basis,” 
he continued. “If key men in the elec 
tric housewares field were to tour key 
ireas four times a year or so, I’m sure 
the present depressed situation would 
not exist. 

Another reason for the lag, said Fin 
grutd, is the “saturation distribution” 
methods of some leading manufactur 
ers. He suggested helping a distributor 
whose sales were falling off, rather 
than adding more agencies to the 
same line. 

Most displays provided by electric 
housewares manufacturers are too large 
for the average retailer, he noted. 
“Most of the electrics are sold in 
small outlets, and there just is not the 
display room for the material provided 
by the majority of manufacturers.” 
Result: the dealer does not use the dis 
play. 

Fingrutd advised manufacturers of 


Self-Service Distribution 


SAM FINGRUTD: “Monufacturers oper- 


ate on a remote control basis.’’ 


electric housewares to tag their prod- 
ucts so sales points are apparent to 
untrained sales clerks who, he said, 
note nothing except the price differ- 
ence. He concluded by insisting that 
there is a growing need for a closer 
relationship between the manufacturer 
and the distributor if electric house- 
wares volume is to be recaptured. 


WEST PENN POWER’s Harry Restofski tries out a lighting display in the new 
Pittsburgh branch of G-E Supply Corp., as Warren P. Shreve, branch manager, 
left, and P. H. Powers, West Penn president, look on. The new GESCO warehouse, 
opened last fall, incorporates point of sale displays throughout the building. 
Their use represents an adaptation of self-service merchandising techniques to 


the electrical distribution field 
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Service Manager of Major Appliance 
Distributor Stops Burnouts with 
Klixon Protected Motors 


ST. LOUIS, MO.: Mr. Eugene Kaminski, Service Manager 
of the Artophone Corporation, largest independent elec- 
trical distributor in the Midwest, finds Klixon Protectors 


Save service calls. 


“Our experience has shown that KLIXON Inherent Over- 
heat Motor Protectors practically eliminate service calls 
due to motor burnouts. We are completely sold on 
KLIXON Protectors.” 


i 


Manual . : : 
Reset motor-driven equipment from overheating 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protector illustrated keeps 


motors in electrical appliances and other 


and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic motor operation. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2505 FOREST ST., ATTLEBORO, MASS. 
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Rosen Dies 








PEND ON Silent SIOUX 
HOME HEATERS 
: for 


'% Beautifully styled cabi- 
nets that will please the 

= most critical buyers. 

% Famous Silent Sioux 

. combustion principle for 

‘ highest operating effi- 
ciency. 

% Advanced engineering 
features found only in 
more costly makes. 

% Competitive prices plus 
highest quality for com- 
plete customer satisfac- 


YOU CAN D 








HOT 
WATER FAST 


With 





Flassial 





RAYMOND ROSEN died of a heart at- 
tack in April, at the age of 58. He was 
president of Raymond Rosen & Co., Phila- 

















a. aE dibiee, as Fema Electric Water Heater 
> 4 xclusive dealer tran- tors, which he organized in 1927 with the Just put the unit in a container of water 
chises. late Albert Slat and Joseph Wurzel, now rd plug isto siecle _ (ite, vex 
% National consumer ad- a vice-president. He was active in the wim. 
vertising. a er - ease b pesecrary Has many, uses, such as: Heating water 
" . . ° ( irman of its television-radio commit- or aundry, at shaving, warming 
Sho bo he b ° 1 r 
some eherstetabennt Fe eto iast | tee ot the time of his deoth) ond prom- | aby ll, menting Uns, enn 
dial tiatiens tees. Manet Isp ay ’ gns and co- inent in civic and charitable affairs farms not having any other good way to 
able for either oll or any operative sales program. heat water fast and conveniently. 
type of gas. Investigate - 
the sales potential of the W hen you sell Silent Sioux, you can depend ONLY $ 5.9 5 LIST 
complete line of Silent ani smwe 1e i 
eee on rapid inventory turnover, substantial SOLD ONLY THROUGH JOBBERS 
Gens alk Sekai, Olt profits and complete customer satisfaction. J. A. Walsh & Co * 
conversion units, winter Write for free details and full information, Wilts ter Litacdtue 
air conseiioneen, wall fans today! Many salesmen, when they are 
| Wete a pen Aaa transformed into sales executives and G. L. ELECTRIC C \ 
| ssteratere ond information SILENT SIOUX CORPORATION hit the rarefied air of the management - & O. 
te ° a exclusive dealer Sucidite Chen Gees 60 Seen en. plateau, contract “swivelitis,” a disease 20725 Harper Detroit 24, Mich. 
eed ORANGE CITY, IOWA ns EM552 whose symptoms include stiffening in l J 
P b : : 
the swivel chair, a certain hardening 











of the selling arteries and a tendency 
to pass out merchandising gems wrap- 
ped in mummy cloth. James W. 
Derr, vice-president and general sales 
manager of J. A. Walsh & Co., Hous- 
ton, Tex., distributors, was heard to 


THE NATIONALLY RECOGNIZED 


“BLUE BOOK’ 


UES SAT get 
: TRADE- -1N VAL mutter to himself a couple of months 
| ; oF REFRIGERATOR ago, “This shall not happen to me.” 
= on Early on the morning of February 29 
| : : . ? apts! 5 w=: leet 
NATIONAL REFRIGERATOR ot » Derr summoned his salesmen to break- 
|. MARKET REPORT . fast and said: 
PROTECTS THE DEALER! wie XX, SF “I know you guys think I’m just a 
. LSA paper-twister and that I’ve forgotten 
: Important new prices } S * bs ' how to sell—if I ever knew. Since this 
’ and adjustments based . is Leap Year, I’m challenging you to 


on facts. Here is famed % PROFITS ON SALES 


a contest, once every four years. TO- 
55 panils ccna : ; BECAUSE: DAY, I’m going to sell more merchan 

with lotest changes - . 
dise than all seven of you men put 
dics eb wali, chin teed nee together. And all of us must have 
‘icin, firm orders for merchandise that is in 

3. Neat and complete data, impresses dealer. SEEING stock.” 

1S BELIEVING The salesmen accepted the chal 
4. Appraisal values designed to let dealer MAKE A lenge as eagerly as if they had been 
PROFIT on replocement soles offered a tax refund. By the end of | 
the day they were acting more as 
though their taxes had been increased. 


COMPLETE ILLUSTRATIONS - SPECIFICATIONS Derr had corralled no less than $21,000 


worth of sales; the salesmen crawled in 
USTS OVER 2500 MAKES AND MODELS with a total of $9,000. The yelps 
ASSIGNS FAIR TRADE-IN VALUES of the salesmen for a return engage- 
TELLS HOW TO RECONDITION TRADE: INS ment mingled with a quiet chuckling 
FREE DEALER SERVICE BUREAU in the dusk of late afternoon. The 
PROFIT BY EXPERIENCE AND USE THE “BLUE BOOK" preventive medicine of selling had 


"The Original. Published since 1938 | staved off the dread disease. 


for 1952 1. Guesswork as to age or model is eliminated 


5. Contains editorial section telling dealer how to 
profit on trade-ins. 





j Please send at once copies of the t This beok may be obtained ind available 
NATIONAL REFRIGERATOR MARKET REPORT from your Jistributor or Philco-Los Angeles ne es 
Enclosed Please Find: (Check C)Money order refrigerator manutacturer ANAC CONDA sid 
NAME -.0F you may order direct | Leon Kercheval, Jr., has been ap- and radio wires 


ADDRESS by using this convenient | pointed sales manager of the appli 
a STATE coupon . «Mall with your | ance division of Philco-Los Angeles, 





ColumbtO’ 
OSS. + « | local distributor of Philco products. 
T, tn 
| cage yg natn at sponte +0 oy ee He was formerly an outside sales rep- WIRE & SUPPLY C 0. 


™ ° 1 . si 18 ! 
resentative for the line. coerce rene.” Chicago 18.) 
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GRABS 


A NEW, 
UNTOUCHED 
MARKET- 


PORTABLE SPOT 








REFRIGERATION 





A new 


for 


Electrical 


profit item 


Graybar Electric Co. 


R. B. Sayre has been named assist- 
ant vice-president of the Graybar Elec- 
tric Co., leaving his post as Jackson- 
ville district manager. He is succeeded 


there by D. L. Harper, who was branch | 
manager at Omaha. The new Omaha | 


manager is F. M. Sholders, former 
manager of lighting sales in the Kansas 
City branch. 


Wesco 


New general radio and _ television 
sales manager for Westinghouse Elec- 
tric Supply Co. is ‘Thomas B. Kalbfus. 
He left his position of general market 
development and sales promotion 
manager for WESCO, New York, in 
1949 to join the Hunter-Douglas 
Corp., and now returns. 

Ralph L. Richards has been ap- 


Handle 
with 
CARE 


Protect those radio and television sets 
during delivery, during warehouse han- 
dling, during servicing. Wrapabout pro- 
tection is complete . . . sets are covered 
with heavily padded, woter-repellent can- 
vas. Soft flannel lining never scratches. 
All four versatile Wrapabouts are easily 
adjustable. With just a small assortment 
you can handle any make, model or size 
TV set manufactured. In efficiency for 
you, in satisfaction for your customers, 
Wrapabouts pay for themselves many 
times over. 


Dealers 


pointed specialties sales manager for 
the eastern district, with headquarters 
in Newark, N. J. 

Douglas C. Salisbury is new ad- 
vertising and sales promotion manager 
for the Cleveland office. 

Iwo new branch managers have 
been named: C. H. Whiteacre is man- 
ager of the Manchester, N .H., branch, 
and T. D. Brown takes over the 
Watertown, N. Y., branch. 

Harold LaGue has been appointed 
manager for consumer products for the 
Long Island City and Hempstead 
| branches. 

In the northern district, M. J. Kaiser Aibiien 
becomes district sales promotion man- 
ager, consumer products, and H. H. City- 
Jenkins succeeds him as district special- 
ties sales manager. R. A. Yerdon is 
branch manager, consumer products, 
for St. Paul, Minneapolis and Duluth, 
replacing I. A. Heuckendorf, who has 
been assigned the metropolitan Min- 
neapolis sales teritory. 

J. M. Lyman has been named sales 


PORTABLE spoT promotion manager, consumer prod- 
REFRIGERATION ucts, for the central New York state 
@ new concept — a new product district. 

to fill an old need .. . refrigeration 
where and when you wont... 

FOR HOMES + FOR BOATS + FOR TRAILERS + FOR 

HOME BARS - FOR MOUNTAIN AND RESORT COTTAGES 

FOR BUSINESS AND PROFESSIONAL OFFICES 


handle with an adjustable 


it TV Wrapabout 


WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Phila. 33, Pa. 





Send Wrapabout prices and information to: 
Dimensions: 22/2" by 22” by 21'4" 





Name 


| 


MIRACLE COOLING UNIT 


6, 12, 24, 32, 110, 220 wel 


| 


i ciameettatiiiienniaiaiia 


= .. 








AVAILABLE IN WALNUT, BLOND 
MAHOGANY AND WHITE FINISHES 


Frigidaire Sales Corp. 


Frigidaire Sales Corp. has a brand 
new southeastern office and warehouse 
in Decatur, Ga. Facilities covering a 
70,000 sq. ft. area will serve dealers 
in Georgia, South Carolina, western 
North Carolina, eastern Tennessee | 


ASTRAL BLASTS : 
and a small part of Florida and Ala- 
14 SALES AVENUES bama. A. F. Eichenlaub is manager 


of the branch. 


RCA-Victor Distributing Corp. 


E. J. McGrannahan has been named | 
appliance sales manager for the RCA- 
Victor Distributing Corp. in Kansas 
City. For the last two years he has 


c All Dealers been regional manager for the Cape- | 


WRSEE TODAY POR BULL DETAILS hart-Farnsworth Corp. 
ee eee eee ees se eeene The firm has recently moved to 
ASTRAL INDUSTRIES 0 : ie! Cele : 
| P.O. Box 239, Northvale, N. J. new quarters in the Fairfax industrial 


Gentlemen: Please send me full details on the section. 
New Astral. 


Complete National 
Advertising Covering 


PUMPS and WATER SYSTEMS 


@ Competitively Priced 
» Name. 
| Address 





Scioto Sales, Inc. 


| Frank O. Brocksmith has been 

| named sales manager of Scioto Sales, 

| Inc., Columbus, Ohio, succeeding M. 

| M. Graham, resigned. Brocksmith 
was zone manager at Cincinnati for 
Crosley. 


@ Highest Efficiency 





> City. Zone. State 


oe rrr rrr) 





@ New Exclusive Features 


DECATUR PUMP CO., 51 ELK ST., Decatur 70, If. 
SE NY a RT a EI CT 
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UJ electric clock 


~ ieee 


S$ FED. TAX 















Many dealers report substan 
tial tie-in sales by displaying 
the “Golden Hour” atop a 














TV set. Try it see 
how many clocks accompany 
TV sets from your store 
































0000040000 


the first 




















ona 


COMMUNITY 
| TELEVISION 
SYSTEM 


covering: 





















































®@ the engineering 

®@ the construction 

® the operation 

® the maintenance 
and all other phases of a 
profitable Community Tele- 
vision System 


Compiled and directed by 
the pioneers and operators of 
the largest and most successful 
community television system in 
the country. 


Complete brochure on request 
to 


COMMUNITY TELEVISION 
SERVICES 


Pottsville, Pennsylvania 


: 
: 
— 
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COMPLETE SERVICE 


1G 
















aC 


to feature for every sift occasion 


O VERY day in the year someone 





in your neighborhood is searching for 
an unusual gift for a wedding, 
birthday or anniversary. You can turn 
this search into a sale 

by featuring the “Golden Hour” 
America’s most popular gift clock. 

24 carat gold plated 

fully guaranteed 


Call your wholesaler 


JEFFERSON ELECTRIC CoO. 


* BELLWOOD, ILLINOIS 





it's MODERN today—for softeners that SELL! 


Because MODERN gives you . . . a complete line, 
finest quality materials and construction, exclusive 
features, dependable performance, profitable 
prices. Check MODERN—and see! 





e Complete line —auto- 
matic electric, single 
control, brine tank, 
and dry salt models. 

¢ Domestic sizes from 
30,000 to 100,000 
grains capacity. Com- 
mercial sizes to 
1,000,000 grains 









¢ Triple-duty minerals 
to soften, remove 

iron, filter out sed- 

iment 

Extra heavy gauge 

steel tanks, electric- 

ally welded and hot 

dip galvanized inside 

and out 

* Attractive, clean- 
lined designs —hand 


somely finished in 
white baked enamel 
Liberal 10-year writ 
ten warranty 

« Every unit priced for 
profits 


WRITE FOR 


DETAILS 


AND PRICES 





MODERN WATER EQUIPMENT CO. 


Dept. EM, West Chicago, Illinois 


WATER SOFTENERS + FILTERS + WATER HEATERS 





DISTRIBUTORS 
APPOINTED 


Altorfer Bros. Co. 


Allison- Erwin Co., 
S. C., has been named to handle the 
ABC washer and ironer line. 





Admiral Corp. 


been 


Ad 


Iwo new distributors have 
named to handle the complete 
miral line: 

Covington Distributing 
ton, Tex. 

| Associated Distributing Co., 

bia, S.C. 


Corp., Hous- 


Colum 


American Kitchens Div., 
Avco Mfg. Corp. 


Goldberg Co., Richmond, Va., will 
handle the full American Kitchen linc 


Apex Electrical Mfg. Co. 


\pex has named two new distribu 
tors: 
Philadelphia Wholesale Distributors, 
Philadelphia, Pa. 
Ohio Appliances, Inc., Columbus, O. 


Arvin Industries, Inc. 


Three new southern distributors 
have been named by Arvin: 
Adams Sales Co., San — Tex. 
Appliances, Inc., Atlanta, € 
Earle Rogers Co., W ince, W. Va. 


Bendix Television 
Ridge Co., South Bend, Ind., is a 


new distributor for Bendix television 
and radio. 


Blackstone Corp. 


Blackstone laundry equipment ha 
been taken on by two new distribu 
tors: 

Kimball Distributing Co., 

City, Utah. 

Wholesale Appliances, Inc., 

Fla 


Salt Lake 


Miami, 


Capehart-Farnsworth Corp. 
Graybar Electric Co., Inc., Dallas, 
Tex., is a new Capehart television and 
radio distributor. 
Clements Mfg. Co. 
Henry N. Clark Co., Boston, Mass., 
will handle Cadillac vacuum cleaners. 
Dexter Co. 


Inc., Balti- 
Dexter laundry 


George Rosen & Co., 
more, Md., is a new 
equipment distributor. 


Allen B. Du Mont 
Laboratories, Inc. 


Home Products, Inc., Cincinnati, 
O., is a new Du Mont television dis- 
tributor. 


Emerson Radio & 
Phonograph Corp. 

Emerson West Coast Corp., San 
Francisco, Calif., has been formed to 


MAY, 


Charleston, 





















Snith-Senten 
CASHIER 





%& GIVES YOU A RECORD OF 
ALL SALES 
Every transaction is recorded 
accurately and legibiy on 
standard adding machine tape. 
A keyboard suited to your busi- 
ness permits you to Classify 
sales. 

% ROOMY CASH DRAWER 
Pull handle down and roomy 
cash drawer slides open 
smoothly on ball bearing rol- 
lers as bell rings. 

%& TAMPER-PROOF 
Lock on side of case secures 
total keys, tape, and case. Han- 
dle easily removed to prevent 
unauthorized use. 

¥%& CONFIDENTIAL 
Tape is fully enclosed. 

See 


dealer or mail coupon. 


it demonstrated at your 


*Price for all states permitting Fair Trade |aws 


Subject to change 


No Federal Excise tax on Cashier. 
SMITH-CORONA 
ADDING MACHINE 


Easy to operate 
Trouble-free 
Advanced features 
Low cost 


MAIL COUPON TODAY 











g LC SMITH & CORONA TYPEWRITERS INC g 
B 109 ALMOND STREET, SYRACUSE 1 N.Y ' 
: Please send me further information about 8 
g your Adding Machine and Cashier and § 
' the location of a near-by place where | ‘ 
g can see and try these machines 4 
B.. ' 
Signed NS 

Bes 4 
© CLIP THIS TO YOUR BUSINESS LETTERHEAD @ 
Beeeeeeeseneeeeesee 
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here 





in ten words 


is the 


CALCINATOR 


story 


~ 











only 
CALCINATOR 


disposes of 
all garbage 
and 
burnable 


trash 


automatically | 





10 words that pack a powerful 
sales story! Electric Calcinator is 
automatic. There is nothing to watch 
. . nothing to turn. Calcinator is 
carefully engineered, trouble free— 
built for a long life of satisfactory 
service. Calcinator is profitable. 


Also models for natural, manufactured, 
mixed and all LP gases. Write dept. EM 
for more information. 


CALCINATOR 


VALLEY WELDING & BOILER CO. 
Bay City, Michigan 


ELECTRICAL MERCHANDISIN 


handle Emerson distribution on the 
West Coast. 


Estate Stove Co. 


W. J. Lancaster Co., San Francisco, 
Calif., has taken on distribution of 
Estate ranges. 


Geneva Modern Kitchens, Inc. 


Allison-Erwin Co., Charleston, 
S. C., will handle Geneva kitchen ac- 
cessories. 


Hallicrafters Co. 


Morris Distributing Co., Scranton, 
Pa., will distribute Hallicrafters radio 
and _ television. 


Hoffman Radio Corp. 


Two new Hoffman television dis- 
tributors have been named: 
J. A. Walsh & Co., Houston, Tex. 
San Diego Appliance Distributors, 
Inc., San Diego, Calif. 


Hoover Co. 


Richards Electric Supply Co., Cin- 
cinnati, O., is a new distributor for 
Hoover special products. 


International Harvester Co. 
Robert F. Clark Co., Denver, Colo., 


is a new International Harvester re- 
frigerator and freezer distributor. 


International Products Corp. 


Gough Industries, Inc., Los An- 
geles, Calif., has been named to 
distribute Uprite Freeze freezers. 


Mitchell Mfg. Co. 


Several new Mitchell air condi- 
tioner distributors have been named: 
Hawkeye Sales Co., Des Moines, 

Iowa. 

Kingsport Electric Co., Kingsport, 

Tenn. 

George H. Lehleitner Co., New Or- 
leans, La. 

Falls City Supply Co., Louisville, Ky. 

Foster-Thornburg 

Huntington, W. Va. 

Fraker Heating & Equipment Co., 
Knoxville, Tenn. 
Currey’s Wholesale 
Nashville, Tenn. 
Electric Sales & Service Co., Atlanta, 

Ga. 

Electro-Pliance Distributors, _Inc., 

Milwaukee, Wis. 

Capital Light and Supply Co., Inc., 

Hartford, Conn. 

Century Distributors, Minneapolis, 

Minn. 

Colorado Springs Supply Co., Colo- 
tado Springs, Colo. 

All State Pipe Supply Co., Jackson- 
ville, Fla. 

Artcraft Electric Supply Co., Salis- 

bury, Md. 

Big Boys, Sunbury, Pa. 


Distributors, 


Motorola, Inc. 


Three new Motorola distributors 
have been appointed: 


Allegheny Home Appliance Co., Hunt- | 


ington, W. Va. 


M. & G. Distributing Co., Colum- 


bia, S. C. 
Pennsylvania Sales Co., Erie, Pa. 
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Hardware’ Co., | 












CONSUMER DEMAND 


Makes the Turner TV Booster 
a RED HOT profit item! 


When Jack Jones installs a Turner Booster in a fringe-area home it 
doesn’t take long for the word to get around . . . “Jack Jones has the 
best reception in town!” When that happens, brother, make sure you're 


stocked up on the Turner Booster! 


Simple but effective word-of-mouth advertising will sell more Turner 
Boosters for you than all the direct mail, newspaper space or radio 


time you can buy. 


In city after city, TV installers are turning to the Turner Booster— 


recommending 


it to solve their knottiest fringe area reception prob- 


lems. They have discovered that Turner’s low-noise-level Cascode circuit 
stabilizes the picture, reduces noise and snow to a minimum, and pro- 
duces a good picture when many other boosters are unable to even lock 


the picture in. 


Place an order with your Jobber or write direct. You'll soon be con- 


vineed that the Turner Booster is the hottest profit item in your store. 


List price . . 


THE TURNER COMPANY 
Cedar Rapids, Iowa 


938 17th Street N.E. 
IN CANADA: 


Canadian Marconi Co., Ltd. 
Toronto, Ont., and Branches 


Ad. Auriema, Inc. 
89 Broad St., New York 4 





DEALERS WANTED 


FOR THE NEW LARGER 1952 
SENSATIONAL DOUBLE-CAPACITY 
JUICE EXTRACTOR 


Vegetable 
and 
Fruit Juice 
Extractor 


FEATURING 


* Revolutionary 
disc shaped 
cutter (faster 
operation) 

* Cushion- 
quiet beor- 
ing motor. 

* Patent pulp 
leveler 





(eliminates 
vibration) 

* Fast-action strainer 

* More sparkling juice (7 pint in 2 minutes) 

* Clean-easy detachable bowl (chip-resist- 
ant plastic coating) 

* New simplimatic cover fastener (just flip 
to open) 

* Only one moving part 


AC 105-115 VOLTS 
$64.50 
Retail Price 


Generous Mark-Up for Retailers 
Shipping Weight Approx. 16 Ibs 
F.0.B. Los Angeles 
(Dealers and jobbers write for discounts) 
Fully Guaranteed by Manufacturer 


MARS MANUFACTURING CO. 


ON: 63-exs 8554 Wilshire Boulevard 
Beverly Hills, California 
Member Los Angeles Chamber of Commerce 





HEALTHWAY ELECTRIC} 


- + + + $57.50 


EXPORT: 





ONE MAN 
instead of tw? 
DELIVERS 








UPSTAIRS 
N oh 
co 


DOWNSTAIRS 


IN AND OUT 
OF TRUCKS 


|, . BACKWARD TO BALANCE LOAD SS 


Deliveries are easy... safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
|cincher. Rubber pads protect the finish. 
Note how the large wheels with 10 x 
| 2.75 cushion tires lock in the load bal- 
|ancing or the loading position until 
| released by a foot pedal. See the two small 
| rubber wheels used for loading. 
| Save the cost of an extra man; order 
your Easload today...only . . . $53.50 
FOS LOS ANGELES 
COLSON EQUIPMENT & SUPPLY Co, 
1317 Willow Street © Los Angeles, California 





LASLOAD NPPLIANCE TRUCK 
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MERCHANDISING 


SUPPLEMENT 


use 





y 


Second story deliveries ore se 
the dolly with 
Aluminum alloy frame, 58” ll, 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt 


CUT delivery,time, SAVE 


unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 


problem when 
the easy-does-it fenturen.® 


has smooth run- 


+"'* Web strap fastens appliances tight with 
the patented (30 second action) strap ratchet 
== Yeats exclusive. 


vo Caterpriar “STEP GLIDE 
largest appliances 


“Endless belt eases the 


over stair edges without 


marring. Write for full Information 


Yeats Appliance Dolly Sales Co. a2itket?" 







p- 


WRITE FOR COMPLETE CATALOG 


MOELLENBROCK & WILKIE MFG. CO. 


WASHINGTON, MO. 










e REFRIGERATORS 
e RANGES 
e WATER HEATERS 





Modern Appliance Displays 
Need aan MOTION! 


he Action we to-Sho 


Display-Way 
ELECTR TURNTABLES 


To Boost 

Your Sales! 

THE OLDEST NAME in turntobles assures you 
profitable, trouble-free operation Used by 
merchants nationwide for unusual action dis 
plays. Model 712 ROTO-SHO illustrated, re- 
volves 3 times a minute, permits novel, self- 
contained lighting effects as well as operation 
of electrical devices. Table 18 diameter 
. Sturdy steel construction. Guaran- 
Write today for complete turntable 
catalog including build-up fixtures! 








@ Carries up 


to 200 Ibs 
@ Lights turn 
with table 
Coens, A AND STAMPING co. 
integrity Since 191 


Dept. 65, 267" Mott St New York 12, N. Y 








VvvvvVvvVvVvVvVvVvY 
NEW 


Parts Manual & Catalog 


The greatest thing to hit the service field. 
Over 800 illustrated pages—every part for 
every machine. You'll wonder how you 
did without it. Cost over $100,000. Costs 
you, prepaid, $5. 

Request Closeout Bulletin 


MARD 


10 S. 2nd Ave. Mt. Vernon, N. Y. 








| SEARCHLIGHT SECTION 

















REPLIES ( Bo C Address to office neareat you 
NEW YORK: 330 W. 52nd St. (36 
CHICAGO: 520 N. Michiga 


SAN FRANCISCO: 68 Post St 





POSITION WANTED 


LABOR RELATIO 

ssior governr 
experience in adminis 
Act, Wage & Hour 
tion procedure 
Er 

a As f actor n- 
volved in l e Secanatadaae PW -3860, 

| Electrical Me rchandising 
FOR SALE 


Heating. na gare and Hardware Business. 







arcana $568. ) last yr. from wholesale & 
t on & serv n Pitts 
franchises. Housed in 

k bldgs. Fully equipped 


nel. at $290,000 
serials offered 


1 will 
st Chas. Fork 880° tue 10 N. Clark 
. l 





Refrigeration and Appliance Dealership. 
with national 







Franchise y known mfrs. No 
refri geration competition in trade area of 
0,000 pop. Grossing $200,000; sound poten 
’ nt ss. Low rent for 

» space Fuily 








€ pped. Invt $1 00,000, equip. & 

£ 1 will offered at $125.000. Chas. Ford & 

Asso In 10 N. Clark, Chicago, Ill 
SALEMAN 


wholesale electrical experience calling on Hdw 
stores, electrical contractors, etc Complete line 
f G. E. wire, cable, devices, radios, coetionees, 
ete. Attractive proposition for right man. om- 
mission and expense. Apply in detail; state i. 
tory and line carried. 





rep: broke 
s ne tric app anc ces and 
uate al equipment Sr 

uto and truck 








‘tic n vires * and = similar 


Time- ‘Tested. ~~S-3F, Economical 
Write for Catalog 
OMFG 
co 





Insert bronen onae 
into sleev: 
tight with 


MEND-IT SLEEVE 








overs 136 Bonita Av., Piedmont t!, Calif. | } 





& & 4 4 4 te 4 te fe he te a aie ia co oe 
— IT SLEEVE 
P n MANUFACTURER'S AGENCY 


Desires Additional Lines 
Southeastern States 


Active, Aggressive nd = Successful 
Excellent Personal Relations with ‘Leading Whole 
salers. Associates in Rs rincipal Cities. Warehouse 
facillties available New Accounts Guaranteed 
RA-3011, Electrical Merchandising 


320 W. 42 St., New York 36, N. ¥ 





Hanp Trucks for Safe & _ 


handling of - 
RANGES, REFRIGERATORS, 1 a 4 
DEEP FREEZE AND AIR | i| 
ConprTionins units, %& Wy 
ADIO & TELEVISION 


SELF-LIFTING PIANO TRUCK CO. 
FINDLAY O10 








A Midwest —— yy 


I and nes 
ersity Cit ir $1 


Tron: 





), Plus ‘Ins entory 
ave 





BO-4048, Electrical Merchandising 
520 N. Mich 1, 


igan Ave., Chicago | 
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To manufacturers of 


APPLIANCES 
RADIOS 
ELEVISION 


Your advertisement 
in ELECTRICAL 


MERCHANDISING 
will... 


e Announce new products to the 
largest number of dealers in the 
shortest time, at the lowest cost. 


e Acquire new dealers in “open ter- 
ritories’’ and improve the type of 
distribution in current markets. 


e Keep dealers sold after they have 
signed up. 


e Increase dealers’ appreciation of 
the value of the franchise. 


e Get dealers and sales clerks to 
spend more time in selling the adver- 
tiser’s line. 


e Educate the dealer on how fo sell 
a product. 


e Help stimulate off season volume. 


e Show the trade how to sell up — 
selling up by promoting higher- 
priced, higher-profit lines. 

e Increase effectiveness and use of 
point-of-sale literature and displays. 


e Sell the soundness of a “house 
policy’ and a company’s stability. 


e Get dealers to compare “lines” as 
to their relative completeness . . . 
turnover, etc. 


© Support and augment the dealer 
contacts which are made by the ad- 
vertiser’s own sales force. 


tell your dealer story in 


ELECTRICAL 
MERCHANDISING 


the appliance-radio-TV industry's 
Best Seller 


330 W. 42nd St., New York 18, N. Y. 


ABC * ABP 
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ertshaw-Fulton Controls Co... ..186 


Safe Electrical Cord Committee, 
rer ee 7 ; 
Sarkes Tarzian Inc., Tuner Div.... 33 
Schwitzer-Cummins Co., 
ing Div. : 
Searchlight Section id asipeie aa 
Self-Lifting Piano Truck Co.......212 
Servel Inc. ... x4 197 
Sherwin-Williams Co., The Indus- 
trial Division ae 
Silent Sioux Corp. nade 
Smith Corp., A. O. Water Heater 


Vv. ee ° see concen 
eres Corona Typewriter Inc., 
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0. 


Webb Manufacturing Co 

Webster-Chicago Corp. ......... 134 

Webster Electric Co 
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Westinghouse Electric Corp., Appli- 
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tric Appliance Div ...124, 125 

Wecegieane Electric Corp., Lamp 


tv. 
Whirlpool Corp. 
White Products Corp. 109 
Whitehead Mfg. Corp., D. W..... 
Wilson Refrigeration, Inc 
Woman's Friend Washer 


’ 


Yeats Appliance Dolly Sales Co.. 212 
Zenith Radio Corp.... 


SEARCHLIGHT SECTION 
Classified Advertising) 
H. E. Hilty, Mgr. 


EMPLOYMENT 
Positions Vacant 
Selling Opportunities Offered 
Positions Wanted 


Selling Opportunities Wanted.... 


BUSINESS OPPORTUNITIES 


This index is published as a convenience 
to the readers. Every care is taken to 
make it accurate, but ELECTRICAL 
MERCHANDISING assumes no respon- 
sibility for errors or omissions, 





Model 17V 17 cu. ft. capacity 


Model 32V 32 cu. ft. capacity 


W aen prospective buyers look for a 
freezer, they look for modern design, de- 
pendable operation, large capacity in a 
small floor space and convenience. And 
they find them all in a famous Sub-Zero 
upright freezer. Check this complete 
line today . . . capacities range from 16 
to 60 cu. ft... . and discover why Sub- 


Zero leads the field. 


Non-Rust Aluminum 
Construction 


* @ Seporote Compart- 
ment With Individual 

@ Backed by over 25 Doors 

Years Experience Easy Access to Foods 

@ White Boked Enamel 5 Year Warranty 

Exteriors Fibre Glass 

Insulation 

Highest Quality 

e Compressors 

Priced to Sell 


Satin Aluminum 
Interiors 


Uniform Tempera- 
tures Throughout 
Write— : 
SUB-ZERO FREEZER CO., INC. 


MADISON, WISCONSIN 


| THE COMPLETE LINE OF FREEZERS 











wirs HONG... 


ws NEWS... 


IT'S WORTH STOPPING TO SEE! 


Maybe Industry doesn’t maintain 

show windows on Fifth Avenue or State 
Street or Wilshire Boulevard like 
America’s great department stores. 

But your industry has a mighty effective 
show window ...and this is it... 

this magazine. In these advertising 
pages alert manufacturers show their 


wares. Here you will find 


up-to-the-minute news about products and 
services designed to help you do 

your job better, quicker, and cheaper. 

To be well-informed about the latest 
developments in your business, your industry ... 


and to stay well-informed . 


read all the ads too. 
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EDITORIAL 














Out in the Open 


iy the independent retail appliance-radio-TV dealer 
on the way out? 


Only a few years ago this would have been a shock- 
ing question. They constituted a group which, more 
than any other, had been responsible for introducing 
major appliances into millions of homes, earned for 
those products an accéptance that has made them 
household necessities, stood back of them when serv- 
ice or replacement was needed, and pioneered the 
subsequent acceptance of newer devices as they came 
on the market. They were substantial citizens who 
enjoyed real recognition in their communities. Their 
specialty sales skills were the envy of every industry 
selling to the home. 


They enjoyed exclusive franchises on individual 
manufacturers’ products. They were given adequat« 
profit margins to enable them to advertise and pro 
mote those products, pay salesmen, finance install 
ment sales and deliver, install and service the appli 
inces they sold. They responded by pushing the sale 
of cleaners, washers, ranges, refrigerators, radio sets 
and a host of small appliances into the millions of 
units annually, They are on the threshold of repeat- 
ing with newer items such as freezers, dishwashers, 
food waste units, room air conditioners, clothes dry- 
ers and television sets 


Yet today dealers find themselves damned, harassed 
ind bedevilled by the very industry they helped to 
build. Their margins have been cut at a time when 
their costs of doing business have been steadily ris 
ing; their franchises due to reckless opening up of all 
types of fringe outlets in their own backyards, have 
become meaningless; they are held up to constant 
ridicule for lack of the very sales skills for which they 
were famous; and they are collectively accused of 
being responsible for most of the indiscriminate price 
cutting that has made a near-joke of standard list 
prices in the industry. It is a sorry picture. Many 
of them have thrown in the sponge and many more 
tell us that they feel that it is only a matter of time 
before they will be forced to quit. 


It is difficult to put one’s finger on any single 
reason for this serious decline in the fortunes of the 
independent dealers. Far-reaching changes have taken 
place in the whole distribution picture since the last 
war. There has been a vast expansion in productive 
capacity; new products have been introduced; there 
are more “full line’’ manufacturers and fewer inde 
pendents; mail order chains have multiplied and ex 
panded their own retail outlets; specialty appliance 
chains have sprung up in metropolitan markets; de 
partment stores have pushed branches into the 
suburbs; discount houses have flourished and the 


factory branch is gradually replacing the independent 
distributor. Perhaps this evolution to the concept of 
bigness has resulted in lower distribution costs. Per- 
haps the neighborhood dealer who, strangely enough 
has been selling about 65 percent of all the appli- 
ances, and servicing them, too, is an anachronism 
and slated to go. Perhaps we will come to factory- 
operated retail stores, in which case, of course, there 
would be little economic justification for the exist- 
ence of distributors, either. 


We doubt that all these things will happen. Deal- 
ers have been through crises before and have re- 
sponded with resourcefulness and initiative. The 
last war period is a case in point. But they are faced 
with a tough one these days—cynical competition 
from some of their own manufacturers and distribu- 
tors. It’s been going on for some time, but on a 
smaller hush-hush scale. Now it’s out in the open, 
and, with the pressure to move merchandise at any 
cost, the dealer is being given a wholesale by-passing. 
Sure, they are handy to have around so that prospects 
can weigh the merits of competing products before 
rushing around to their nearest distributor friend, 
discount house, contractor-builder, plant purchasing 
agent, office “employee” sales room, or others handy 
with preferential discounts. They are also handy 
when it comes to repairing an appliance when it 
conks out. Anything but selling. 


These are harsh words. But we think the time has 
come to stop paving lip-service to the ideal of a 
strong, integrated, responsible dealer body when the 
fact of the matter is that many manufacturers and 
distributors don’t seem to give a damn who sells 
their products as long as they get sold. They are not 
getting hurt; they are getting their price. What is 
price-cutting but an attempt on the part of desperate 
dealers to meet the incessant rash of phony discounts, 
of “backdoor” deals, of competition from fringe oper- 
ators who never should have been allowed in the 
business in the first place, of guys with their offices 
in their hats and of “builders” who built one house 
ind can qualify for discounts at less-thanlealer cost? 


Let’s face it. Many manufacturer and distributor 
policies have actually done more to foster price-cut- 
ting and, as a by-product, poor selling effort at the 
retail level, than any other single cause. And all the 
pleas for more creative selling on the part of dealers 
and their salesmen will continue to go unheeded if 
the dealer, faced with competition from his own sup- 
pliers, is not permitted to make an honest dollar sell- 
ing their products. 


The dealer has been given a run-around—and he’s 
getting mighty tired. 


Bur eu Co —7 
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NEW LOVELL 62 INSTINCTIVE” WRINGER 
BRINGS AUTOMATIC SAFETY 
TO MORE WRINGER-WASHER MODELS! 


First wringer to release pressure without a bar or button ! 


% JUST A PULL ON THE CLOTHES going through the 2. A PUSH ON THE WRINGER FRAME also releases 


new Lovell 62 Instinctive wringer releases the pressure on the rolls the roll pressure automatically. It’s the first wringer in history to 
automatically. It's safety without stopping to think! release roll pressure without pushing a bar or button! 


a od for the first time, it’s possible for any wringer-washer 
to have automatic safety with the new Lovell 62 Instinctive 
wringer! Because of the outstanding success of its 77 Instinctive 
wringer, Lovell has introduced the 62 so that many more wringer- 


washer models will have safety without stopping to think. 


The 62 Instinctive wringer gives automatic safety in a new 
way — by releasing the roll pressure instantly with (1) a pull 
on the clothes or (2) a push on the frame. Release button above 
control handle is for use when rolls are not turning. Learn all 
the features of the New Lovell 62 Instinctive wringer now. It 


will pay off in extra wringer-washer sales. 


val PRESSURE CLEANSING 


Bs WRINGERS 
LOVELL MANUFACTURING CO. © ERIE, PA. 


3. AUTOMATIC INDEXING, TOO! With the new Lovell 62 Also makers of electric and gas Drying Units 


Instinctive wringer, you just turn off the rolls. Then give the wringer 
a gentle push to the next operating position. There’s no old-fash- WRINGER-TYPE WASHERS ARE YOUR BREAD AND BUTTER 
ioned position lock to grope or fumble for. -.-THE BEST ARE LOVELL-EQUIPPED! 





Here’s actual photographic proof of superiority 


aio Cyl» eivinaTOR 


——— 
Peaches, raspberries bineberries — al! Brief minutes later. Frost is melting but Now, practically all frost is gone, but Defrosting completed. Freezing starts 
k-hard, thanks to there's no change in the fruits. Here's again. Fruits unchanged Photographic 


high-sugar, easily melted foods, at start all fruits are still bric 
of Kelvinator defrosting cycle. Kelvinator's constant cold. really safe automatic defrosting! proof of Kelvinator superiority ! 


THE REFRIGERATOR THAT DEFROSTS 
AUTOMATICALLY WITHOUT rat tne 
HOT ELECTRIC ELEMENTS! ° 
—— ————— <= , 

Ci ; most PACKAGES OF FROZEN FOODS caution you 
< j against letting them thaw and then refreeze. This will never 
*/ happen in your “Magic Cycle”* self-defrosting Kelvinator, 
for this is the first refrigerator that defrosts automatically 
without hot electric elements. 

Since it uses no such elements, the “Magic Cycle” self- 
defrosting Kelvinator defrosts at colder temperatures Thus 
frozen foods stay far below freezing even during defrosting. It 
is faster, simpler, far more economical and completely safe 
for foods, the refrigerator and you. Right now, your old re- 
frigerator ts worth more on a trade-in than it will ever be again. 
So look up the name of your Kelvinator Dealer in your Classi- 
fied Phone Book Trade-in your old refrigerator and start 
enjoying a new *Magic Cycle self-defrosting Kelvinator! 


Think of having all this — 
in place of your present refrigerator! 
@ In place of too small, cramped space, you get 11 cu. ft. of cold space 
cold clear-to-the-floor' 

@ In place of a crowded, iced-up freezer chest, you get @ giant, 43-lb 
ice-free freezer! 

@ In place of too-hard or too-soft butter, you get a portable Butter 
Chest accessory that keeps butter perfectly! 

@ PLUS the convenience of huge shelf space, Handy Door Shelves, 
giant Crispers New beauty and dependability too! 





*Parent applied for 











vision of Nast-Kelvinator Corporation, Detrolt 32, Michigan 


THERE IS A BETTER REFRIGERATOR ..- 


pate BOOKLET! “New Magic For Your Kitchen”. At your Kelvinator Dealers’ or write Kelvinator, Dept. L-S 14250 Plymouth Road, Detroit 32, Michigan. 


In “MAGIC CYCLE”, There’s 
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